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[bookmark: _Toc98276999]Executive Summary
The environment is a double-edged sword for the development of enterprises, which can provide power for the development of enterprises, and also can limit the growth of enterprises. It is very important to understand the external and internal environments for the hotel to develop an appropriate marketing strategy. This paper firstly analyses the macro environment and industry environment faced by Marriott Hotel through the PESTLE model and Porter’s five forces model. Then, it uses the VRIO model to analyse the internal environment of Marriott Hotel. Following this, based on the analysis of the external environment and internal environment of Marriott Hotel, this paper uses the SWOT model to summarise its internal strengths and weaknesses as well as external opportunities and threats it faces. Finally, this paper puts forward some suggestions for the follow-up marketing of Marriott Hotel according to the environmental analysis.
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[bookmark: _Toc98277000]1. Introduction
COVID-19 broke out in early 2020 and quickly spread across the globe. Daily travel has been restricted and tourism has been greatly affected. As one of the three supporting industries of tourism, the hotel industry is also greatly affected (Foo et al., 2021). In addition, economic globalisation, the emergence of Airbnb and the development of new technologies also make the development model of the hotel industry constantly changing. Marriott International, founded in 1927, has become the absolute leader in the industry, with a market capitalisation of $52.78 billion in March 2022 (Market Cap, 2022). The changing environment requires Marriott to proactively respond with appropriate strategies to ensure its better development in the depressed hotel market.
[bookmark: _Toc98277001]2. PESTLE Analysis
The PESTLE model is mainly used to analyse the macro environment of the market (Nandonde, 2019). The analysis of the macro-environment can help enterprises summarise what kind of external environment they operate and develop in, what favorable factors can promote the development of enterprises, and what adverse factors pose a threat to enterprises (Perera, 2017). 
[bookmark: _Toc98277002]2.1 Political
The outbreak of COVID-19 has had a significant impact on the tourism industry. Governments have issued a series of policies to promote the recovery of the tourism market (OECD, 2020). The 2020 work report of the Chinese government pointed out that the value-added tax on services such as public transport, sports and culture, entertainment and tourism, catering and accommodation should be exempted, and the restoration and development of catering, shopping malls, culture, tourism, housekeeping and other life service industries should be supported (Lu, 2020). The policies continue to benefit the recovery of tourism. 
[bookmark: _Toc98277003]2.2 Economic
In 2020, the COVID-19 pandemic swept the world, causing a severe contraction of the world economy and disrupting the normal pace of economic operation. According to statistics, the size of the global hotel and resort market from 2016 to 2019 exceeded $1 trillion for four consecutive years and showed an increasing trend (Figure 1). However, the market fell 146.9% to $610.2 billion in 2020 due to the global impact of COVID-19 (Figure 1). In 2021, the hotel and resort market recovered to $948.9 billion due to COVID-19 prevention and control and global vaccination (Figure 1). 
Figure 1 Market size of the hotel and resort industry (in trillion U.S. dollars)
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Source: Statista (2022). 
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Affected by COVID-19, consumers' consumption mentality has changed and consumption has become more rational. Many hotels are also constantly exploring and launching various epidemic protection services to alleviate consumers’ concerns (Bonfanti, Vigolo and Yfantidou, 2021). In the long run, Marriott needs comprehensive integrated management of customer resources, channel resources, data resources and accurate insight into consumer needs to promote the sustainable growth of the hotel.
[bookmark: _Toc98277005]2.4 Technological
The development of science and technology promotes the industrial transformation of the hotel industry. The birth of mobile Internet technology enables services to be online. Consumers can complete a series of operations such as online room selection, online payment, invoicing and check-out procedures through mobile phones anytime and anywhere (Infante-Moro, Infante-Moro and Gallardo-Pérez, 2021). COVID-19 has given rise to many new service demands, and consumers are paying more attention to the health and safety of hotels. Moreover, the empowerment of technology has also brought upgrades to the customer experience of hotels. All check-in procedures can be completed through face brushing, precisely meeting consumers' current "contactless” service demands (Lau, 2020). 
