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[bookmark: _Toc134385103]Executive summary
The Marriott group is a luxury state of hotels that  has operations in multiple markets. The company went through a series of data breaches between 2018 and 2022 which has significantly compromised there goodwill with the customers.  The analysis start in this report shows that the company has expanded its operation into different brands of hotels allowing them to cover travel requirements of the business traveler as well as the leisure sector traveler. The company has a vast group of hotels  exceeding 7000 properties. However the large expansion of the group has been accompanied with tremendous breakdowns in their cyber security which has led to data breaches compromising custom information.
Analyzing the company's position within its competitors shows that they are fourth place for all major factors pertaining to service quality, product quality, price and net promoter score.  The perception based on understanding the competitor positions depicted in a perceptual map indicates that Marriott may be perceived as high priced with moderate quality . This is possibility due to the fact that the company’s marketing strategy has not been sufficient to resurrect their image amid the data breaches that have taken place.
The report makes a recommendation on improving public relations and interactions with customers on social media platforms to demonstrate the companies’ corrective actions. Total transparency and accountability through public relations activities as part of the marketing strategy should be adopted. If the company is able to successfully demonstrate their sincerity through their public relations and other social media platforms they will be able to gain more market share pursuing the market penetration strategy in the countries that they function.
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[bookmark: _Toc134385104]1.0 Introduction
The focus of this report is to  analyze the way the Marriott Hotel can overcome the challenges experience because of a negative Public Image that was created as a result of data breaches taking place in the hotel. The Marriott group consistently experienced Data breaches in the years of 2018, 2020 and 2022. The continued  impact of this situation has resulted in loss of customer confidence and also created a distinctive detrimental public image for the for  hotels chain.
In this report the intention is to look at the Marriott Hotels response in terms of the marketing activities that are being conducted post negative publicity and loss of customer Trust. The report analyzes the company is internal environment at the external environment using the 5 C model and also considers how the Marriott Hotel chain can establish a pathway back to building organization thrust to a series of positive marketing activities.
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The 5 C model is an environmental analysis tool that can be used to assess both the internal and external environment of an organisation and an industry to comprehend the existing impact it has to the organisation each of these environments must be an organisation (Biradar, 2020).
[bookmark: _Toc134385106]2.1 Company
The first dimension that is evaluated is the company's internal environment. As part of the internal analysis the company's product portfolio, unique selling positions, differentiation strategies, and main goals are being evaluated(Etzel, Walker and Stanton, 2019). The application of TOWS metrics is done to determine how the company's internal  strengths and weaknesses are able to function with external opportunities and threats in the marketplace(Grewal and Levy, 2018).
Marriott International, Inc. Is luxury based hotel corporation that is of American origin which provides license the accommodation facilities through hotels, residentials and timeshare properties. The company's headquarters is based in Maryland USA (Marriott , 2022).They are one of the most luxury brands .Today the hotel group functions across 131 countries and has more than 7000 accommodation to more than 1.4 million guests’ travelers (Marriott , 2022). The unique feature about the Marriott portfolio is that it offers various types of travel experience requirements to all aspects of travelers. The company has a wide variety of accommodation types spreading from the luxury traveler and holiday vacation up to  the MICE segment (Ge  , 2020).
Table 2.1 Main target market of Marriott
	Main target market of Marriott

	Brands under Marriott
	Main target market segments

	Marriott courtyard
	On the road travelers and walk in travelers

	The Ritz Carlton Hotel group
	Luxury travelers

	Marriott conference centers
	MICE market

	Marriott Exsustay
	Extended stay required travelers

	Vacation clubs
	Timeshare shopping travelers


Source- Authors Work
As indicated in the company target market segment they have expanded their operation to cater to all aspects of travellers need requirements based on their service portfolios. The main USP of the Marriott group is their capability to provide a general perception of customized travel opportunities for the individual travellers need requirement (Baines, Fill and Rosengren, 2019). 
For example they have trouble options available for persons that are in the MICE category as well as persons looking for extended stay and even time shares (Marriott , 2022). This is only possible because the company expands the operation horizontally looking at all different types of lodging facilities based on the different travellers need requirements. This is generally not marketed by all aspects of luxury hotel chains that generally would focus on maybe a single or a few segment requirements in terms of their value propositions.
Table 2.1 TOWS of Marriott
	Internal
Elements


External Elements



	
Organizations Strengths
	
Organization Weaknesses

	

Market Opportunities
	S-O – Strategy
Marriott sustainability initiatives will resonate positively with consumers that are more concerned about sustainable travel and the use of renewable resources over Non-renewable resources.
	W-O - Strategy
Slow to respond to competitor reactions and analyse new trends that has the potential of creating untapped business opportunities.


