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Executive summary
In this report aimed to critically evaluate Marriott International's marketing activities, a thorough analysis of internal and external factors has been conducted using a SWOT and PESTEL analysis. Target market, selection of media and measuring success activities have been detailed.
Marriott’s marketing activities have been identified to be effective in reaching its target audience and driving revenue growth with some room for improvement. Marriott’s biggest challenges have been identified as the following:
· Heavy reliance on the use of Online Travel Agents
· Damaged reputation by historic data breaches 
· Shifting market towards personalisation and newer generations as target market
· Lack of visibility of Serve 360 sustainability programme 
· Heavy reliance on US market
The findings of this analysis led to the following recommendations:
1. Personalise marketing campaigns using data analytics.
2. Consider partnerships with social media influencers.
3. Adopt a content marketing strategy that inspires and engages with target customers.
4. Engage loyal customers via Bonvoy Loyalty programme to increase direct bookings and free word of mouth promotion.
5. Invest further in sustainable tourism practices and promotion.
6. Increase the promotion of direct booking and reduce the use of OTA’s.
8. Offer luxury experiences to budget-conscious travellers.
9. Manage brand reputation by avoiding bad publicity.
10. Develop hotels in emerging countries to support geographical diversification.
If implemented successfully within their marketing strategy, these recommendations will help Marriott International to increase visibility, widen their target audience, improve brand perception and take a sustainable advantage over its competitors.
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Introduction
This report aims to critically evaluate Marriott International's marketing activities and assess their effectiveness by outlining future developments to address identified challenges.
Marriott International is a global leader in the hospitality industry with a variety of brands that meet different customer needs. The company places great emphasis on marketing to effectively reach and engage with its target audience. Marriott has a strong marketing strategy to attract both business and leisure travellers (Shastri, 2021).
Marriott is one of the world's leading hospitality companies, operating in more than 8000 hotels in 139 countries and territories. The company was founded in 1927 by J. Willard Marriott and now includes more than 30 hotel brands, including the well-known Marriott Hotels & Resorts, The Ritz-Carlton, and Sheraton (Marriott, 2023). Its main competitors include hotel organisations such as Hilton Worldwide, IHG Hotels & Resorts and the Accor Group.
The company prides itself on delivering exceptional service and experiences to its guests, whether they are travelling for business or pleasure. With a focus on sustainability and social responsibility, Marriott strives to make a positive impact on the communities in which it operates. (Bethesda, 2021)
This report explains the overall concept and importance of marketing in the hotel industry. Marriott's marketing activities will be detailed by analysing the macro and micro marketing environment, target markets, and media selection. Past and current challenges faced by Marriott will be clearly identified. Measuring success activities including revenue growth, customer acquisition and brand awareness will be detailed. Conclusions will be drawn based on the report's discussion analysis and findings. Finally, recommendations on how Marriott's marketing strategy could be improved will be provided.





1 - Concept and Importance of Marketing
Marketing is the process of creating, promoting, and delivering products, services, or ideas to customers. It plays a critical role in the hotel industry as it helps hoteliers to promote their hotel, reach out to potential customers, and maximise their revenue (Potter, 2012)
According to Philip Kotler (2001), there are five core concepts of marketing : 
· Need, want and demand
· Product, service, experience
· Market
· Exchange, transaction and relationship
· Customer value and satisfaction
In 2020, Kotler stated in a publication entitled ‘Marketing and Value Creation’ that highlights marketeers, of having a too narrow view of marketing. He explained that a lot of companies involve marketeers after the product was created too late in the process, asking for advertising and promotion. He links the success of marketing strategies through the involvement of the marketeer at the start to help managers test, develop, refine the concept or idea to ensure that the product will provide customer satisfaction. 
In the hotel industry, a good marketing strategy can lead to an increased visibility that will help reach out to potential customers, boost revenue, create or maintain a strong brand image, increase customer engagement and gain a competitive advantage in the market.
Marriott considers marketing a crucial component of its business strategy, and invests a considerable amount of resources in this area. In 2022, the company's marketing expenses stood at over $100 million, accounting for 38% of its total selling, general, and administrative expenses (Media Radar, 2023)
To understand Marriott’s Marketing strategy a full analysis of the marketing environment including internal and external factors should be undertaken, the following 5C’s have been considered: Company, Customers, Competitors, Collaborators and Climate. 
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     (Corporate finance institute, 2022) 

2 – Marriott’s Marketing’s strategies analysis

a) Swot Analysis
To start the analysis of Marriott’s Marketing’s strategies, a Swot analysis will be conducted with the aim to highlight Marriott’s past and current position in the market.
	




