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[bookmark: _Toc132728504]1. Introduction
This report is based on Future Developments in the Field of Marketing. By creating, promoting, and dispersing products and services, marketers can recognise, anticipate, and meet the needs and wants of their target market. In today's competitive company world, marketing is crucial for building brand awareness, attracting new clients, retaining existing ones, and achieving overall corporate success (Burns, Veeck and Bush, 2017). The chosen organisation is Marriott. One of the biggest hotel companies in the globe, Marriott International has more than 30 brands and 7,600 locations distributed over 133 countries. Marriott operates 80 hotels in the UK, ranging in price from luxurious to affordable, to serve both leisure and corporate travellers (Popsa, 2018). It covers the macro and micro marketing environment of the organization and their impact.  The macro-environment has various factors such as technological, social, economic, environmental, political and legal whereas the micro-environment concludes customers, competitors, and suppliers. Their Target audience includes luxury and budget-conscious travellers. The selection of media channels is also an essential part of Marriott’s marketing campaign, it may have various platforms like social media, search engine optimization, and email marketing.
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[bookmark: _Toc132728506]2. Concept and Importance of Marketing
Marketing is the process of recognising, foreseeing, and meeting the requirements and desires of customers by developing, marketing, and distributing goods and services (Pride and Ferrell, 2019).  Marketing is essential for creating brand awareness, luring in new clients, keeping hold of existing ones, and attaining total business success in today's cutthroat business environment. This is especially true for the hospitality sector, where clients have several options and are heavily impacted by marketing initiatives (Erkin and Muborak, 2022). Marriott International is of the biggest top hotel chains in the globe with more than 30 brands and more than 7,600 properties spread over 133 nations. Marriott has 80 hotels in the UK, from luxury to budget-friendly, to accommodate both leisure and business guests (Salvioni, 2016). 
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Figure: 1 Marriott 
(Source: usatoday.com, 2023)
Marriott makes significant investments in marketing across a variety of channels to preserve its market leadership position in the fiercely competitive UK hospitality sector (Catana and Toma, 2021). Digital marketing is one of Marriott UK's most significant sources of marketing funding. Digital marketing has become a crucial part of Marriott's overall marketing strategy as a result of the rising use of social media. A dedicated digital marketing team at Marriott UK works on a variety of projects, concluding content marketing, social media marketing, search engine optimisation, and search engine marketing (Fahy and Jobber, 2019). For Marriott to be found online, SEO and SEM are crucial. Marriott UK makes investments in website content optimisation to get high search engine result positions. Campaigns for Google AdWords are also managed by Marriott UK. This enables the business to place bids on particular keywords to rank first in search engine results. Social media marketing is another critical aspect of Marriott UK's digital marketing strategy. This business is well-represented on social media mediums such as Facebook, Twitter, Instagram, and LinkedIn. To interact with clients, advertise its hotels and services, and offer pertinent news, Marriott UK uses social media. The social media team at Marriott UK produces and shares a variety of content, such as images, videos, blog articles, and user-generated content. Marriott UK also employs email marketing as a powerful digital marketing tool. The business sends its subscribers newsletters regularly. This contains details on upcoming events, limited-time specials, and new hotel openings. To ensure that clients receive pertinent content catered to their interests, Marriott UK emails are personalised and targeted. Another important component of Marriott UK's digital marketing strategy is content marketing. To interact with customers and promote hotels and their services, the company produces and distributes a wide range of content, including blog entries, articles, and videos. The content marketing team at Marriott UK is committed to producing excellent material that is educational, entertaining, and shareable. Marriott UK spends a lot of money on traditional marketing methods like print, television, and outdoor advertising in addition to digital marketing. To reach a larger audience and advertise its hotels and services, Marriott UK employs print media, such as newspapers and magazines. Additionally, Marriott UK advertises on television on several networks, focusing on both leisure and business guests. Marriott UK uses outdoor advertising as another important traditional marketing method. The business advertises its hotels and services to local and foreign clients by placing billboards and advertisements in key locations. To spread the word about its brand and draw in new clients, Marriott UK also sponsors several events and conferences.
[bookmark: _Toc132728507]3. The macro and micro marketing environment of the organisation
An organization's macro and micro marketing environment has a significant impact on its marketing strategy. The larger social forces that have an impact on an organisation are known as the macro environment, whilst the micro environment refers to variables unique to the organization's industry, market, and competitors. One of the biggest hotel chains in the world, Marriott International, operates in a challenging and changing marketing environment. 
