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Executive summary 
This audit analyses Marriott’s post-pandemic macro and micro environment. A comprehensive analysis will be carried out using PESTLE, SWOT, Porter’s five forces and Mckinsley’s seven s. The key findings were; social changes meaning under 30s will shorten their holiday and will travel by public transport less. Business have reduced their corporate travel funds because of the adoption of video conference calls. The economic crash has caused thousands of job losses thus  people don’t have disposal income. Moreover, Marriott’s strength is their marketing strategy which has exploited new trends and have bought in new guests. Their work culture is outstanding and means that they have a high staff retention rate that delivers great customer service, this gives them a sustainable competitive advantage. However, they are currently threatened by Airbnb who have capitalised on the trend for private socially distanced accommodation rather than public hotels. Recommendations include changing their target audience to react to the decrease in business travel, regaining consumer trust by promoting their cancellation policy in case of new restrictions and to reclaim market share from Airbnb they should market their vigorous cleaning procedure to reinstall consumer confidence.
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[bookmark: _Toc99014360]1.0 Introduction 
[bookmark: _Hlk98836149]The pandemic has caused drastic changes in every industry but no greater than the travel sector. Covid-19 pandemic is a viral infection which has affected millions of people across the world with flu like symptoms which leads to millions of deaths. Countries have enforced lockdowns, travel and social restrictions as well as ordering schools and businesses to shut to curb infections (Haleem al,2020). Therefore, an audit will be undertaken to assess the internal and external environment in preparation to create a new marketing planning that meets and exploits the needs of the post pandemic tourist industry. It will use frameworks such as PESTLE, SWOT, Porter’s five forces and Mckinsley’s seven s to perform a vigorous, detailed and focused analysis of Marriott’s environments. Additionally, each frameworks advantages and disadvantages will be discussed to ensure balance and accuracy in their application. Marriott international has 7,300 around the world and has multiple brands including Fairfield Inn and The Courtyard. The Twin Bridges Marriott Motor Hotel was their first hotel which opened in 1964 in Virginia, and today America remains their prominence source of income totalling 80% of their revenue (Hoovers,2021).
[bookmark: _Toc99014361]2.0 PESTLE
A pestle analysis is important for Marriott because it allows them to develop better strategy that addresses key factors of the macro environment which could directly and indirectly affect them.  This framework consists of analysing the political, economical, social, technological and environmental factors impacting a business. Thus, gaining a greater understanding of the market will allow them to change their product to suit consumers needs and create a competitive advantage. However, this analysis is very time consuming and costly and may only find key aspects of the macro environment which could change at any given period (Perera,2017).  
[bookmark: _Toc99014362]2.1 Social 
Research has shown that there has been a big social change within the post pandemic tourism industry. Findings show that educated consumers less likely to reduce their holiday length after the pandemic. However, those under 30 and earn a low salary are likely to shorten their holiday and travellers are reluctant to use public transport thus are likely to use a private car. (Li al,2021). The UK hotel industry has experienced huge increases in demand and changes in consumer behaviour as 60% of reservations are from domestic consumers although 53% would not book a holiday unless the area had restaurants, pubs and bars (Dinev,2020). This domestic travel trend is being mirrored around the world thus Marriot need to change from marketing to international to national consumers. Moreover, there has been an increase in late bookings as travellers wait to ensure laws will not change and research suggest that introducing discounts and extended cancellation periods can help consumer confidence (Toubes al,2021). Marriot should capitalise on this trend by focusing marketing on vacancies in the short term and be promoting their cancellation policy to inspire confidence in customers. Another social trend is the reduction of business travel. Companies have reduced their corporate travel budget by two thirds, and this has led to a 71% reduction in business travel during the pandemic. Post pandemic there is expected to be a reduction in business travel of 24% in Europe and in 19-36% America and this will be felt more in domestic than international.  The key drivers of this trend have been the adoption of video conferencing and businesses focused on meeting sustainability targets, this has meant that is scepticism that business travel will return to levels prior to covid (Bréchemier al, 2021). Therefore, Marriott will lose a large proportion of their target market which could result in a loss in revenue, thus they need to focus marketing on the tourism segment rather than business in the post pandemic environment.