[bookmark: _Toc98277006]2.5 Legal
With the increasing attention paid to COVID-19, the main laws and regulations on epidemic prevention and control in various countries are becoming more and more perfect (World Health Organization, 2020). The control of the epidemic is conducive to the hotel industry's recovery. 
[bookmark: _Toc98277007]2.6 Environmental
After the epidemic, consumers have higher requirements for the environmental protection and hygiene of hotels, and pay more attention to the hygiene of hotel supplies (Jiang and Wen, 2020). The epidemic has accelerated the liquidation of low-end hotel enterprises, forced the industry to reshuffle, and brought new opportunities for the high-quality development of hotels. 
[bookmark: _Toc98277008]3. Porter’s 5 Forces Analysis
Porter analysed the industrial competition situation faced by organisations in operation and development and summarised five forces influencing the degree of industrial competition: rivalry, buyers, suppliers, new entrants and substitutes (Aithal, 2017). 
[bookmark: _Toc98277009]3.1 Rivalry
Airbnb has posed a significant challenge to traditional hotel groups in recent years (Bashir and Verma, 2016). In 2019, Marriott began to fight back against Airbnb and launched Marriott Homes & Villas. This luxury accommodation service provides guests with private residential options different from hotel rooms. During the epidemic period, more and more tourists favor short-term homestay rental, and the bookings of Marriott short-term rental also increased significantly (Kaye, 2022). Compared with 2020, many hotels turned losses into profits in 2021. The net profit of Marriott International Hotel Group reached nearly $1.1 billion, which is a significant reversal compared with the loss of 267 million in 2020 (Skift, 2022). Hilton Hotels Group’s annual revenue reached US $5.79 billion, a year-on-year increase of 34.4%, and its net profit reached US $410 million (Macrotrends, 2022). The operating profit of InterContinental Hotels Group reached US $494 million (China Travel News, 2022). Airbnb, InterContinental Hotels and Hilton Hotels all pose a particular threat to Marriott, but the degree of threat is medium. 
[bookmark: _Toc98277010]3.2 Suppliers
Marriott has a variety of suppliers, including disposable consumables, linen washing, food and other raw material supply, hardware facilities, etc. most of these products do not need special customisation. Marriott has a large purchase volume and has formed a certain scale effect. For suppliers, the cost of products being replaced is low, and the market is plagued by fierce competition. Therefore, Marriott is in a favorable position in procurement negotiations, and the bargaining power of suppliers is weak. 
[bookmark: _Toc98277011]3.3 Buyers
Consumers mainly affect the profitability of existing enterprises by lowering prices or asking for higher products and services (Zhang et al., 2018). COVID-19 epidemic in 2020 led to a sharp decline in non-rigid demand for leisure and vacation, oversupply in the overall market and intensified market competition (Jacobsen et al., 2021). Customers naturally seek a better service experience at a lower price with more choices. Therefore, the bargaining power of buyers has increased.
[bookmark: _Toc98277012]3.4 New entrants
Consumers are no longer satisfied with simple accommodation needs, but more pursue personalised and customised products and services (Kim and Han, 2020). In recent years, there have been more and more mid-range hotels. They cater to the needs of middle-class consumers through faster product updates and iterations. Their unique design style and considerate service attract many consumers, posing a significant threat to Marriott.
[bookmark: _Toc98277013]3.5 Substitutes
As a new accommodation mode, short apartment rent is more and more accepted by consumers, and its price is more economical than star hotels. The high-end apartment is equipped with TV, washing machine, water heater, refrigerator, computer and other facilities, which has attracted many customers who pay attention to emotional demands. In addition, the explosion of COVID-19 accelerated the popularity of online conferences (Blanchard, 2021). The online meeting breaks the limitation of space distance and significantly improves work efficiency. With the development of 5G communication technology, the trend of online conferences replacing traditional conferences is becoming more and more obvious, which has a certain impact and challenge on the hotel conference market. 
[bookmark: _Toc98277014]4. VRIO Analysis
VRIO framework is a tool to analyse enterprises' competitive advantages and weaknesses according to their internal resources and capabilities (Madsen, 2022). Based on the value, rarity, inimitability and organisation of Marriott's resources or capabilities, this paper examines whether they help the hotel develop opportunities and resolve threats in the external environment and whether they are easy to grasp and imitate by competitors.
Table 1 VRIO Analysis
	 