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Figure: 2 Marriott hotel 
(Source: marriott.com, 2023)
The macro and micro environmental elements that have influenced Marriott's marketing approach are covered in this essay.
[bookmark: _Toc132728508]3.1 Macro environment
The macro-environment consists of factors that are beyond the organization's control, including political, economic, social, technological, environmental, and legal factors (GIRGEN, 2021). These factors can have a significant impact on the organization's marketing strategy.
· Political factors: Government policies regarding political instability, terrorism, immigration, travel and tourism can affect Marriott's operations and marketing strategies. For instance, Marriott's business in Europe and Asia has been impacted by the Brexit decision and the US-China trade war.
· Economic Factors: Marriott's pricing, distribution, and promotional methods may be impacted by regional and global economic situations, currency exchange rates, inflation, and recession. The current COVID pandemic has had a significant impact on the hotel sector, necessitating a change in Marriott's marketing approach to reflect the new situation.
· Social Factors: The marketing and product development techniques employed by Marriott may be impacted by changes in societal trends, lifestyles, and demographic tendencies. For instance, Marriott has introduced brands that are tailored to the requirements and tastes of its millennial and Gen Z clients.
· Technological Factors: The manner in that consumer search, reserve, and review hotels has developed as a result of technological advancements like the Internet, social media, and mobile devices. Technology has been used by Marriott to personalise experiences, interact with customers, and enhance marketing initiatives.
· Environmental Factors: To lessen its impact on the environment and draw in consumers that care about the environment, Marriott implements sustainable practices and green initiatives (Lee and Song, 2016). Marriott's marketing plan also emphasises the promotion of eco-friendly activities and experiences.
· Legal Factors: Since Marriott works in a highly regulated sector, laws and regulations about labour, health and safety, taxes, and data protection may have an impact on our marketing approaches. In every nation where it conducts business, Marriott must make sure that its marketing initiatives adhere to local rules and regulations.
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The micro-environment includes factors specific to Marriott's industry, market, and competition (Yoon, Jang and Lee, 2016). These factors can directly affect Marriott's marketing strategy.
· Customers: Marriott's marketing approach is centred on catering to the many demands and tastes of its customers, ranging from luxury travellers to those on a tight budget. To cater to various market segments, Marriott has developed several brands, including Ritz-Carlton, St. Regis, and W for luxury travellers and Courtyard, Fairfield, and Marriott for low-priced and mid-range travellers.
· Competitors: Marriott operates in a highly competitive industry and its marketing strategy must consider the strategies and actions of its competitors such as Hilton, IHG and Accor (Singal and Rhou, 2017). Marriott must differentiate itself from its competitors by offering unique and personalized experiences, loyalty programs and innovative services.
· Suppliers: Maintaining positive relationships with suppliers, especially those in the food and beverage, technology, and service industries, is a key component of Marriott's marketing strategy. By offering high-quality goods and services that satisfy the requirements and expectations of Marriott's clients, suppliers to Marriott can have an impact on Marriott's marketing initiatives.
· Intermediaries: The marketing approach of Marriott also makes use of intermediaries including internet travel companies, conventional travel agencies, and tour operators. To maximise reach and distribution, Marriott must make sure that its marketing initiatives are coordinated with these middlemen.
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Marriott International, one of the biggest hotel chains in the world, caters to a variety of customers, including both luxury and budget-conscious travellers. The company bases its marketing strategy on market segmentation, targeting, differentiation, and positioning to personalise the customer experience for each group of customers.
· Market Segmentation: The technique of breaking down a larger market into smaller customer groups with similar demands and traits is known as market segmentation (George, 2021). Based on demographic, psychological, and behavioural variables, Marriott divides the market. Business travellers, families, and leisure travellers are this company's core customer segments.
· Targeting: Marriott selects the target categories based on their attraction profitability, and compatibility with their features after determining the numerous client segments. The targeting approach used by Marriott is based on the preferences and needs of its clients. Marriott, for instance, caters to business travellers who seek comfort, fast Internet, and closeness to transportation hubs.
