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[bookmark: _Toc120756436]Executive summary
This report takes Marriott as the research object (Appendix 1), and uses PEST analysis, Porter's Five Forces model, VRIO model and SWOT model to analyze the internal and external environment of Marriott, so as to fully explore the potential of the market and the development direction and strategy. This report believes that external threats outweigh external challenges, but internal strengths outweigh internal weaknesses. In this case, this report puts forward differentiation strategy under cost control, including personalized marketing strategy, human resource management differentiation strategy, service differentiation strategy and cost control strategy. In order to ensure the effective implementation of Marriott cost control, this report puts forward the following several recommendations. First, Marriott performs technology development with consumer as the center. Second, Marriott needs to develop new service models in order to further increase customers' consumption satisfaction. Third, Marriott needs to build a stable and efficient team.




[bookmark: _Toc120756437]1. Introduction
[bookmark: _Hlk120716173]Since 2020, the COVID-19 pandemic has swept the globe. Although the impact of the epidemic varies around the world, in order to stop the spread of the epidemic as much as possible, countries have formulated relevant emergency policies in each region (Jiang and Wen, 2020). Many hotels have almost suspended operations and COVID-19 is taking a huge toll on the hotel industry. Therefore, in the face of such emergencies, the hotels should actively develop new strategies to reduce the impact of the epidemic. In this environment, this report takes Marriott as the research object (Appendix 1), and uses PEST analysis, Porter's Five Forces model, VRIO model and SWOT model to analyze the internal and external environment of Marriott, so as to fully explore the potential of the market and the development direction and strategy. Its purpose is to conduct research on a strategic objective to improve the hotel's risk prevention ability and achieve high-quality rapid recovery and development. This report hopes to provide some guidance and enlightenment for the development of Marriott as well as other hotels. It should be noted that Marriott operates in many countries, but this report cannot analyze every country. For this reason, this report only analyzes the Chinese market, because the author is most familiar with this market.

This report is mainly divided into six parts. The first part is to use PEST model to analyze the macro environment faced by Marriott; the second part is to use Porter's five forces model to analyze the industry environment faced by Marriott; the third part analyzes the internal environment of Marriott by using resource-based theory and VRIO model; the fourth part is to use the SWOT model to summarize the strengths, weaknesses, opportunities and threats of Marriott; the fifth part puts forward strategic choices for Marriott to deal with the crisis brought by COVID-19; and the sixth part is to put forward suggestions for the smooth implementation of Marriott.
[bookmark: _Toc120756438]2. Macro environment analysis
The epidemic not only has a great impact on people's lives, but also has an impact on the country's industrial economy. Social and economic environment and other macro environment will also change, so that the hotel industry is easy to fall into a great dilemma. This report uses PEST model to analyze the impact of macro environment on Marriott.
[bookmark: _Toc120756439]2.1 The political environment
As COVID-19 has swept the world, it has had a big impact on the global situation. Each country has implemented different policies to actively fight the epidemic. However, these policies have restricted people's travel and the operation of hotels. For example, in China, most hotels are restricted by policies and cannot operate. According to the requirements of epidemic prevention, the hotels need to purchase epidemic prevention supplies, which belong to the input of materials (Anguera-Torrell et al., 2021). At the same time, the frequency of disinfection in various places in the hotel is increased, and the requirements are higher than before when there was no epidemic. In addition to these two investments to meet the requirements of epidemic prevention, in order to ensure that the hotel has sufficient human resources after the epidemic, even if a hotel's operation is suspended, it needs to pay corresponding wages to staff, so as not to face the loss of human resources (Denizci Guillet and Chu, 2021). Marriott is facing the same problem. Although Marriott did not close all of its hotels in the epidemic, it had to suspend some hotels. This leads to the increase of its expenses, which has a huge impact on the operation of Marriott.