[bookmark: _Toc99014363]2.2 Economic 
The global economy has a taken a hit, there have been millions of jobs losses because of closures of retail. the knock on effect of low demand for products has meant factories have laid off employees thus adding to unemployment and reducing countries GDPR. Specifically for tourism, airlines have reduced capacity by at least 75% and announced staffing restructurings. overall, international tourist arrivals decrease by 20% to 30% in 2020, meaning a loss of $300 to $450 billion in international tourism receipts (Shretta,2020). This is evident in the uk economy which have taken a drastic hit. Retail have had 20, 000 stores permanently closure which has meant 250, 000 people will potentially lose their job. Moreover, retailers are moving online therefore there is not predicted to be a sharp rebound, thus unemployment levels will be high for years to come (Salivis,2020). Marriot should consider marketing that they showcase activities in the area or put on in house experiences to make consumers feel confident that it will be worthwhile visiting that hotel as local business may have shut down meaning that the area is no longer attracting tourists. Additionally, they need to acknowledge that consumers don’t have the disposal income as they had pre-pandemic thus offering should be adapted to cater for their needs, for example discounted pricing or the inclusion of meals. 
[bookmark: _Toc99014364]2.3 Political 
The pandemic has meant governments imposed unprecedented laws, such as the closures of hospitality, education but more drastically borders to international and regional travel. Travel restricted have approximately affected 90% of the world population from international travel and today countries require medical documentation or quarantine before letting people in. Moreover, restrictions on social distancing have reduced airlines capacity to 50% (Gössling al,2021). This may affect the Marriot with the number of customers it can have at any one time due to social distancing requirements, travel restrictions may also reduce the amount of customers staying at hotel. Thus, vigilant monitoring of the changing laws is needed to be compliant while maximising the allowed capacity. There are multiple laws affecting how people live with Covid globally. The UK has dropped all restrictions concerning self-isolation, vaccine passports. Europe and America are also dropping some restrictions making living and travel more freely. However, in Hong Kong and China they are introducing restrictions and some lockdowns in major cities (Taylor,2022).
[bookmark: _Toc99014365]3. SWOT
A swot analysis will consider Marriott’s strengths, weaknesses, threats and opportunities. this analysis is important as it helps companies explore the market for opportunities and possible threats and evaluate their internal operations, thus allowing them to find competitive advantages (Kotler al,2019). However, this framework can be critiqued for not providing solutions to problems and requiring further investments in time and money to act upon the findings (Qushou,2018).
[bookmark: _Toc99014366]3.1 Strengths 
Marriott marketing strategy is a strength of the business. They are partnering with influencers to create user oriented content and exploit their network to create a connection with new and existing customers. influencers are a key part of their strategy as it develops the brands personality and puts Marriott at the forefront of consumer’s mind (Nyangwe and Buhalis,2018). Moreover, their financial status is a strength of the business because their revenue in the last quarter of 2021 was $3.42 billion and they had a net profit margin of 32.18%. This means that the company has rebounded from -12.60% net loss margin in 2020, allowing them to have the resources to invest in gaining more business (Google finances,2022). Marriot has implemented a new loyalty programme which works across 29 brands and is designed for members to earn points faster. Additionally, members will assess exclusive benefits such as discounted rates, free Wi-Fi and the ability to use their phones as a room key. The programme also offers exclusive experiences such as sport events and meet and greets with athletes (Fox,2018). This gives Marriott a unique selling point and a solid base of loyal customers that will return post pandemic. Moreover, this is a sustainable competitive advantage which is defined by Lynch (2018) as “an advantage over competitors that cannot be easily imitated. Such advantages will generate more value than competitors.” Moreover, they have multiple tangible assets including 30 brands and more than 7,000 properties in 131 countries (Marriott,2022).  This will allow Marriott to make strategic decisions that utilise these resources, such as marketing that customer can travel the world while being in a hotel they trust which is especially important post covid.
[bookmark: _Toc99014367]3.2 Opportunities
The pandemic has led to opportunity for drastic change in the tourism industry. Experts say that it is an opening to move towards more sustainable operations and thrive to reduce emissions. Additionally, the industry has the ability to give more rights and act in the interest of local communities by de-globalising operations and supporting their economies. This could mean moving away from cruise ships to more niche local inspired tourism that has more social-economic benefits to country (Čorak al,2020)., Marriot could use the pandemic to act on their values and create social gains through marketing their commitment to social responsible business.
[bookmark: _Toc99014368]4 Porter’s five forces
Porters five forces consist of threat of new entrance, threat of substitution, rivals among existing competition, bargaining power of suppliers and buyer. “The framework distinguishes five forces in the microenvironment that drive competition and jeopardize an organization’s ability to make a profit” (Bruijl,2018).