· Differentiation and Positioning: By offering distinctive personalised experiences that cater to the wants and interests of each consumer category, Marriott sets itself apart from its rivals. Regardless of the customer's budget, the company positions itself as a provider of excellent service, quality, and convenience. Marriott's many brands, including Courtyard, Fairfield, and Marriott for budget and mid-range travellers, and Ritz-Carlton, St. Regis, and W for luxury travellers, clearly demonstrate its differentiation and positioning tactics.
· Marketing Mix: Marriott's marketing mix includes products, pricing, promotions, and place. Marriott provides a range of goods with varying degrees of service, amenities, and costs to cater to various consumer segments (Bhargav, 2017). The price approach used by Marriott varies depending on the region, season, and type of clientele. Public relations, direct marketing, social media, and advertising are all part of Marriott's marketing plan. Marriott uses a range of venues, including websites, mobile apps, social media networks, and online travel agencies, to connect with its target demographic. The hotel's location, design, and surroundings are all part of Marriott's place strategy, which seeks to give each visitor a special and unforgettable experience. 
On the whole, Marriott's targeting and segmentation techniques were successful in winning over and retaining the business of various client segments. Because of its personalised marketing strategy and product variety, Marriott has been able to stand out from its rivals and establish itself as a leader in the hotel sector. The company has been able to better serve the demands and preferences of its target market because of Marriott's marketing mix, which combines a variety of goods, prices, promotions, and locations. As a result, brand loyalty and revenue have increased.
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The selection of media channels for Marriott's marketing campaigns is an important part of the organization’s overall marketing strategy. Marriott uses a range of communication methods, such as social media, email marketing, search engine optimisation (SEO), and content marketing, to connect with its target market. These platforms are useful and efficient for Marriott since they support consumer engagement, brand exposure, and revenue growth. 
· Social Media: The use of social media in Marriott's marketing strategies is crucial. Several social networking mediums, including Facebook, Twitter, Instagram, and LinkedIn, have Marriott as a user. Marriott uses social media to communicate with customers, share brand messages, and advertise goods and services (Nyangwe and Buhalis, 2018). Additionally, Marriott does target advertising initiatives on social media. This makes it possible for the business to reach its target market more.
· Email Marketing: Another crucial avenue for Marriott's marketing initiatives is email marketing. Marriott communicates with customers via email to send out newsletters, marketing materials, and reservation confirmations (Ristova, 2022). Additionally, Marriott uses email to solicit consumer feedback and extend invitations to take part in reward schemes and other incentives.
· Search Engine Optimization: A website's rating in search engine results pages (SERPs) is improved through the practice of search engine optimisation (SEO). To increase the visibility of its website on search engine results pages and make it simpler for users to find and book rooms, Marriott uses SEO. To increase organic traffic to its website, Marriott additionally employs SEO to target particular words and phrases that are pertinent to its target market.
· Content Marketing: To draw in and keep customers, businesses use content marketing, which entails producing and sharing useful material. Marriott makes use of content marketing to give clients relevant information like travel tips, suggestions for nearby attractions, and hotel reviews (Myllys, 2016). Marriott advertises its loyalty programmes and other discounts using content marketing as well.
Overall, Marriott uses effective and pertinent media platforms for its marketing. These platforms assist Marriott in connecting with its target market, raising brand recognition, and accelerating revenue growth. Marriott can efficiently communicate its brand message and reach customers in a variety of methods by utilising social media, email marketing, SEO, and content marketing. Marriott has also been able to stay one step ahead of its rivals and cultivate a strong customer base because of its emphasis on personalisation and the customer experience.
[bookmark: _Toc132728512]6. Measuring success
For the Marriott organisation, measuring the efficacy of marketing campaigns is essential to ensuring that its marketing strategy is successful in attaining its corporate goals.  Marriott has several metrics to assess the effectiveness of its marketing campaigns, including brand awareness, customer engagement, return on investment (ROI), and customer satisfaction.
· Brand Awareness: The familiarity of customers with Marriott brands is measured by brand awareness. Marriott tracks a variety of brand awareness indicators, such as website traffic, social media followers, and media mentions of the company (Magnoni and Roux, 2017). Additionally, Marriott carries out studies to gauge consumer awareness of and recall of its brand.
· Customer Engagement: Customer engagement gauges how clients engage with Marriott brands across multiple channels, including email, social media, and face-to-face contacts. Through indicators like social media involvement, email open rates, and customer feedback, Marriott gauges consumer engagement. To pinpoint areas that need development, Marriott also monitors user behaviour on its website and mobile applications.