	
Market Threats
	S-T – Strategy
The company has a diversified offering which allows them to cater to different types of market requirements and customer economic groups to a certain level.
	W-T Strategy
 AirBNB's other forms of home take concepts make it difficult for Marriott to compete on based business especially in the lower mid scale economic ranges that have much more travellers regularly.


Source- Authors Work
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Customer profiling is done based on three different dimensions. The first dimension is the customers economic classification which essentially contributes directly to the customers willingness to spend a certain level of finance as for accommodation. This is essentially the customers purchasing power based on the economic standard (Winer and Dhar, 2014). 
Marriott also focuses on demographic age groups and main reasons for visit such as quick turnaround visits with the luxury level under the business category. The next dimension focuses on geographic location. The Marriott hotel operating more than 7000 properties understand that they are a location-based business and we only be able to attract customers within specific geographical locations (Marriott , 2022). The last dimension that is considered is the customer’s psychographic profile. A majority of the hotels are full service based hotels which means that they are looking to cater to customers that are expecting a certain level of luxury and pampering during their travels.
Figure 2.1 Marriot Hotel customer profile per Revenue.
[image: Chart, pie chart
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Source- Dickson (2022)
As indicated a majority of the hotel’s customer groups are considered as upper scale customers and upscale customers represented by 41% and 35% respectively. Typically, the luxury customer base is approximately 10% with upper mid-scale and below only contributing to 14%. This is an indication that the general customer profile from an economic perspective is favoured to be persons with  significantly above average income levels (Dickson ,2022).
Figure 2.2 Geographic location of Marriott
[image: ]
Source-https://www.statista.com/statistics/297262/number-of-marriott-international-properties-worldwide-by-region/
From a geographical perspective Marriott hotel group is primary located in North America with the second largest properties located in Asia Pacific and Europe (Statista.com, 2022). Smaller presences are detected in the Middle East and Africa as well as Caribbean and Latin America. from this particular geographical segment, it is understood that the main focus of the Marriott group is to cater to customers in North America (Statista.com, 2022). They essentially identify that customers in North America have a much higher spending capacity given the fact that the average GNI per capita (PPP) in the US is 70,480 PPP dollars (Datacommons.org,2022).
Figure 2.3 Customer Profile 
[image: ]
Source- Similarweb- Marriott (2023)
General age demographic is seen to be between 25 years to 34 years and 35 years to 44 years with the Represented by 28.97% and 22.20% respectively (Similarweb- Marriott, 2023). The third largest demographic age category is between 45 years to 54 years represented by 16.2% (Similarweb- Marriott, 2023). It is evident that the Marriott is focusing mainly on young adults and persons moving into their mature adult category (Similarweb- Marriott, 2023).  
This could be an indication that there is an inclination to be more of a  accommodation providing luxury travel combined with the MICE market attraction for cooperate travel (Ge  , 2020). There is very little segment difference between genders which means that gender is not considered a major aspect of segmenting for the hotel.
.
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Marriott hotels main competitors are the Four Seasons’ Hotels and resort, Hyatt hotel group, Hilton hotel chain, Carrion and the Wyndham worldwide corporation (Kotler et al., 2018). To effectively analyze competitors in this perspective data that has been obtained from comparability.com has been utilized. Following provides a detailed analysis of the company's competitors.
Figure 2.4 Competitors analysis Product quality and NPS
[image: Graphical user interface, application
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Source- Comparably.com (2022)
The first dimension that is considered as a competitor comparison is the rate in which Marriott Hotel is ranked based on product quality service. as it is indicated in figure Marriott receives a scoring of only 3.7 placing them in 5th position while all of its main competitors with the exception of Wyndham hotel cooperation are passing their standards (Comparably.com, 2022). To identify customers recommendation profiles through a net promoter score Marriott received the scoring of 22 placing them in fourth position.