INTERNAL
	Strengths

· Presence Worldwide
· Leader in the Market
· Acquisition of profitable brands
· Reputation
· Customer loyalty
· Financial position
· Innovative

	Weaknesses

· Data Protection
· Negative publicity linked to breaches or decisions
· Positioning (Millennials and Gen Z)
· Dependence on US market
· Dependence on franchisees 


	



EXTERNAL
	Opportunities

· Differentiation (Personalised services)
· Demographic (Millennials and Gen Z)
· Expand brands (Self-catering)
· Target developing countries
· Reduce use of OTA’s, increase direct booking

	Threats

· Recession
· Pandemic
· Competition
· Terrorism



Internal Factors
Strengths
One of Marriott’s biggest strengths is their global presence in over 139 countries and their market leadership. Marriott, with its 30 brands, is the largest global hotel chain just before Jinjiang International and Hilton Hotels (Statista, 2023). This links to the success of Marriott’s acquisition of profitable brands such as Ritz Carlton or Starwood. In addition, on the 1st May 2023 Marriott completed the acquisition of City Express Brand Portfolio that will become City Express By Marriott. Leeny Oberg, Chief Financial Officer and Executive Vice President said “We are thrilled to expand our portfolio into the fast-growing affordable midscale segment" (Marriott International, 2023).
Marriott is also known for having an excellent reputation, according to Forbes (2023) they ranked 1st in the Best Employer for Diversity and Best Brand for Social Impact in the Travel and Leisure categories. 
In terms of customer loyalty, in 2019 Marriott launched Marriott Bonvoy which replaced the Marriott Rewards loyalty programme. It combines the rewards programmes of Marriott, Starwood, and Ritz-Carlton. This programme offers members exclusive benefits, such as free nights, room upgrades, and access to VIP events (Bethesda, 2019). The launch of this programme was highly effective, as it encouraged repeat bookings and increased customer loyalty. Within the first quarter of 2023 the worldwide average RevPAR increased by 34.3% compared to the first quarter of 2022 (Bethesda, 2023).
Marriott is also know to be innovative with, for example, the wallet free experience giving access to all hotel’s functionality through an app since 2015. It includes functions such as room key, ordering restaurants or spa services, concierge services, and payment for a hassle free check-in/stay/check-out experience (Hotel Business, 2018).
Weaknesses
Marriott has shown weakness concerning data protection and announced in 2018 that they experienced a data breach impacting up to 500 million guests. This has raised ethical concerns as the misuse of data can damage customer trust and brand reputation (Young, 2021)
Marriott’s brand perception has been damaged by negative publicity a few times over the years. The first example being the data breach mentioned above or prior to that when Marriott made the decision to rescue only its hotel guests from St. Thomas after Hurricane Irma in 2017, leaving behind non-residents using the hotel facilities without a room booking (Wootson, 2017).
In terms of positioning, Marriott is mainly marketed towards families, missing out on a very dynamic and considered future of the hospitality industry segment, the single and young individuals such as millennials and Gen Z (Hospitality Net, 2019).
Marriott is highly dependant on the US market, although the brand is worldwide, it is to be noted that 65% of the portfolio is located in the US, 17% in Asia and 9% in Europe (Shastri ,2021). They are also dependant on franchisees, over 80% of Marriott’s properties are franchisees operated (JLL, 2020). Whilst this is very common practice in the hospitality industry there is less control of the operation and it could impact the consistency and therefore the brand experience across properties.