	Valuable
	Rare
	Inimitable
	Organisation

	Human resources
	Yes
	No
	No
	No

	Financial capacity
	Yes
	No
	No
	Yes

	Basic material capability
	Yes
	No
	No
	No

	Brand culture
	Yes
	Yes
	Yes
	Yes

	Market operation ability
	Yes
	Yes
	No
	Yes

	Technical support
	Yes
	No
	No
	Yes

	Management system
	Yes
	Yes
	Yes
	Yes


Source: Al-Zoubil and Alomari (2017); Naumov (2019).
According to VRIO analysis, Marriott’s human resources, financial capacity and basic material capability are valuable, but not obviously competitive. The market operation ability and new technology application ability represented by expansion, marketing and customer source mining are valuable and rare, and have a temporary competitive advantage. 
Marriott's brand culture and management capabilities are valuable, rare and inimitable, and have sustainable competitive advantages. Marriott can comprehensively develop and utilise these valuable, rare and inimitable resources, tap its unique capabilities, and fully play its competitive advantages.
Marriott accumulates the core competitiveness through continuous learning and information sharing. In long-term operation and lean management, marginal search and path dependence play a vital role. At the same time, the company's reputation cannot be transferred, and the business model of lean management is not easy to be imitated. The service satisfaction and consumer preference obtained by various channels also provide a competitive advantage for Marriott.
[bookmark: _Toc98277015]5. SWOT Analysis
SWOT analysis can help enterprises identify their strengths and weaknesses, understand the external market environment's opportunities and threats, and help enterprises formulate the future strategic direction more clearly (Benzaghta et al., 2021). The strengths and weaknesses are mainly the comparisons between the enterprise and its competitors, while the opportunities and threats are to pay attention to the impact of external environmental changes on the enterprise. 
[bookmark: _Toc98277016]5.1 Strengths
· Marriott has complete and advanced facilities, and its hardware conditions are ahead of similar hotels (Naumov, 2019). 
· It has obvious brand advantages and is deeply favored by consumers. 
· It has a comprehensive business scope, involving catering, accommodation, leisure and entertainment and other aspects (Naumov, 2019). 
· It has a relatively stable source of customers, high-quality service and rich experience. 
· With stable capital sources and large assets, it has a strong ability to resist epidemic risks.
[bookmark: _Toc98277017]5.2 Weaknesses
· Marriott's costs are high compared with some of its competitors. (Al-Zoubil and Alomari, 2017). 
· Due to the shortage of human resources in the service industry, some Marriott hotels have low service standards and need to improve and strengthen service quality (Naumov, 2019). 
[bookmark: _Toc98277018]5.3 Opportunities
· The outbreak of COVID-19 has had a significant impact on the tourism industry. Governments have issued a series of policies to promote the recovery of the tourism market (Lu, 2020). 
· Entering the era of big data, the continuous popularisation of Internet technology has brought opportunities for the hotel industry to use network channels to create profits (Infante-Moro, Infante-Moro and Gallardo-Pérez, 2021). 
· The development of artificial intelligence helps hotels better meet current consumers' "contactless" service needs (Lau, 2020)
[bookmark: _Toc98277019]5.4 Threats
· COVID-19 makes consumers’ consumption more rational and pays more attention to the health status of hotel supplies, which makes the hotel industry adjust to cope with the changing consumer market (Bonfanti, Vigolo and Yfantidou, 2021). 
· The global spread of the epidemic has limited international travel, significantly affecting Marriott Hotels. 
· The competition among hotels will further intensify, and each hotel will improve in service, price, publicity and promotion and intelligent technology to obtain a competitive advantage. 
· Airbnb poses a certain threat to traditional hotel groups. 
· With the development of 5G communication technology, the trend of online conferences replacing traditional conferences is becoming more and more obvious, which has a certain impact and challenge on the hotel conference market (Blanchard, 2021). 
[bookmark: _Toc98277020]6. Recommendations
Under the impact of COVID-19, the hotel market environment has significantly changed. This paper puts forward the following three suggestions for Marriott Hotels. 
(1) To highlight differentiation and characteristics
By highlighting differentiation and improving their competitiveness, hotels gain a competitive advantage in the fierce competition (Dimitrios et al., 2020). During the epidemic period, Marriott can achieve differentiation through the following aspects. First, Marriott can provide consumers with safe, assured, and distinctive products and innovate the products' form and content. Second, Marriott can optimise the spatial layout and show the convenience and style of the hotel. Third, Marriott can create high-quality services according to the needs of consumers through service differentiation, highlighting differentiation and characteristics. For example, it can provide special toiletries and convenient furniture for infants, the elderly, the disabled and other special groups, and provide considerate and high-quality services. 
(2) To increase investment in hotel intelligence
The influence of COVID-19 makes consumers pay more attention to the convenience and safety of hotels during the epidemic period. Contactless service and less contact service have become the new needs of most hotel consumers (Lau, 2020). Therefore, Marriott must increase investment in intelligence and use the Internet and technology to improve its intelligent service level. For example, it can regularly disinfect the area by purchasing intelligent equipment, identify and verify the customer’s health code, temperature measurement, etc. Intelligent equipment for epidemic prevention is more secure, which helps avoid the exposure of hotel employees to external risks, and can better protect the safety of most hotel consumers. In addition, Marriott should pay more attention to using big data, artificial intelligence and 5G technology to realise contactless services. 
(3) To use the OTA platform for marketing
The OTA platform connects hotels with consumers and is an important support for the hotel industry's traffic and cash flow security. During COVID-19, OTA platforms are less affected and have strong risk resistance (Guo et al., 2022).  Consumers are increasingly relying on OTA platforms because of their security and convenience. Therefore, Marriott can use the OTA platform to release information related to the hotel, carry out publicity and promotion, convey intuitive information of the hotel to the platform users, and launch special offers and preferential experience activities on the platform from time to time to improve hotel occupancy rate and increase user engagement.
[bookmark: _Toc98277021]7. Conclusions
The outbreak of COVID-19 blocked the development of the hotel industry, which has also had a significant impact on Marriott’s business. COVID-19 has made consumer spending more rational. The global spread of COVID-19 has affected the international travel market. The new form of hotel further intensifies the competition among hotels. The trend of online meetings replacing traditional meetings poses a challenge to the hotel conference market. Marriott should make full use of its strengths and favorable opportunities to improve its management level, and at the same time, take corresponding measures to avoid the interference of unknown risks and the threat of intensified competition, so as to gain an advantageous position in the market competition. This paper suggests Marriott highlight differentiation and characteristics in operation, increase investment in intelligence and make full use of the OTA platform for marketing, to adapt to the changing environment, meet the personalised needs of consumers, and achieve sustainable development.
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