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[bookmark: _Toc106716520]Introduction
The purpose of the report is to attract a new set of consumers to the Bournemouth Highcliff Marriott Hotel in the UK after the multiple lockdowns due to the pandemic. Further, SWOT and PESTLE analysis concerning the hotel and the place will be done for a better understanding of the location to implement the plan in a well-defined manner. The marketing mix including product, price, place and promotion will be evaluated to make strategies to lure new customers. Additionally, the report will illustrate the use of digital marketing to create consumer value and enhance the engagement of customers. Lastly, recommendations will be outlined for further enhancement in the business of the chosen hotel.
[bookmark: _Toc106716521]Marketing Mix 
Product
Altinay and Arici (2021) opined that transformation in the hospitality-marketing plan enhances the service quality and improves the condition of the internal strength. Marriott hotel is currently offering its operation in the Bournemouth Highcliff area located in London. They presently offer hospitality services to worldwide guests, ensure their service quality for a dynamic result, and improve their customer loyalty after the pandemic. 
Place
[image: ]
Figure 1: Image of Bournemouth Highcliff Marriott Hotel in the UK
(Source: Marriott about-us, 2022)
Abedian et al. (2021) opined that place is very crucial for enhancing customer attraction and customer satisfaction in the hospitality industry. Through an effective marketing plan strategy, Bournemouth Highcliff Marriott can enhance their customer satisfaction through online portals, stakeholder participation, and effective policy implementation. In addition, beach level operations of Marriott hotel will improve their operations in the future.   
Price
Sadq, Othman and Khorsheed (2019) illustrated that the price is an essential element for the marketing mix analysis. Bournemouth Highcliff Marriott Hotel is adopting a competitive pricing strategy for developing its customer satisfaction and making its goals effective after the pandemic. As the hotel is situated in the beach level area hence, it can achieve its targets effectively.
Promotion
Kim and Han (2022) deduced that promotion is very essential for future operations and it is clear that without promotion an organisation cannot attain their market goal. Through the digitalised mode of promotion, Marriott hotel can achieve its imminent targets and attract huge customers. Hence, it can be said that after the pandemic Bournemouth Highcliff can extend its promotional events effectively. 
[bookmark: _Toc106716522]Marketing Environment (Micro)
	Strengths
· Marriott hotel has nurtured the most loyal consumers by employing appropriate innovative strategies. Lock (2022) opined that the hotel has around 7989 hotels globally and has an excellent reputation, which has helped it to emerge as a successful brand. This can help in the word-of-mouth promotion leading to add new customers to the firm.
[image: ]
Figure 2: Number of Marriott International hotels globally
(Source: Lock, 2022) 
	Weaknesses
· As per the report from BBC News (2018), Marriott has poor cyber security as once the database of 500 million guest reservations was hacked. Further, the hotel has faced issues with the law because of blocking the personal wifi of customers and thus, a fine was charged. This has created negative publicity hampering its market strategies.

	Opportunities
· Norboutaevich (2019) mentioned that the hotel could include services like transportation, tourism and many more to expand its business by attracting more customers. Marriott can further focus on the demand of millennials to reinvent their services. Hence, it can help the organization to maintain its competitive edge.
	Threats
· As per Pratiwi and Sudiarta (2019), stiff competition in the hospitality sector is high and it may decrease the market share of Marriott because of many available hotels at reasonable rates.


Table 1: SWOT Analysis
[bookmark: _Toc106716523]Marketing Environment (Macro)
	Factors
	Analysis

	Political
	As per the Hospitality Strategy (2021), the UK government has altered many practices after the Brexit entrance incurred in 2019 and they adopted many policies for hospitality development. Hence, it can be said that the Bournemouth Highcliff Marriott hotel can effectively connect with the customers after the Covid-19 pandemic. 

	Economical
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Figure 3: Loss in income incurred by Marriott Hotel in 2020
(Source: Statista, 2022)
Sanders (2021) opined that Marriott hotel incurred a huge loss of around $267 Million for 2020, which is the highest in 2009. As per the report of Statista (2022), around $1099 Million in the income generated by Marriott Hotel to cater for their previous losses, which will be beneficial for their future customer satisfaction and business development. 