External Factors
External factors change frequently due to trends, demands, technological advances, political changes, climate changes, economic changes, etc. These can be linked to competition, customers, collaborators and climate. As a result, rapid responses are often required and constant close monitoring of these factors is necessary to remain competitive in the marketplace.
Opportunities
To satisfy customers and following the world's digitalisation, hotels have to go beyond basic offerings often limited to bed and board.  Marriott could seek this as an opportunity to differentiate itself from competitors and offer more personalised experiences, products and services.
Demographically, as mentioned in weaknesses, Marriott could seize the opportunity to expand its offering to target Millennials and Gen Z. The newer generations are looking for different offerings in terms of experience, technology, prices and tend to prefer self-catering turning to companies such as AirBnb or Vrbo (Biros, 2018).
Emerging economies in developing countries can be real opportunities for hotel chains such as Marriott. The current most rapidly emerging countries in 2023 include Brazil, Turkey or India (World Population Review, 2023).
Marriott relies heavily on Online travel agents (OTA’s) to fill vacant rooms in their hotels.  OTA’s take commissions on every booking and this can vary from 12% to 25%, depending on room volume and contract. Marriott’s use of OTA’s according to Fox (2022) was 48% of their bookings with the other 52% being direct bookings. This highlights a clear opportunity for Marriott to develop strategies to reduce the use of OTA’s.
Threats
Recession can be a big threat in the hospitality industry, it has proven in the past that when times become difficult and people have less disposable income, that going on holiday is one of the first activities to be put aside. The latest UK known recession was in 2020 due to the COVID-19 pandemic and prior to that in 2008/2009 known as the Great Recession, the biggest financial crisis since the Second World War (Kim & Ployhart, 2014). The global pandemic has affected Marriott immensely as the company effectively lost 92% of their profit during this time (Marriott International, 2021)
Terrorism is a threat, Marriott being a large global hotel brand with facilities that can attract a large number of customers from many different nationalities, is considered being at high risk of terror attacks. As example, Paris in 2015 was targeted in 6 different locations within 20 minutes and it included places such as a Stadium, a concert hall and 4 different restaurants (BBC, 2015). 
b) Macro and Micro Marketing Environment:
The macro and micro marketing environment has a significant impact on Marriott’s marketing strategy. Although the external factors were mentioned in the Swot analysis it is of best practice to carry out a PESTEL alongside to gain a greater understanding. PESTEL was firstly introduced by Francis Aguilar 50 years ago and is widely used in strategic planning to analyse factors including Political, Economic, Sociological, Technological, Environmental and Legal that influence an organisation (CIPD, 2023)
Political
Political stability in countries where Marriott operates or plans to operate can affect its business operations and ability to expand. Government regulations and policies related to tourism, travel, and hospitality can affect Marriott's business operations and marketing strategy. For example, changes in immigration policies, visa restrictions, or taxation policies can affect the flow of tourists and business travellers to certain countries or regions (Grant, Haider, Levy, 2021)
Economic
Economic conditions such as inflation, exchange rates, and interest rates can affect Marriott's pricing strategy, demand for its services, and overall profitability. Marriott's marketing strategy needs to take into account the economic conditions of the countries and regions where it operates to ensure it stays competitive. Changes in consumer spending patterns can also affect Marriott's business. For example, if consumers shift towards budget hotels or alternative accommodation options, Marriott may need to adjust its marketing strategy accordingly. As mentioned prior, Marriott’s strategy is already trying to pro-actively fill those gaps with the recent acquisition of City Express towards a more budget alternative.
Sociological
One of the primary macro-environmental factors that influence the company's marketing activities is the socio-cultural trend towards experiential travel. Marriott responded to this trend by launching several experiential brands such as Moxy, AC Hotels, and Tribute Portfolio (Hollander, 2022). However, changes in consumer preferences and behaviour, such as a growing demand for eco-friendly and sustainable hotels, can also affect Marriott's marketing strategy.
Technological
Advances in technology can impact Marriott's marketing strategy by changing the way customers book hotels and interact with the company. For example, the rise of social media and mobile devices has led to an increase in online booking and the use of virtual reality technology in hotel marketing. Technological advancements such as Metaverse and non-fungible tokens (NFT’s) has been used by Marriott to surprise their audience, by launching in December 2021 its first NFT drop, they became the first hospitality brand to develop its own NFT. Nicolette Harper, Vice-President of Global Marketing and Media at Marriott has explained that during the pandemic the marketing team had to start rethinking the strategies.  They had to identify where the future customers were spending their time, it was found that it was mainly online due to restrictions to travel and it made sense at the time to reach out to them via the metaverse (Wright, 2022).
Environmental
Environmental factors such as climate change and natural disasters can affect Marriott's business operations and marketing strategy. Marriott takes into account its environmental impact and promotes sustainable practices to appeal to customers who value eco-friendliness with Serve 360 ‘Doing Good in Every Direction’, launched in 2010 (Marriott, 2023).
Legal
Legal factors such as labour laws, health and safety regulations, and intellectual property laws can also have an impact. Marriott needs to ensure it complies with relevant laws and regulations in each country where it operates. Changes in laws and regulations related to taxation, data privacy, and consumer protection can also affect their strategy. The financial impact of the lately mentioned data breach in 2018 cost Marriott up to $1 billion due to a drop of 7% in their customer base and a court fine of $18.4 million (Gudibandi, 2020).