On the other hand, in order to stimulate the economic development, many countries implement some monetary policies. For example, some cities like Hangzhou, Shanghai stimulated economic recovery by issuing more money to provide financial support to its residents and increase monetary liquidity. At the same time, China has boosted monetary liquidity by cutting reserve requirements. These measures will actively stimulate domestic demand and boost consumption to some extent. In the context of the epidemic, such policies are conducive to economic development and the business operation of hotels (Hao et al., 2020). Therefore, Marriott could formulate development strategies by obtaining the dividend of policies as much as possible according to the relevant policies of various countries.
[bookmark: _Toc120756440]2.2 Economic environment
Under the impact of COVID-19, the current trend of international economic development has become more unstable. The International Monetary Fund (IMF) noted that the emergence of the COVID-19 virus has hit people's spending power much harder than people thought, and the economic growth of almost big countries fell down in 2020 (IMF, 2022). Then, countries around the world rebounded in 2021, and the global scale reached 96.29 trillion U.S. dollars, a significant increase of 11.59 trillion U.S. dollars compared to 84.7 trillion U.S. dollars in 2020. In China, its GDP is growing, even in 2020 when the pandemic was at its worst. Now, China has gradually opened up to epidemic control, so its economy will grow even faster. In the face of this situation, in the long run, the economic situation for Marriott is positive (World Bank, 2022). Although the global economic growth is at a low speed, it has gradually escaped the impact of the epidemic. If Marriott can survive in the current economic climate, the potential for future growth is huge. After all, many hotels have already gone out of business, and those hotels that survive will have less competition in the future.
[bookmark: _Toc120756441]2.3 Social and cultural environment
Tourism is an important industry and the number of tourists plays a decisive role in hotel development. Before the outbreak of the epidemic, people's business activities and travel were carried out in an orderly manner, which would make the hotel industry a huge flow of people. Under the epidemic situation, people cannot freely flow, resulting in a significant reduction in the consumer group of the hotel industry. The national quarantine requires people to avoid going outside as much as possible, and the outbreak itself has made people afraid to go out. According to the World Tourism Economic Trends Report (2020), the total number of global tourist arrivals in 2019 was 12.31 billion. However, it fell to 7.278 billion in 2020. Global international arrivals were respectively down 74% and 72% in 2020 and 2021 from 2019 (WTTC, 2022). In China, in the past two years, the number of tourists has been plummeting, showing a negative growth trend, and the hotel industry is bound to be affected. Since the outbreak will not end in a short time, its short-term impact on Marriott is very large.
[bookmark: _Toc120756442]2.4 Technical environment analysis
The development of artificial intelligence (AI) technology will revolutionize hotels and the technology has been adopted by some hotel brands. For example, AI-based accurate geographical positioning enables customers to choose their preferred accommodation environment through information networks, service recommendations and travel guides even when they are in a strange city (Nam et al., 2021). The intelligent identification system reduces the time of guest identity verification, ordering, queuing and payment, and realizes the efficient combination of intelligent equipment and management system. The application of 4G and 5G network technologies will combine the real world with the virtual world and provide customers with a brand-new experience. In addition, AI robots can work longer without creating negative complaints, and they are increasingly present in today's hotels and can collect all sorts of customer service data. Under the current epidemic, robots can deliver food without human contact, which can fight the epidemic and prevent the spread of the virus (Nam et al., 2021). Of course, Marriott can also use these robots to reduce labour cost.
[bookmark: _Toc120756443]3. Industry environment analysis
The hotel industry is closely related to people's lives, and can play a great role in social development. This report uses Porter's Five Forces model to analyze the hotel industry.
[bookmark: _Toc120756444]3.1 Strength of existing competitors
From the analysis of hotel grade, the low-end hotels occupy a large proportion at the present stage, and the overall structure is still pyramid. For Marriott as a high-end hotel group, its main competitors are as follows.

Mercure is a middle- to high-end hotel brand from France, currently operating more than 800 hotels in over 60 countries around the world (Mercure, 2022). Mercure integrates French elegance into the senses and has entered most core business districts and traffic landmarks, providing guests with authentic French experience and international level of service. 