· Return on Investment (ROI): ROI quantifies the business value of Marriott's marketing initiatives. The cost of customer acquisition, customer lifetime value, and revenue from marketing initiatives are just a few of the variables that Marriott employs to determine ROI (Chernev, 2018). 
· Customer Satisfaction: Customer satisfaction measures how well Marriott meets the needs and expectations of its customers. Customer evaluations, polls, and analytics like Net Promoter Score (NPS) are all used by Marriott to gauge customer satisfaction. To track down and address client complaints and difficulties, Marriott also keeps an eye on social media and other internet channels (Rahman and Safeena, 2016).
Marriott's method of marketing management involves continuous assessment and campaign optimisation after assessing effectiveness. Marriott employs consumer input and real-time data to pinpoint areas for development and make the required changes to marketing plans. To assess success and make data-driven decisions about upcoming efforts, Marriott also assesses marketing initiatives regularly.
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It is concluded that Marriott is a hotel firm with 7,600 facilities across 133 nations, more than 30 brands, and global operations. To keep its market-leading position in the highly-competitive UK hotel business, Marriott makes large investments in marketing through a range of channels. One of the most important sources of marketing money for Marriott UK is digital marketing. As the use of the Internet and social media continues to grow, digital marketing has become an important component of Marriott's final marketing strategy. The macro and micro marketing environments of Marriott are the main focus of the research because they can have a big impact on its marketing plan. The macro-environment encompasses elements including political, social, economic, environmental, technological, and legal elements that Marriott cannot control. Contrarily, the micro-environment consists of clients, rival businesses, and suppliers. The target market for Marriott is also covered in the research, which comprises both upscale and frugal vacationers. Additionally, the choice of media channels is a crucial component of Marriott's marketing strategy. These channels include email marketing, social media, search engine optimisation, and more conventional advertising channels like print, television, and outdoor signs. Marriott has several metrics to assess the effectiveness of its marketing campaigns, including brand awareness, customer engagement, return on investment (ROI), and customer satisfaction. To promote its brand and draw in new clients, Marriott also sponsors several occasions and gatherings.
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Based on the analysis of the macro and micro marketing environment, as well as Marriott's target audience and media channels, there are several recommendations that Marriott could consider to improve its marketing strategy:
Emphasize sustainability and environmental responsibility: According to the research, Marriott has taken several steps to lessen its influence on the environment, such as cutting back on plastic waste and greenhouse gas emissions. For instance, the business can emphasise its dedication to utilising renewable energy sources and implementing eco-friendly procedures in its hotels. By doing this, Marriott may be able to stand out from its rivals and draw in eco-conscious tourists.
Leverage technology to enhance customer experience: According to the research, Marriott has made investments in technologies such as keyless entry and smartphone check-in to enhance the guest experience. There is still space for Marriott to investigate fresh applications of technology to deliver a distinctive and customised guest experience. 
Increase social media presence and engagement: According to the research, Marriott has a chance to improve customer interaction through its social media presence. Marriott may produce more user-generated content by encouraging visitors to post about their experiences on social media and publicising these posts on its social media platforms. Additionally, Marriott may use social media to offer customer support and address questions and issues raised by visitors.
Focus on experiential marketing: Both high-end and low-cost travellers may be seeking an exceptional and unforgettable experience in Marriott's audience. Marriott may profit from this by developing experiential marketing campaigns which offer visitors the chance to engage in novel activities or try something new. Marriott, for instance, can collaborate with regional companies to offer guests local food and wine trips or to plan cultural events like traditional dance performances.
Create loyalty programs and incentives: Although Marriott currently has a loyalty programme, there is room to grow it to encourage customers to stay longer. Customers who recommend friends and family to stay at Marriott locations may receive rewards from Marriott, such as free nights and discounts. Marriott may also collaborate with other businesses to provide advantages and savings on dining, shopping, or entertainment outings.
As a whole, Marriott may strengthen its marketing plan by putting sustainability first, utilising technology, boosting social media interaction, emphasising experiential marketing, and developing reward systems. By putting these suggestions into practice, Marriott has been able to stand out from its rivals, entice new clients, and cultivate a more devoted clientele.
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