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Introduction
This report examines Marriott Hotel UK's marketing strategy and the UK hospitality industry's use of effective marketing tools and tactics to decide the hotel's performance.
The primary aims of marketing strategies are to define the target market, communicate departmental goals, and figure out a suitable budget for success. A good marketing strategy helps the implementation of techniques that may reach a larger target audience, while simultaneously aligning with the company's mission statement and sales goals (Hunt, 2021).
Kotler et al. (2004) define marketing as the "scientific study of the market and the identification, definition, and satisfaction of the demands of one's target consumers via the development and implementation of differentiated and consistent marketing programmes”.
Marketing environment (Micro)
Analysing the marketing environment and internal factors helps the company find its strengths and weaknesses and make strategic marketing decisions.
Swot analysis
	Strength 
	Weakness 

	· Marriott International's global reach is a strength.
·  The hotel network has approximately 700 establishments in 131 countries. 
· The corporation has two million rooms and is building more. 
· Marriott International's worldwide presence helps it advertise and outperform its competition. 
· The Marriott Way's excellent customer satisfaction is another feature (Rosner et al., 2019).
· Company management created it. 
· Marriott International personnel must follow these operating standards precisely. 
· Resourcefulness ensures customer happiness.
	· A big problem for Marriott International is that it is not in the right place.
· Marriott is set up and marketed as a business that is focused on families. 
· Young people of today have different ideas about how to share the economy, with informal sharing being a big priority. 
· Marriott's unwillingness to change is a big weakness because young single millennials are the key to the future of the hospitality industry.

	Opportunity 
	Threat 

	· Marriott International benefits from changing customer behaviour and demography. 
· Worldwide, families are spending at luxury hotels. In poor nations, families travel together. 
· Marriott cannot ignore this opportunity to promote itself as a young brand as more millennials enter the consumer market. 
· Marriott's promising future in emerging markets is another possibility.
· The hotel chain primarily serves tourism, catering, and real estate. 
· Marriott International can add Airbnb services. The hotel chain can target untapped new markets.
	· Competition is Marriott International's biggest challenge.
·  Hospitality is also competitive. Hilton, Novotel, and others rival Marriott International. These hotels may reduce Marriott's hospitality market and industry share. Each hotel wants to be the best, creating fierce competition. 
· A recession looms. Countries are entering recession, cutting jobs quickly. 
· The global COVID-19 outbreak reduced income, worsening the situation.
· As hotel closures and social isolation drove consumers away, Marriott Worldwide lost 92% of its sales. The pandemic might cause recession and lower Marriott's earnings.


Table 1: SWOT Analysis
(Source: Alina Grigore)

To develop a more targeted marketing strategy for the UK market, Smith (1956) defined segmentation as the art of finding and characterising significant distinctions between groups of clients. Organizations may better understand distribution, create goods and services that are appealing and capable of fulfilling the segment market while earning a profit by segmenting the market into smaller groups. While picking a product and buying a product or service, consumer demands might differ and are referred to as being varied (Armstrong and Kotler, 2009). Also, every customer utilises a company's product or service in a unique way. Segmenting consumers, an organization's most asset, is essential to profitability (Armstrong and Kotler, 2009).
	Behavioural Segmentation
	Companies segment this market by usage, attitude, and understanding of a product or service (Ft.com/Lexicon, 2011).

	Psychographic Segmentation
	Due to their education, social status, and lifestyle, people make purchase decisions based on these criteria.

	Geo-demographic Segmentation
	Finding characteristics of a population based on where they live. Sleight (1997, p.16).


Table 2: Consumer segmentation
(Source Alina Grigore)

The process of targeting involves deciding which market niches are the most promising and then focusing on those (Kotler and Armstrong, 2013). Hotels like Marriott should only expand into markets were doing so would boost both revenue and value for its customers. (Kotler & Armstrong, 2013, p. Furthermore, a company may target many markets that share a large amount of its target demographic (Kotler, Armstrong, 2013, Pg:78). Marriott UK caters to a wide variety of customers, such as those in search of tranquilly, fine dining, and attentive service. With this success, Marriott has carried out its goals (Kaung 21, 2012).
Porters five forces analyse competitiveness. Knowing these competitive five factors and their sources may help organisations understand present profitability and anticipate future competition and profitability (Porter 2004).
	The Power of Buyer
	Buyer influence raises the quality and cost of goods and services.