Shangri-la was founded in 1971 in Singapore, under the brand of the Kuok Group of Malaysia. The design of the hotel caters to the needs of the new generation of consumer groups. Individuation is the main basis of its operation, and compared with traditional star hotels, it no longer uses gorgeous decoration (Shangri-La, 2022). The hotel rooms are just as a place to sleep, and in the public area, it increases a large number of service facilities to meet the needs of consumers for entertainment. 

Hilton Hotels was founded in 1919 in the United States, a well-known resort hotel brand committed to providing high-quality hotel services. Hilton uses smart design, innovative restaurant concepts, warm and attentive service, as well as a commitment to a global community to make travel easier (Hilton, 2022). The bedding used in Hilton's guest rooms is certified by the International Eco-standards of the United States. Hilton no longer sets up a magnificent but impractical lobby, but turns it into a multi-functional open public area integrating leisure area, business district, restaurant and bar. At the same time, each hotel is equipped with a sports gym and a meeting room, which can meet the needs of some business travelers and hold large and small meetings on business trips.

Intercontinental Group (IHG), founded in 1777 in the United Kingdom, is a large global hotel management group with wide network distribution, including many hotel brands with different positioning (IHG, 2022). IHG is committed to providing genuine hospitality to every guest. Each of IHG's hotel brands is uniquely positioned and offers unique amenities and services to its guests.

Sheraton was founded in the United States in 1937 and belongs to Starwood Hotels & Resorts International Group (Sheraton, 2022). It is a global five-star hotel chain with a strict selection of attractive metropolises and resorts. Sheraton operates over 400 hotels in 72 countries around the world. 

Wyndham Hotel Group is a world-renowned large-scale hotel management brand from the United States. It focuses on upscale and budget hotels in one, focusing on hotels, timeshare resorts, vacation rental properties and timeshare exchange business (Wyndham, 2022). Wyndham has approximately 9,000 hotels and approximately 804,000 rooms in nearly 90 countries. Wyndham Hotels attracts visitors from all over the world every day and is a strong performer in the budget hotel and mid-end accommodation service.

In terms of the strength analysis of competitors, it can be said that each competitor has its own advantages, so, Marriott must further enhance its competitive advantages and make a series of strategic plans to usher in a big step of development in the era of the epidemic. In the future competition, Marriott needs to improve personalized service, intelligent management to let consumers accept it and feel the value of money, so that they regard Marriott as the first choice.
[bookmark: _Toc120756445]3.2 Bargaining power of suppliers
Generally speaking, the stronger the brand influence of the buyer, the greater the demand for the product, and then they have relatively stronger bargaining power with the supplier. If the degree of product differentiation provided by the supplier is relatively high, the supplier has relatively strong bargaining power (Cheng, 2013). There are two main kinds of suppliers: the first one is suppliers of property leasing and the second one is suppliers of equipment and hotel special supplies. As the one-time lease area is large and the lease time is generally ten years, suppliers are willing to lease the building to the hotel, and the rent paid by the hotel is lower than the normal rent in the market, so the bargaining power of the suppliers is weak (Yong Kim and Oh, 2004). In terms of equipment and hotel special supplies, such as catering materials, cleaning consumables, etc., Marriott can choose the best supplier from the centralized procurement based on the business volume of many branches, so the bargaining power of such suppliers is weak as well. 

