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Marriott International is a global hospitality company that operates and franchises a broad portfolio of hotels and lodging facilities. It was founded in 1927 by J. Willard Marriott and is headquartered in Bethesda, Maryland, USA. As of 2021, Marriott has over 30 hotel brands, more than 7,700 properties, and 1.4 million rooms in 131 countries and territories around the world. The company's mission is to make travel more enriching by providing exceptional experiences to guests, while also prioritizing sustainability and social responsibility.Here, we outline a plan for reaching out to new customers in the hopes of increasing revenue and bringing the company back to its pre-pandemic state.
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[bookmark: _Toc127363347]Company: SWOT analysis (Micro analysis)
Strengths:
Marriott International has a strong global brand recognition and operates a diversified portfolio of over 30 hotel brands, offering various price points and accommodation styles. The company has a loyal customer base, extensive loyalty program, and a robust distribution network. Marriott's focus on sustainability and social responsibility is also a competitive advantage (Duan, 2022).

Weaknesses:
The COVID-19 pandemic significantly impacted Marriott's business, resulting in revenue losses and hotel closures. Marriott's heavy reliance on franchisees and third-party management agreements could also limit the company's control over the guest experience and potentially harm its brand reputation.

Opportunities:
Marriott has an opportunity to expand its presence in emerging markets, particularly in Asia and Africa. The company can also leverage technology and data to enhance guest experiences and streamline operations. Marriott can also tap into the growing demand for sustainable and eco-friendly hotels (Fernandes et al., 2022).

Threats:
Competition in the hospitality industry is intense, and Marriott faces competition from both traditional hotel chains and alternative accommodations such as Airbnb. The ongoing COVID-19 pandemic and other global events, such as natural disasters, economic downturns, and political instability, can also harm Marriott's business. The company also faces regulatory and legal risks related to data privacy, labor laws, and other factors(Ning, 2021).
[bookmark: _Toc127363348]Customers
Marriott International serves a diverse range of customers, including business and leisure travelers, meeting and event planners, and group and individual travelers. The company offers various accommodation options, from luxury resorts to select-service hotels, to meet the needs of its customers. Marriott also has a robust loyalty program with over 147 million members (Howand Lee, 2021).
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Porter's Five Forces analysis of Marriott International's business environment is as follows:

Threat of New Entrants:
The hospitality industry is highly competitive, and Marriott faces the threat of new entrants from both established and emerging players. However, significant capital investment, regulatory requirements, and brand recognition create barriers to entry, reducing the overall threat (Sanvitale, 2020).

Bargaining Power of Suppliers:
Marriott's suppliers include hotel construction and design firms, food and beverage providers, and technology vendors. The company's scale and buying power allow it to negotiate favorable terms and reduce supplier power.

Bargaining Power of Buyers:
Marriott's customers have a high level of bargaining power due to the availability of alternative options and the ease of switching between brands. However, Marriott's loyalty program, extensive distribution network, and brand recognition help retain customers(Neves, 2022).

Threat of Substitutes:
The hospitality industry faces the threat of substitute offerings such as alternative accommodations, including Airbnb and other short-term rental platforms. However, Marriott's diversified portfolio of brands and accommodation options helps mitigate the overall threat.