c) Target Market
Targeting involves identifying the right customer segments for the property brand. This includes understanding the target audience’s needs, preferences, behaviours, and developing strategies that cater to these. To determine a segmentation strategy, it is important to consider variables such as demographic, psychographic, geographic and behavioural.
Marriott’s target market varies depending on the brand. Its premium brands, such as Ritz-Carlton and St. Regis, target high-end travellers looking for luxury experiences. Similarly, its limited-service brands, such as Fairfield Inn and Suites, cater to budget-conscious travellers. Marriott properties are located across the globe in many various locations and can be presented in many forms.  For example the Marbella Beach Resort is a vacation club targeted to families in need of a holiday at an affordable price, including activities. They can also be found in city centres, with hotels targeted to corporate guests via the JW Marriott brand in London or Hong Kong where prices range from £300 to £500 per night.
With over 30 brands, Marriott caters to a diverse demographic, including families, corporates, and older travellers, with a focus on providing quality services and amenities. Marriott also targets meeting and events business with their extensive conference and event facilities (Shastri, 2021). One effective example of Marriott’s market segmentation is its Marriott Bonvoy program. This loyalty program targets frequent travellers with benefits tailored to their specific needs, such as room upgrades and free breakfast.

d) Selection of media
Marriott uses a mix of traditional and digital media to reach its target audience. Traditional media includes television and print ads, while digital media includes social media, email, and search engine optimisation. Marriott's social media presence across Facebook, Instagram, and Twitter has increased significantly, with over 10 million followers across its brands. Marriott also increases its visibility by using various distribution channels such as OTA’s, tour operators, direct bookings and other platforms.
Marriott partnered with Alibaba's travel platform, Fliggy, in 2018 to offer Chinese travellers a more personalised travel experience. This partnership allowed Marriott to leverage into Fliggy's vast customer base and promote their hotels. The partnership also enabled customers to book Marriott hotels directly through Fliggy, thus increasing the company's online presence (Marriott International, 2017).
Marriott has a strong social media presence, posting engaging content, such as travel tips, destination guides, and hotel promotions. The social media marketing has been highly effective in engaging with customers and building brand awareness especially with younger generations, known to be influenced by social media and using shared information to make decisions. Marriott uses Snapchat and YouTube to share content that barely resembles advertising (Appendix 1). Marriott created M Live which is an order centre that customers use whilst staying in the properties (Social Tables, 2021). The collected data is used to provide live personalised experiences to the guests. For example if it determied that a guest orders a specific drink everyday by the pool, the M Live algorithm will offer a free drink automatically the following day.
The company's email marketing campaigns are another effective way of reaching customers. Marriott Bonvoy email campaigns are personalised with targeted offers and promotional messages that resonate with customers (Appendix 2). According to MailCharts (2023), Marriott sends an average of 1.89 promotional emails per week and offers an average of 39% discount to its guests on the mailing list.
According to Similarweb (2023), Marriott.com receives an average of 52.71 million visits per month with an average visit duration of 05:05 and a bounce rate (visiting only one page) of 41.84%. Hilton receives less visits on their site with 36.1 million but has an average visit duration of 05:04 and a bounce rate of 34.34% which may signify better engagement with their site.

e) Measuring Success
Marriott tracks the effectiveness of its marketing campaigns by using key performance metrics such as lead generation, conversion rate, revenue growth, occupancy rates, RevPAR, website traffic, brand awareness and customer engagement. The company also surveys customers and gathers feedback on their experiences to continuously improve its marketing campaigns.
Tracking new lead generation and conversion rate helps measuring the impact of digital advertising campaigns. Marketeers have access to data such as click generation per advert and metrics such as pages viewed, add to cart, purchases and conversion rate. A higher conversion rate would indicate a more successful campaign that resulted in bookings. Marketing leads can be difficult to track depending on the media that is being used, for example offline conversions made by phone calls, live chats or forms (Holmes, 2023). To overcome this, most companies will ask an open question ‘How did you hear about us?’.  The collected data helps understand diversions and top referring websites.
Website traffic measures are easily accessible via platforms such as Similarweb and can indicate engagement levels. Marriott can also check the number of likes, shares, comments, and mentions on social media posts indicating how well the target audience engages with the campaign. 
Marriott may use return on investment (ROI), revenue growth, occupancy rates and RevPar, to determine the impact of its marketing campaigns on revenue generation and profitability over a given period of time. Theses metrics are easily accessible via their property management software (Micros Opera) and accounting systems.
Marriott uses data to make informed decisions, they often send surveys to customers via e-mail. At the end of the guests stay, they will receive an email thanking them for staying and asking for feedback. To support that, front desk receptionists are also trained to ask and record this information on Check-out by asking a simple question such as ‘How can we improve?’.