The threat of new market entrance is the hospitality industry is evident as it is as red ocean marketplace which described by (Hansson,2018) as “The red ocean contains several aggressive competitors (sharks) and one must outperform the others in a cutthroat competition.” AirBnB has disturbed the market with their business model of allowing people to rent their property on a nightly, weekly or monthly basis thus giving customers more flexibility than hotels. Moreover, AirBnB have 1,500,000 listings in 34000 cities which are in unique locations with local knowledge from the owner which differentiates them from Marriott, this has led to them being valued at $24 billion compared to Marriott’s $21 billion (Bashir and Verma, 2016). The covid 19 pandemic has increased the popularity of home rentals because of the aspect of privacy, some rentals can be accessed via security code with no contact with the owner. Customers are less confidence in hotels where they have to use public restaurants, corridors and lifts even with rigorous cleaning procedures in place (Glusac,2020). This could threaten Marriott’s customer base as the trend is changing to more socially distanced private accommodation. 
[bookmark: _Toc99014369]4.0 Mckinsley seven s
The Mckinsley 7s framework is designed to enable businesses to uncover weaknesses and provide solutions. The components of this model are structure, systems, style, staff, skills and strategy. This model aims to highlight the complexities within strategic decision making thus helping Marriott create balance between the elements and successful implementation of their strategy (Channon and Caldart,2015).
Marriott put staff first and make them feel valued so they deliver the highest standard of customer service. This is echoed in the company’s core values which are “Putting People First, Pursuing Excellence, Embracing Change, Acting with Integrity and Serving Our World resonates with its associates. “This has meant that 30% of their new recruits in the US are referred to by existing employees and 10% of the workforce have been with the company with 20 years (Marriott,2015). Therefore, proving that Marriott has built a successful work culture that fosters good staff motivation and dedication. Marriot offers training and support programmes to aid their progression both in their professional and personal life. These development opportunities help Marriott attract and retain a workforce that is committed to deliver the company’s goals, this has helped them win Best Employer in New Zealand (Hilton, 2019). This means that Marriot are in a strong position because of their staff satisfaction meaning that they will have a high percentage willing to return post-pandemic. Staff can be used to gain a competitive advantage because their collective skills and commitment to achieving the organisation’s goals can have pivotal effect. Moreover, studies show that is a strong correlation between employees’ loyalty and their willingness to be flexible and adapt with the company (Ciuca and Codreanu,2020).  This places Marriott a strong position because with their great work culture their staff are willing to change to help them develop post pandemic. However, the Marriott is facing a shortage of staff because the hospitality industry has lost a fifth of its workforce globally, as people seek jobs that can’t be affected by covid restrictions. This has led to Marriot letting 10,000 vacancies across its 600 hotels in the US. Thus, they are struggling to fulfil the increase in bookings its experiencing with restrictions easing (Handcock,2021). Thus, proving that staff play a crucial role in the success of Marriott.
[bookmark: _Toc99014370]5.0 Conclusion 
To summarise, social trends have hit the under 30s more as they don’t have a substantial amount of disposal income and because of the adoption of video conference calls in lockdown businesses have reduced travel budget. Moreover, economies have taken a hit and many small businesses including pubs and shops have had to close triggering job losses. Marriott’s key strengths are creating a highly engaging marketing campaign that has increased their presence. Their world class loyalty programme has meant that they have a good reputation and customer base to aide post-pandemic recovery.  However, they are threatened by Airbnb who have gained a large market share and value over the pandemic because of consumers choosing private accommodation over hotels. Lastly, Marriott’s work culture is great meaning staff deliver value to the customer.
[bookmark: _Toc99014371]6.0 Recommendations 
This report recommends that Marriott change their target audience of their marketing from corporate travellers to tourists over 30. This is because of social changes and behaviours that have bought around by the pandemic mean that this is a more profitable segment, if Marriott didn’t change target audience, they would lose sales.
Moreover, the promotion should be changed to cater to changing in customer needs. The pandemic has meant governments have enforced lockdowns with short notice which has dented consumer confidence. Therefore, Marriott’s marketing material should focus on the cancellation policy to gain consumer confidence post pandemic.
Lastly, to fight off competition from Airbnb Marriott should market their cleaning budgets that will inspire consumer confidence. Additionally, their loyalty will be a key to gaining market share over the competition and should be promoted widely, therefore it needs to be promoted widely.
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