Rivalry among Existing Competitors:
Marriott faces intense competition from established hotel chains and emerging players. The company's scale, brand recognition, and distribution network provide a competitive advantage in the highly competitive industry. However, ongoing industry consolidation and market fragmentation can increase rivalry (Simões, 2021).
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Marriott International collaborates with a range of partners to support its operations, including hotel owners, franchisees, and management companies. The company also works with various technology vendors to enhance the guest experience, as well as travel agents, online booking platforms, and other distribution partners to increase brand visibility and reach (Thurstan et al., 2021).
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PESTLE analysis of Marriott International's macro environment is as follows:
1. Political Factors: Marriott operates in a highly regulated industry and faces various political factors such as labor laws, tax regulations, and government policies that affect the hospitality industry's operations globally(Burke et al., 2020).
2. Economic Factors: Marriott's business is significantly affected by economic conditions, including currency fluctuations, interest rates, and global economic growth.
3. Sociocultural Factors: Marriott's success depends on the preferences and behaviors of its customers, such as travel patterns, cultural norms, and lifestyle changes.
4. Technological Factors: Marriott's operations depend heavily on technology, and the company must keep pace with the latest innovations in the industry. Marriott also faces the challenge of data privacy and cyber-security risks (Enssle, 2020).
5. Legal Factors: Marriott must comply with various legal regulations and industry standards related to data privacy, employment laws, and other factors.
6. Environmental Factors: Marriott is committed to sustainability and faces increasing pressure to adopt environmentally friendly practices and mitigate the environmental impact of its operations. Climate change, resource scarcity, and other environmental risks could also affect the company's operations.
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Marriott International's objectives include expanding its global footprint, driving innovation and sustainability, enhancing guest experiences, and increasing shareholder value. The company also aims to maintain its position as a leader in the hospitality industry and provide its customers with exceptional services and accommodations (Firliyanda, 2022).
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Marriott International's strategy is centered around expanding its portfolio of brands and properties globally while leveraging technology to enhance guest experiences and optimize operations. The company is also focused on sustainability and social responsibility, with a goal of reducing its environmental impact and promoting positive social change. Marriott aims to increase customer loyalty and satisfaction by offering personalized experiences and leveraging its extensive distribution network (Seo, 2021). Additionally, the company's strategy includes diversifying its revenue streams by developing new business models and partnerships, including expanding into the home-sharing market and creating new lifestyle brands.
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The 4 Ps of Marriott International's marketing are as follows:
1. Product: Marriott International offers a diverse range of hotel brands and accommodation options to meet the needs of different customer segments. The company's portfolio includes luxury and select-service hotels, resorts, and extended-stay properties.
2. Price: Marriott's pricing strategy varies across its brands and properties and is influenced by factors such as location, seasonality, and competition. The company also offers promotional pricing and discounts through its loyalty program and other marketing channels (Visser, 2021).
3. Place: Marriott's extensive distribution network includes direct and indirect channels such as its website, mobile app, call center, travel agents, and online travel agencies. The company also has a presence in various geographic markets and segments.
4. Promotion: Marriott promotes its brands and properties through various channels such as advertising, public relations, social media, and event sponsorship. The company's loyalty program also offers promotional incentives to drive customer retention and acquisition. Additionally, Marriott's sales and marketing teams work with corporate clients and meeting planners to drive group and event bookings (Lee, 2020).
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[bookmark: _Toc127363357]Gantt chart of marketing activities
About 5 days are needed to implement Marriott's marketing strategy. We will conduct a survey among our target demographic using data gathered from various channels. Over the course of a week, we will gather data from prospective customers. Based on the research conducted, a marketing strategy will be developed. It will take around 15 days to complete the whole procedure. Then, we'll collect the replies. Any necessary changes will be made based on the comments.
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Marriott International is controlled by a board of directors that oversees the company's strategic direction, financial performance, and management team. The board is composed of a diverse group of individuals with extensive experience in various industries and functional areas. The company also has internal control and risk management systems in place to ensure compliance with regulations and industry standards (Girgen, 2021).
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Marriott International prioritizes customer satisfaction, brand recognition, and sustainability in its marketing efforts. The company's diverse portfolio of brands and accommodation options, combined with its extensive distribution network, has helped it become a leader in the hospitality industry. Marriott's commitment to innovation, technology, and social responsibility has helped it differentiate itself in a highly competitive market. Overall, Marriott's marketing plan appears to be a comprehensive and well-executed approach that has helped the company maintain its position as a leader in the global hospitality industry.
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SWOT analysis (Micro 

analysis)



Marriott International's micro SWOT analysis highlights their strengths such 

as a strong brand portfolio and customer loyalty, and opportunities such as 

expanding their global presence. 



Their weaknesses include the vulnerability of the hospitality industry to 

external factors, while threats include competition from alternative lodging 

options and disruptive technologies.
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PESTLE (Macro analysis)



Marriott International's PESTLE analysis considers macro-environmental 

factors. 



Their political factors include regulatory frameworks, while economic 

factors encompass local and global economic conditions. 



Social factors include consumer trends and demographics.



while technological factors pertain to the impact of technology on the 

hospitality industry. 



Legal factors encompass compliance and consumer protection, and 

environmental factors cover sustainability and climate change.


image7.emf
Creating customer value



Marriott International creates customer value through various strategies 

such as providing exceptional guest experiences, offering personalized 

services, and investing in loyalty programs. They also use technology to 

enhance convenience and efficiency. By prioritizing the needs and 

preferences of their customers, they aim to build long-term relationships 

and increase customer satisfaction.
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Effective use of digital marketing



Marriott International utilizes digital marketing to target and engage with 

customers through various channels such as social media, email 

marketing, and online advertising. They use customer data to personalize 

and optimize their messaging and improve customer experiences. Their 

website and mobile app offer easy booking and check-in options, further 

enhancing customer convenience.
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Conclusion



Marriott International's business plan centers on delivering exceptional 

guest experiences and driving innovation to expand their global presence. 

Their marketing mix incorporates a diverse range of products and a strong 

distribution network, supported by digital marketing strategies. By 

prioritizing customer value and loyalty, they aim to remain a leading 

hospitality company.
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Introduction



Marriott International is a leading hospitality company with a diversified 

portfolio of hotel brands and businesses. 



Their business plan is focused on providing exceptional guest experiences, 

driving innovation, and expanding their global presence. 



Their goals include increasing their footprint, delivering strong financial 

performance, and investing in their people and communities.
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Marketing Mix



Marriott International's marketing mix includes a diverse range of products, 

from luxury to budget, under various brands. 



Their pricing strategy incorporates dynamic pricing and loyalty programs.



With a global presence in more than 131 countries, they have a strong 

online and offline distribution network, supported by strong promotional 

activities.