[bookmark: _Toc120756446]3.3 Bargaining power of the buyer
Buyers want to get higher quality and lower prices when buying products or service. At the present stage, people's life is getting better and the material requirements are increasingly high. Modern customers will pay attention not only to whether the goods or services are cheap, but also to quality and experience (Zhang et al., 2016). For hotel, customers put the quality at the first place. The main demand of customers is the hardware environment of the hotel, and they have certain requirements on the comfort of the rooms and the overall atmosphere. The second is availability. Convenient location is often an important consideration for customers. The third is the quality of service, including basic service etiquette, service facilities and added value of service (Tavitiyaman et al., 2011). On the other hand, the product homogeneity between the hotel is very high, so consumers have a lot of similar choices. In addition, the information degree of all walks of life is getting higher, so that customers can timely understand the expected room type of a place through the hotel's own reservation system or the third-party reservation platform. The product information and price of the hotel industry have been transparent (Guo and He, 2012). Therefore, for tourists, before travelling, they will inquire the online formation of destination hotel prices, transportation costs, scenic spot prices, and other information such as food, clothing, accommodation and transportation, so as to work out the appropriate budget for the itinerary. Thus, hotels are usually in the position of being chosen by customers, so for Marriott, customers have higher bargaining power.
[bookmark: _Toc120756447]3.4 The threat of new entrants
Hotel entry barriers mainly include financial barriers, differences in product positioning, the existing capacity of the market, the management experience of business managers, etc. As a result of the pandemic, many hotels have already left the industry, and new investors are not willing to enter the hotel industry until the pandemic is over (Özer and Saldamli, 2015). Therefore, the threat of new entrants to Marriott is relatively small.
[bookmark: _Toc120756448]3.5 The threat of substitutes
For hotels, the main alternative is short-stay rental like Airbnb. The characteristics of short-stay rental is cheap, but has few supporting services, so it is very suitable for some tourists with low income. However, Marriott are positioned in the middle and high-end hotels, and its customers do not choose short-stay rental. As a result, the threat to Marriott from substitutes is very small.
[bookmark: _Toc120756449]4. Internal environment analysis
[bookmark: _Toc120756450]4.1 Resource
According to the resource-based theory, enterprise resources can be divided into tangible resources and intangible resources. For Marriott International Hotels, as a listed company, its annual revenue is more than 10 billion dollars, and it is one of the largest hotel management brands in the world (Marriott International, 2022). Marriott's financial resources can support its rapid expansion in the international market, accelerate its product development and hotel construction. The technology and information resources possessed by Marriott are mainly reflected in its huge user group. Marriott, through online booking and Internet publicity channels, accumulate a huge database about consumer consumption orientation, hotel market information and network technology and system development. In terms of resources of innovation, Marriott's new hotels not only use electronic door card access, but also a large number of AI, VR technology is used in electrical control in the room and the construction of entertainment facilities, thereby creating an excellent experience for customers to stay in the environment.

Marriott's equipment and organizational resources are reflected in the data integration, management and utilization among the huge hotel groups. The organizational system among the hotels of Marriott coordinate with each other to achieve reasonable allocation of resources, actively develop new hotels and new industries, and create one-stop personalized services according to the needs of customers (Marriott International, 2022). Marriott has thousands of hotels and as one of the leaders of international hotels, it is a good choice for most college students majoring in hotel management and those with hotel management experience. This is mainly due to the detailed and fair promotion mechanism within the Marriott Group. These tens of thousands of employees are selected and evaluated to work in Marriott Group, and their working ability and corporate loyalty become very high under the support of Marriott Group.

In terms of reputation resources, Marriott Group has no targeted negative reports in recent years, and it is also a big brand and high-quality international hotel in the minds of consumers. Offline, Marriott may organize guest appreciation sessions; in the opening of a new hotel, it will provide discount; it also has dinner parties with major customer groups on specific holidays. Online, Marriott shares information with professional sleepers, telling customers about their comfort and service attitude (Jiang and Wen, 2020). Marriott also opened an online activity channel on the anniversary of the founding of the group, and cooperated with major enterprises to create feedback activities for customers, such as giving customers exquisite gifts, check-in privileges and other benefits. These behaviors have created good reputation resources for Marriott Group.
[bookmark: _Toc120756451]4.2 Capability analysis
The ability of an enterprise is basically determined by its internal personnel. Therefore, the strength of an enterprise's human resources is the embodiment of the enterprise's real ability in this field. Marriott has excellent human resources transfer and support ability within the company. Internal employees can rely on their own work experience and skills learned in the course of the job for fair promotion or job transfer. In addition, the allocation and utilization of human resources also ensure high efficiency. For example, for the sales department, Marriott Group is divided into wedding reception sales, travel agency sales, etc. Therefore, the talent training and retention of Marriott reflects the strong human resource management ability (Marriott International, 2022). In terms of marketing, Marriott anticipated the huge market of motion-sensing games and VR. When these motion-sensing games were just widely popularized, Marriott actively introduced them as entertainment items and integrated them into the design and construction of new hotel rooms. Marriott also uses VR technology for remote sales and promotion, and achieved good publicity effect, which greatly increased its brand value.
[bookmark: _Toc120756452]4.3 VRIO analysis
Based on the above analysis, this report uses VRIO model to evaluate the internal environment of Marriott. The results are shown in Table 1.
Table 1. VRIO analysis 
	Resources/capabilities
	Value
	Rarity
	Inimitability
	Organization
	Competitiveness