Conclusion
In summary, marketing is critical to the success of hotels in the highly competitive hospitality industry. By creating a strong brand identity, targeting the right customer segments, and leveraging different marketing channels, hoteliers can attract more customers and generate higher revenues.
Overall, Marriott International's marketing activities have been effective in reaching its target audience and driving revenue growth. The company's customer-centric approach has helped it differentiate itself from competitors and deliver personalised experiences to customers with the use of technology, brand acquisitions and effective media promotions. Marriott’s biggest challenges have been identified, the geographic aspect showed that Marriott heavily relies on the US market. The legal aspect highlighted that historic data breaches have tarnished their reputation and cost the company billions. Economically, Marriott relies on the use of OTA’s and although it can be beneficial in terms of visibility, it comes with a high cost. Environmentally, Marriott promotes an eco-friendly value with their Serve 360 programme but lacks visibility. Demographically, it was noted that Marriott currently attracts families, corporates and older travellers, and is in need of diversification to compete in a market where newer generations such as millennials or Gen Z are the main target.
As Marriott continues to evolve and innovate its marketing strategy, it will be interesting to see how it adapts to changes in the macro and micro-environmental factors that influence the hospitality industry. Recommendations considering these factors will be provided.










Recommendations
Following the analysis of Marriott’s marketing strategy, the following recommendations have been formulated. If implemented successfully within their marketing strategy, these recommendations will help Marriott International increase visibility, widen their target audience, improve brand perception and take a sustainable advantage over its competitor
1. Personalisation of marketing campaigns to appeal to individual preferences and needs of target customers. Marriott should expand on using data analytics and specific modern communication channels to reach younger audiences. 
2. Partner with social media influencers who align with their brand’s values (integrity, people, excellence, sustainability) to help extend their reach and visibility to target customers.
3. Adopt a content marketing strategy that showcases their travel destinations, hotel properties, and services. Creating shareable videos, blog posts, and social media content that inspire and engage their target customers.
4. Bonvoy should be maintained and reconsidered to offer more unique and differentiated benefits that set it apart from competitors. In a rapidly changing micro and macro environment it is important to be innovative. They should explore ways of engaging loyal customers and incentivising them to spread the word about the brand. This would convert to increased direct bookings by word of mouth and free promotion.
5. Further investment in sustainable tourism practices and promotion of them as part of their brand story, putting at the forefront their Serve 360 Sustainability and Social impacts goals. For example, a part of the room revenue within countries in need of further development could be donated. This would create positive publicity that could be shared as part of the image marketing strategy.
6. Increase the promotion of direct booking and reduce the use of OTA’s. Targeted email and TV campaigns could be effective but also costly. Therefore this strategy would need to be adopted as long term.
8. Offering luxury experiences to budget-conscious customers. They should leverage their scale and purchasing power to offer quality services at mid-market prices, capturing a larger share of the market. Further acquisitions similar to City Express would be beneficial.
9. Manage brand reputation by avoiding bad publicity. Investing in systems that protect customer data to avoid breaches should be ongoing and privacy at the forefront strategic decisions.
10. Develop hotels in emerging countries to help their growing economies and support geographical diversification to lighten US market reliance.
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Appendix 2
Example of email promotion (Captured on 06 May 2023)
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% Recent Ad Creative

MediaRadar captures creative run on the top websites, magazines and national television stations for over 3 million brands. Here are 3 recent

advertisements placed by Marriott International and its subsidiaries.
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‘Advances I technology can Impact Marrott's marketing srategy by changing the way customers book.
hotels and interact with the company. For example, the ise of social media and mobile devices has
led to an increase in online booking and the use of vitual realty technology in hotel marketing,
Technological advancements such as Metaverse and NFT' has been used by Marrott, to surprise their
audience by launching in December 2021 ts first NFT drop, they became the first hospitltty brand to
develop its own NFT. Nicolette Harper vice-president of global marketing and media at Marriott
International has explained that during the pandemic the marketing team had to start rethinking the
strategles and had to Identify where the future customers were spending thelr time, It has been found
that it was mainly online dus to restrictions to travel and it made sense at the time to reach out to
them via the metaverse (Wright, 2022)