Figure 2.5 Competitors analysis Price and Service
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Source- Comparably.com (2022)
The next dimension of competitive analysis considers the pricing score and the customer service levels of the hotels. Once again it can be seen that Marriott is placed in the fourth position given a ranking of 3.6 out of 5 in terms of pricing competitiveness and customer service also receiving a score of 3.5 out of 5 in terms of service quality standards. A majority of factors that hotels will compete on is price and quality. The quality standard based on tangible and intangible elements in comparison to the price that is being provided translates to the value proposition being given to the guest. a perceptual map of the main competitors has been created based on this dimension.



Figure 2.6 Perceptual Map
[image: ]
Source- Authors Work
In this perceptual map the best position is to occupy high quality with competitive pricing while not compromising on the existing luxury standards that all of these hotels provide. Based on the analysis we can see that the Four Seasons Hotel is one of the main market leaders among the competitors. As it is evident in the perceptual map the Four Seasons Hotel is seen to be positively positioned from the perspective of high quality service and competitive pricing receiving good net promoter scores and Exceptional customer service standards. 
The Hyatt  hotel and the Hilton Hotel Have also been praised for their levels of quality in terms of product and service. Both of these hotel chains are not seen to be having list attractive pricing strategies as indicated by the customers even though they are seen as High performing hotel chains.  The perceptual map indicates that Marriott is placed in the high quality region but is considered to be more high-priced and less price competitive. According to this perceptual map consumer perception is that the Marriott chain and the Wyndham corporations do not Excel in terms of value for money based on the service provided in comparison to the value that has to be paid out.
Figure 2.7  Porters Generic Strategies
[image: ]
Source-Porter (1095)
Using porters generic strategy to map out the existing marketing strategy played out by the competitors it is evident that differentiation is the main focus by these competitors. They look at differentiating they are service levels as well as product levels from a perspective of luxury standards and also link this with the pricing strategies they formulate to create perceived value (Grewal and Levy, 2018).
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Social factors
Society has become more concerned about sustainability initiatives in all of the production services that they purchase. Many of the independent travelers as well as corporations have understood that there is a significant amount of resource consumption in the operation of a hotel (How and Lee, 2020). If the option permits them, they prefer to stay at hotels that are more sustainability supportive business models rather than hotels that excessively use large amounts of non-renewable resources (Ge  , 2020).  Society has also established clear boundaries and outlines as to the extent of equal wages and fair treatment of employees in service sector related companies. Post covid-19 has seen a significant increase in global travel indicating that most persons in society are not experiencing adverse precautionary risk elements of gathering in large crowds despite the pandemic (Ge  , 2020).
Technology
New technology integrations are wide ranging in the world today especially in service sector-based environments. technology helps to create smoother operations and also enhance performance for many Industries(Ge  , 2020).  Using technology helps to reduce cost of operations as most technologies can perform functions of multiple employees at half the price. however the Downside with technology is also the level of security that is present. increasing levels of compromise security such as cyber hacking is taking place on a large scale basis for many Industries. (How and Lee, 2020).
Economic Factors
Post covid-19 situation has seen a significant improvement in global economy with the global GDP increasing by 5.89% and there is a Total annual change of around 8.89% in 2021 compared with 2020 and 2019 (Datacommons.org, 2022). This is an indication that the world is recovering in terms of economic status since the covid-19 pandemic (How and Lee, 2020). Although there is a global increase in the cost of living consumers are still willing to spend money for various different products and services. Travel has also been considered an essential service after the covid-19 pandemic as many persons experiencing negative syndromes after the extended lockdown period have begun to invest some of their savings into travel opportunities.
Environmental factors
Environmental preservation factors are becoming even more profound from government and non-governmental sources as well as interest groups and lobbyists (Ge  , 2020). More awareness is created on social media about the various different environmental infringements that are done by cooperations (Dickson, 2022). As society itself is becoming more lenient towards sustainability initiatives and the consideration of the depletion of natural resources that are non replenishable, that is a major pressure on companies to become exceedingly sustainable. More focus is given for using solar power, rainwater harvesting, daylight harvesting especially in large skill service sectors like the hotel industry (Dickson, 2022).