	Financial resources
	Yes
	Yes
	No
	Yes
	High

	Technology
	Yes
	Yes
	No
	Yes
	High

	The quality of service
	Yes
	Yes
	No
	Yes
	High

	Infrastructure
	Yes
	No
	No
	Yes
	Medium

	Human resources
	Yes
	Yes
	No
	Yes
	Medium

	Reputation
	Yes
	Yes
	Yes
	Yes
	High

	Innovation ability
	Yes
	Yes
	No
	Yes
	High

	Marketing ability
	Yes
	No
	No
	Yes
	Medium



The core competitiveness of an enterprise refers to its unique competitive conditions and values, which are unique to an enterprise and difficult to be imitated and surpassed by other enterprises (Huang et al., 2016). Marriott's core competitiveness is first reflected in innovation ability. Marriott Group uses VIP exclusive consultant to provide better service. From the moment the VIP customer has booked the hotel, the VIP manager will provide the customer with personalized service requirements until the customer checks out. In the hotel's food supply, Marriott implements the menu replacement mechanism (Marriott International, 2022). Within a week, the dishes with the lowest sales volume on the menu will be replaced with new dishes after discussion by relevant departments, so as to ensure the weekly update of the menu and ensure that there are targeted dishes suitable for local people in each region and each season.
[bookmark: _Toc120756453]5. SWOT analysis
According to the above analysis results, this report uses the SWOT model to analyze Marriott (Table 2).

Table 2. SWOT analysis
	Strengths
	Weaknesses

	Sufficient financial resources
Advanced technology
High service quality
Improved infrastructure
Strong human resource management ability
High brand reputation
Strong innovation ability
Strong marketing ability
	High operating costs


	Opportunity
	Threat

	Government support policy
Long-term tourists will increase
AI technology gives customers new experiences

	Government restrictions on business
Economic downturn
Short-term tourist numbers are low
High pressure of competition
Consumers have strong bargaining power