Legal

Legal factors such as labour laws, health and safety regulations, and intellectual property laws can
affect Mariott's business operations and marketing strategy. Martott needs to ensure it complies
with relevant laws and regulations i each country where it operates. Changes n aws and regulations
related o taxation, data privacy, and consumer protection can also affect Marfott's marketing
strategy. The financial impact of the lately mentioned data breach in 2013 costed Marrott up o $1
billon due to adrop of 7% in there customer base and a court fne of $18.4 millon (Gydibangi, 2020)

Environmental

Environmental factors such s climate change and natural disasters can affect Marriotts business
operations and marketing srategy. Marriot's marketing strategy takes into account s environmental
impact and promote sustainable practices to appeal to customers who value eco-friendiiness with
Serve 265 Doing Good In Every Direction’ launched in 2010 (Marriott, 2023),

©) Target Market

Targeting involves dentifying the ight customer segments for your hotel. Thisincludes understanding
thelr needs, preferences, and behaviours, and developing marketing strategies that cater to their
eeds. To determine a segmentation strategy ks Important to consider variables such as Demographic,
Psychographic, geographic, behavioural,

Marriott Intemational’ target market varies depending on the brand. For example, its premium
brands, such as Rit2-Carton and St. Regs, target high-end travellrs looking for luxury experiences.
Similarly, its limited-service brands, such as Fairfield Inn and Sutes, cater to budget-conscious
travellers. Marrott properties are located across the globe in many various locations they can be
found in the form of a Seaside resort with for example the Marbella Beach resort that s a vacation
club targeted to families in needs of a holiday on the sun at an affordable price, incuding activiies
But they can also be found i a form of a city centre hotel targeted to corporates guests with for

example of Marriott Internationals market segmentation I ts Marriott Bonuoy program. This loyalty
program targets frequent travellers with benefits talored to their specfic needs, such a5 room
upgrades and free breakfast

@) selection of media

Marriott International uses & mix of traditional and digital media to reach its target audience.
Traditional media includes televsion and print ads, while digital media includes social media, email
and search engine optimization. Marriott International's social media presence across Facebook,
Instagram, and Tuitter has increased significantly, with over 10 million followers across its brands
Marriot slso increases its visibilty by using various distribution channels search as oniine travel
agencies, tour operators, direct bookings and other platforms.

Marritt nternational entered nto a patnership with Allbaba's travel platform, Eiggy, In 2018 to offer
Chinese travellers a more personalized travel experience. This partnership allowed Marfiott to tap
into Fliggy's vast customer base and promote their hotels to Chinese travellrs. The partnership also
enabled customers to book Marriott hotels directy through gy, thus Increasing the company’s
online presence (Marriott International, 2017)

Marritt Interational has a strong social media presence across various platforms, including
Facebook, Twitter, and Instagram. The company regularly posts engaging cortent, such as travel ips,
destination guides, and hotel promotions. The social media marketing has been highly effective in
engaging with customers and buiing brand awareness especially with younger generations, known
to be influenced by social media and using shared information to make decisions. Marriott uses
Snapchat and YouTube to share content that barely resembles advertising. Marriott created M Live
which i an order centre that customers use whist staying i the properties (social Tables, 2021). The
collected data is used to provide live personalised experience to the guests. For exampl it has been
dentified that the guest orders aspecfic drink everyday by the pool and M Live algorithm willoffer a
free drink to him the following day.

The company's email marketing campaigns are another effective way of reaching customers. For
example, ts Marriott Bonvoy email campaigns are personalised with targeted offers and promotional
messages that resonate with customers. According to Malicharts (2023), Marriott international sends
an average of 1.89 promotional emils per week and offers an average of 35% discount to ts guests
onthe emaling st

4. Diversity and Inclusion Campaigns- Mariott International has launched several campaigns between
2018 3nd 2021 that promote diversity and inclusion.For example, the #LoveTravels campaign in 2015,
focused on highlighting the LGBTQ:# community i thelr marketing campaigns. Ths campaign ias wel
eceived by customers and helped to build a positive reputation for the brand.
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more nights at any Hawaii hotel and enjoy 20,000 bonus points

R Enotsn Wnitea Kngdon sy Iovesigate Roispiay setings

Drows @ B B -——

a - B P ]
— = B R RESERVE NOW

Terry's April Offers

We use cookies (and other similar technologies) to collect data to improve your experience on our site. By using our website, you're agreeing
1o the collection of data as described in our Website Data Collection Policy. %

You can change your preferences at any time.
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