	Social
	As per Business News (2021), around 3.2% inflation rate has been incurred after the pandemic in the UK and that makes an awkward situation for the hospitality sector enormously. Hence, Marriott needs to maintain its customers' services through effective customer relationship management and pricing strategy. 

	Technical
	Landry (2020) deduced that most of the hotels in the UK are adopting many technical devices to attract their customers and their online portals helped them a lot to connect with the universe. Through chatbots, robotic elements, and online sources are very glossy to connect with the millennials and Gen Z effectively. Hence, it can be said that through effective social media help Marriott hotel can generate its business goal effectively after the pandemic.

	Legal
	As per the news published by CNBC (2021), vaccines of Corona virus have generated many profitable and manageable situations for the Marriott Hotel and the business policies executed many favourable solutions for the Marriott to operate dynamically soon. 

	Environmental
	As per the Serve 360 Report (2021), around 30% carbon intensity has been reduced within 2025, that makes the green hotel goal very effective, and Marriott Hotel plays its role very smartly to catch their intensity and quality. Hence, it can be said that the green hotel concept and eco-friendly hospitality operation help Marriott to relate with customers dynamically. 


Table 2: PESTLE Analysis of Marriott Hotel
[bookmark: _Toc106716524]Creating Customer Value and engagement 
Yen, Teng and Tzeng (2020) depicted that customer engagement and customer value are very dominant in recent days and it improved after the massive attack of the pandemic. Effective quality services such as health safety, minimum cost, better services, better technical opportunities, effective pricing strategy, and sustainable operations can help Marriott dynamically to get its goals faster. Atadil and Lu (2021) deduced that consumers’ health safety benefits increase the visitors’ health awareness and influence them to visit the hotel wholeheartedly. Ho et al. (2021) deduced that through feedback systems hospitality sectors attain their customer engagement and influence them for future visits. That will help to shape the marketing process after the pandemic for the Marriott hotel. Aydin (2020) deduced that social media platforms such as Facebook, Instagram and Linkedin play an important role in the hospitality building and influence many customers to visit and share their experiences effectively. Hence, through these methods, Marriott hotel can establish a dynamic portfolio of their hospitality business after the pandemic.        
[bookmark: _Toc106716525]Effective Use of digital marketing 
As opined by Visser (2021), Marriott International hotel implements Marketing Cloud that influences marketers to analyse, connect and act on the data. During the pandemic, the hotel has employed influencers and social media to broaden the size of its consumers. Further, the hotel focuses on its mobile-friendly website along with consumers’ reviews about their experiences. Marriott has its customer app to deliver hassle-free services and the reward members can go straight to their rooms without the need to check-in. The company can take the help of the top digital marketing agencies such as NP Digital and Pixated to manage the marketing activities. By maximizing the online reach and adopting dynamic pricing, Marriott can attract new customers.
[bookmark: _Toc106716526]Conclusion  
The pandemic has brought several challenges for Marriott International such as a change in the behaviour of the consumers due to changes in their buying behaviour, a drop in occupancy, pressure of reducing rates and mass cancellations of bookings. Further, high cost because of the setting of advanced technologies such as electronic check-in and checkout was the key challenge faced by the organization.
Recommendations
· The facility of transportation can be provided leading to hassle-free journeys from airports.
· It can provide loyalty programs to encourage its consumers to return frequently. 
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Introduction

The following presentation will
base on the international hotel
‘management practice in the context
of Marriott International.

The following presentation will
focus on the legal issue faced by the
company, which have affected the

international business practice and

workplace management of the

company.
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Types of Legal issues

There are different kinds of legal
issues, which could be faced by a
company such as licensing issues,
‘marketing issues, data protection and
privacy issues  and  contact
management issues (Polydor, 2021).

Following  legal issues  could
effctively hamper the financial and

brad value loss of the company in the

global market.
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Brand image loss for the issue

Due to the implication of the Marriott’s
legal issue, the brand value of the
hospitality sector has been reduced.

The revenue of the company has been
reduced in 2018 by $20.76 billion, which
was $22.9billion in 2017 (Lock, 2022).
This would ensure their reduced
consumer engagement and brand value

loss respectively.
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Suggestive measures for workplace
development actions
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