	Threats of Entry
	Marriott UK competes in a volatile environment with significant barriers to entry, which drives up expenses as well as investment and selling prices.

	The Power of Supplier
	Supplier power grows when switching costs are high, there are few providers in the market, and the supplier's goods and services are distinctive.

	Existing Rivalry
	High entry barriers and fixed costs create severe competition.

	Threats of Substitute
	This occurs when a different firm offers, produces, and sells the same goods or services that the first one did, but at a higher price.


Table 3: Porter five forces
(Source Alina Grigore)

Marketing environment (macro)
Pestle analysis is useful for uncovering external causes and potential market openings.
	P-Political
	Because of political considerations, businesses must adhere to government regulations.

	E-Economic
	There are things like interest, exchange, inflation, and economic growth.

	S-Social
	The tastes, preferences, and purchases of buyers can be affected by their way of life, attitudes, norms, and beliefs (Mensah, 2009).

	T-Technological
	The more people use smartphones and the internet, the better for the Marriott hotel. This is a chance for digital brand promotion.

	L-Legal
	The 1996 employment statute and 2010 equality act govern the company's operations. These steps will enhance workplaces and prevent discrimination.

	E-Environmental
	Marriott's brand reputation and customer satisfaction depend on sustainability.


Table 4: PESTLE analysis
(Source Alina Grigore)

Marketing mix
Kotler et al. (2005) defined the marketing mix as the products, prices, places, and promotions that companies use to get the responses they want from their target market.

Products- Extended Stays, Select, Premium, and Luxury are the four categories into which Marriott divides its brands of products. Brands like Towne Place Suites, Residence Inn, and Element Properties are designed with longer stays in mind. Other hotels, such the Fairfield Hotel & Suites, Four Points, and The Courtyard, are quite like the Extended Stay but supply somewhat more amenities and comfort. The Sheraton and Renaissance are examples of
Premium Hotels, while the J.W. Marriott and Ritz-Carlton are examples of Luxury Hotels (Marriott, 2022).
Place- The mission of Marriott International was to open hotels all over the globe. They have found success by offering a variety of products, price points, and amenities under their numerous names. The "items" they offer may be purchased in a wide variety of locations across the world (Marriott, 2022). The Marriott name and the quality of service it represents are universally recognised, and guests travelling the world over know they can always find a comfortable place to stay at a Marriott hotel.
Price- Prices at Marriott hotels vary depending on factors such as region, season, and customer demand, just as they do at other lodging establishments. Hotel rates change with these and other factors, including those unique to individual brands (Marriott, 2022). The Residence Inn's nightly pricing, for instance, could be adjusted depending on the length of a reservation, making it more cost-effective for longer stays, although the cost of staying for many nights at a Luxury Hotel (such the J.W. Marriott) might not change much.
Promotion- Promoting the business will be aided by digital marketing. Instagram, Twitter, and Facebook are used extensively in the travel and hospitality sector (Toma and Gradinaru, 2018). Using these channels, Marriot will be able to spread the word about its products and services.
Products and services satisfy customers. Better customer values will help Marriott compete. Salesforce gives Marriott's workers and customers what they need. This enables personalised client journeys (Yen et al., 2020). A customer loyalty programme will attract and keep new consumers.

The firm will be better able to connect with its clientele and respond to their demands with the aid of digital marketing and social media. The hotel and tourism industries have been the most reliant on online advertising. Brand awareness and special offers may be given to more people using social media channels such as Facebook, Instagram, Twitter, and the company website (Parvez et al., 2018). The corporation may expand its consumer base and boost its bottom line by taking part in social media. It's a cheap way to raise efficiency, revenue, and brand recognition.

Conclusion
The research suggests the Marriott hotel analyse internal and external environmental aspects to develop the best marketing approach. The marketing mix framework, swot, and pestle analysis yielded successful marketing strategies. Finally, digital marketing works. Satisfying customers is virtually hard due to shifting wants. If they use marketing tools and strategies appropriately, businesses may still satisfy a big section of their target market.
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