The hotel industry is facing a do-or-die time in this pandemic. This report believes that external threats outweigh external challenges, but internal strengths outweigh internal weaknesses. In this case, Marriott first makes efforts to develop relevant strategies to solve the external threats, so that the company can survive, and then it can continue to compete with rivals in the next step. The next step is to try to change the internal weaknesses, give full play to the strengths to make the enterprise more competitive, so that it can achieve the leading position in the industry in the era of the epidemic.
[bookmark: _Toc120756454]6. Choice of strategy
According to Porter's general competitive strategy model, the strategies available to Marriott include cost leadership, differentiation and focus (Ormanidhi and Stringa, 2008). Due to the impact of the outbreak of the epidemic, the development of the hotel has been delayed. Therefore, for Marriott, its strategic goal is to recover its development in the epidemic first, and then gradually develop to the leader of the industry. Therefore, although Marriott is positioned as a high-end hotel, it must also carry out cost control to reduce losses. At the same time, in order to compete with other hotels, this report puts forward the strategy of Marriott is the differentiation strategy under cost control. No matter what strategy is adopted, only by centering on customer care can these strategies really work. After all, customers are the fundamental support for the survival of an enterprise. Therefore, the differentiation strategy must be based on customer care and provide product or service, so as to form unique competitiveness in the hotel industry. 
[bookmark: _Toc120756455]6.1 Personalized marketing strategy
Today's per capita consumption level is increasing and the momentum of personalized values is advancing rapidly, which requires products and services to have more profound "cultural color" and more delicate "emotional color", so as to reflect the unique connotation of the brand (De Pelsmacker et al., 2018). Nowadays, the group demand is further reduced, while the individual demand is further increased, which requires more personalized marketing to meet this demand. In the hotel industry, the brands are complex, the supply far exceeds the demand, and the original quantity consumption into quality consumption, and then into personalized consumption. The current consumer psychology gradually pursues innovation, freshness and differentiated experience, so consumers show greater interest in brands that can bring novel feelings. Under this condition, marketing needs to be further personalized. If Marriott wants to survive and grow and be more competitive than other competitors, it is necessary to promote personalized marketing strategy and guide customers' consumption trends (Sigala, 2003). The promotion of personalized marketing needs to follow the changing rules of customer demand, especially the 20% high-level members of the membership group. This is the most loyal customer group which has strong repeated consumption ability. In order to promote the progress of personalized marketing, Marriott needs to analyze the existing marketing model and effect, put the customers with high loyalty at the top priority, provide the high-level members with more intimate and more personalized service, so that they constantly feel the new changes and new services, and further improve their loyalty.
[bookmark: _Toc120756456]6.2 Human resource management differentiation strategy
Marriott must pay attention to human resource management issues to ensure the implementation of the overall strategy. In order to provide consumer with better service, Marriott should pay special attention to the influence of team coordination brought by individual differences of employees. If the differences of the individual management team are properly coordinated, the operation of the management organization will be more efficient, so that they can provide consumer with better service. Different organizations have different influences on the same individual, and sometimes even have huge differences that are subversive. If each individual in the team can give play to their own advantages and stimulate their own potential, the whole team operation will be more efficient and the performance will be improved to a higher level. In order to realize the differentiation of human resource management (Gannon et al., 2015), Marriott needs to establish its own psychological goal orientation according to the different characteristics of each team member and give full play to its own positive influence in the work. Marriott needs to carry out different management plans for different members, so that they can smoothly align their own values with the development direction of the team. In this case, they will provide customers with a better service experience in their area of expertise.
[bookmark: _Toc120756457]6.3 Service differentiation strategy
Marriott is always striving to provide differentiated services and attracts a lot of consumers. However, due to the impact of the epidemic, consumer demand is changing and their requirements for the hotel become higher. Therefore, in order to continue to meet or exceed the needs of consumers, Marriott should constantly investigate and analyze the deep and multi-dimensional needs of consumers, and then innovate and strive to do better in service differentiation. This is the strategy not only in the era of the epidemic, but also for the hotel development in future. Normally, the hotel needs to cater to the various needs of various travelers, which needs for a lot of capital investment. Therefore, it is absolutely impossible for Marriott to blindly pursue equal treatment for all customers and allow all customers to enjoy all services within the hotel. Pareto's law says that 80% of profits are created by 20% of customers, so as long as Marriott serve this small core group well, it can ensure operating profits (Hardy, 2010). In the epidemic, in order to reduce costs, Marriott need to provide differentiated services for core users to ensure survival in the case of limited number of customers. When the epidemic is over, Marriott can make full use of all resources to provide services to other customers.
[bookmark: _Toc120756458]6.4 Cost control strategy
Cost control strategy is to achieve lower costs by the manager to impose regulation on various factors and process that can generate cost. Cost control strategy has a very important significance and far-reaching influence to promote the development and optimization of the hotel industry. This is a strategy that Marriott has absolutely had to prioritize because of the pandemic (Cengiz et al., 2018). When the cost is reduced, the overall consumption of customers will be reduced, while the service quality will not change, which also reflects the customer care of Marriott. The fixed costs of the hotel industry are relatively high, including high depreciation pressure of fixed assets, high rent pressure, expenditure management fees, high labor costs, high material consumption energy costs, etc. Under the impact of the epidemic, hotel revenue has been reduced significantly. If costs remain the same, this will be a fatal blow to the business. In this case, it is the best choice to use the low-cost strategy to help the enterprise overcome the financial difficulties. After all, only if Marriott survives the epidemic can it continue to develop and compete in the future. According to the different methods of enterprises to obtain the cost advantage, the cost control strategy includes six sub-strategies: product simplification strategy, design improvement strategy, material saving strategy, labor reduction strategy, mode innovation strategy and automation strategy. One of the core strengths of Marriott is high quality, so the low-cost strategy of Marriott is mainly adjusted in the following aspects: labor cost, marketing cost, and material purchase cost.
[bookmark: _Toc120756459]7. Conclusion
This report analyzes the internal and external environment of Marriott, and proposes a new strategy for it to achieve high-quality rapid recovery and development in COVID-19 epidemic. This report believes that external threats outweigh external challenges, but internal strengths outweigh internal weaknesses. In this case, this report puts forward differentiation strategy under cost control, including personalized marketing strategy, human resource management differentiation strategy, service differentiation strategy and cost control strategy.
[bookmark: _Toc120756460]8. Recommendations
In order to ensure the effective implementation of Marriott cost control, this report puts forward the following several recommendations. First, Marriott performs technology development with consumer as the center. Marriott needs to use cloud computing and big data to build an overall database and keeps real-time updates. Marriott should further segment the customer source, seize the consumption concept of customers, and determine the market positioning of each hotel. In the external marketing public relations, Marriott needs to use both online and offline means. Online technology is not limited to official websites and emails, but social media platforms like Facebook and Twitter are great marketing channels. Marriott needs to carry out technical integration of tedious marketing channels and optimize timing of announcements of its new product and service. Through different channels, Marriott can maintain the customer's attention to the greatest extent and further improve the rate of return.