Political factors
In the general context political factors are very favorable to the hotel industry as it is considered a source of foreign revenue generation for many countries. Most of the time hotels provide accommodations for foreign travelers which means that there is a definitive component of foreign Revenue  created and for the industry (Dickson, 2022). Tourism also has the propensity of generating indirect spending for food, beverages and other forms of entertainment which is all  possible only with the existence of accommodation providing  businesses.
Legal factors
In today's world of cyber integration there is a high level of concern for cyber security and cyber fraud taking place (Dickson, 2022). As most companies are digitally integrated having a significant amount of information on their customers, shareholders, supplies and other stakeholders on digital platforms there's a high degree of risk associated with data hacking and hacking farms operating in the world today. Privacy policies and enhanced levels of cybersecurity are one of the crucial requirements necessary for many Industries to function effectively (Biradar, 2020). 
Companies experience breaches and breakdowns in their protocols that provide information security there is a significant blowback on the companies Public Image as well as a breakdown of trust and confidence taking place among stakeholders.
Ethical
Today companies pay a significant amount of attention to ethical issues especially considering the  global integrated information networks such as news reports and social media platforms. Ethical dimensions pertaining to equal pay, breaking the glass ceiling, diversity quotas, corporate social responsibilities as well as moral obligations of meeting promises that are communicated to stakeholders (Biradar, 2020).
[bookmark: _Toc134385110]2.5 Collaborators
The Marriott group has entered into collaborations with several companies such as Alo, Mala Collective, Tune For the purpose of allowing guests to experience better healthy lifestyles and Exploring  mindfulness experiences (Marriott.com, 2023). Marriott has also entered into collaborations with the Carrier group in order to explore opposite technological advancements for in-room environment and hotel construction capabilities (Inc, 2022).
In addition to its collaborators Marriott Hotel maintain significant interactions with stakeholders such as its supply chain supply partners, various government regulatory authorities in the respective countries that it operates (Grewal and Levy, 2018). The hotel group understands that there are different rules and regulations as well as challenges in operationalization in terms of logistics aspects that need to be carefully monitored. This degree of efficiency comes only through the proper management of relationships with Persons associated as key stakeholders of the business.
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The external environmental analysis shows that the analysis of the industry climate indicates that  businesses should be fully aware of the cyber risk that affects them when they conduct business to digital channels. Considering the Marriott data breach taking place from 2018 onwards and the latest one in 2022 the breakdown in customer Goodwill can be significantly experienced when the company's competing analysis is performed. The competitor analysis across main dimensions of the hotel industry placing Marriott in the fourth position shows that the marketing strategy is not adequate to enhance the company's present image within the public. 
The perceptual map shows that the marketing strategy is not profound enough to build up the company's image to the point that it's  value for money and also good quality service status. Continuous data breaches can damage the reputation. The rating of 3.4 for customer service shows that the companies marketing strategy has not been focused on rebuilding trust amidst the data breaches that have taken place.
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For a company to be able to enhance its market share they should be able to convert competitor business to themselves. This is known as the market penetration strategy according to the Ansoff matrix.The Marriott Hotel chain should be highly focused on market penetration strategy in order to enhance their present position within the competitor rankings. To effectively capture more market share as is indicated in the market penetration strategy within the operating hotels and the existing countries they should focus on confidence building activities.
As identified in the conclusions the company's main focus has to be building Goodwill in order to repair the damage that has been done in breaching the customer's trust as a result of the cyber-attacks affecting Marriott.  It is recommended that the company should be more transparent through public relations, educating the public of the various precautions that they are taking to prevent further data breaches. 
They should also be upfront about the fines and penalties that have been paid through the social media discussion platforms and also outline the corrective action the company is taking internally. Building goodwill and trust can only take place if there is a two-way communication which is essential to resurrect Marriott image creating the gateway for them to secure more business from their existing markets.
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