Second, with the continuous increase of customers' personalized needs, Marriott needs to develop new service models in order to further increase customers' consumption satisfaction. Hotel facilities also need to be upgraded. For example, in the senior business room, it could provide computers, printers and related equipment; in the parent-child room, it could provide motion-sensing game consoles; for commercial events, the hotel needs to upgrade the lighting, sound, screen and projection equipment. Such product innovation comes with the continuous improvement of customers' individual needs, and is the result of constant adaptation to customer requirements. Although it seems to increase the cost of the hotel, it can bring more consumers to the hotel, so such cost increase is reasonable.

Third, Marriott needs to build a stable and efficient team. Marriott could provide various effective security systems for all the internal staff, promote the enthusiasm of the core team members, and develop good career development prospects for the members. Marriott will provide hotel brand and management-related training for its employees, provide internship opportunities for other senior positions according to the hotel's need for talents, and provide hotel-related professional knowledge training for core staff, so that they can make hotel strategic planning according to their own circumstances.
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[bookmark: _Toc120756462]Appendix 1: Marriott
Marriott International Hotel Group originated in 1957 in Washington, USA. By the early 1980s, Marriott has been able to reach an annual turnover of more than $2 billion, and has more than 100 hotels in the United States (more than 40,000 high-quality standard rooms). In 1984, the ultra-luxury JW Marriott, aimed at high-end consumers, opened. Since then, Marriott Group began its own rapid development road. Marriott's success is based on its correct brand marketing direction and strategy. Marriott Group creates different brands to occupy the market with different consumption levels and consumer demands. For example, the Ritz-Carlton Hotel is a high-end resort brand created by Marriott Group; JW Marriott Hotel is the flagship luxury brand hotel of Marriott Group; Renaissance is a featured high-end brand created by Marriott Group; Courtyard is a classic service brand created by Marriott. The COVID-19 pandemic first affected Marriott's business in Greater China starting in January 2020, and then quickly moved globally in March 2020. As of April 26, 2020, more than 25% of Marriott's hotels worldwide had suspended operations. As the pandemic spread around the world, Marriott's RevPAR declined sharply. 
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