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[bookmark: _Toc81390158]Introduction
Marriott International (NASDAQ: MAR) is one of the largest and most important hotel operators in the world. Marriott currently serves approximately 4,200 hotels in 79 countries and territories. The company owns properties under 19 different brands, including Ritz-Carlton and J.W. Marriot. Its features include luxury, shops, apartments and aparthotels and resorts (Dzhandzhugazova, et al., 2016).
Marriott is currently undergoing a successful expansion which has led to a significant increase in revenue. In its latest financial data as of June 30, 2020, Marriott reports revenue of $ 14.22 billion, an increase of 9.88%. The increase in revenue seems to justify the Marriott expansion from 675,623 hotel rooms in 2019 to 714,765 in 2020. Revenue growth appears to allow expanding Marriott from 675,623 hotel rooms in 2019 to 714,7 65 rooms in 2020 (Dzhandzhugazova, et al., 2016).
In this report, External Analysis will be analyse by PESTEL, and an internal environment analysis using Swot analysis and the function played by marketing inside the organisation by analysing the 4ps of marketing.

[bookmark: _Toc81390159]Analysis of PESTEL External Environment
Marriott International Inc.'s PESTEL Analysis evaluates the brand's corporate strategies. The analysis by Marriott PESTLE evaluates several external variables, such as political, economic, social, technical, economic and environmental issues, which influence their company. The study shows various outside circumstances affecting the profitability of the brand.
Scrolling analyses are a crucial foundation for firms like Marriott, which allow them grasp the dynamics of the industry and develop their business continually, also known as PESTEL analysis (Bhargav, 2017).

[bookmark: _Toc81390160]Political Factor
The policy considerations may be described as follows in the Marriott PESTLE analysis:
In approximately 130 countries across the world, Marriott Hotel exists. In 2017 its footprint was expanded to include politically stable nations including New Zealand, Finland, Lithuania, Mali and Ukraine. The acquisition by Marriott in 2016 of Starwood Hotels reduced operational expenses for both companies (Bhargav, 2017). 
Marriott remains uncertain though whether or not this will help improve his income. In the past, the income of Marriott has experienced a surge in terrorist assaults. A few instances are the terrorist assault on Mumbai and Nairobi. If a terrorist event takes place in one of the Marriott hotel chains, brand and customer base reputation and consequently income can be badly damaged. Marriott is also found in nations where corruption is the norm, but it is constrained by specific regulations, like as the US Overseas Corrupt Practice Act, which may impede companies from doing business there (Bhargav, 2017).

[bookmark: _Toc81390161]Economic Factors
The financial considerations underlying the Marriott Pestle study are as follows:
As Marriott also operates in nations outside America, local currency fluctuations are also affecting the business of Marriott. The hotel receives a lesser dollar in return for the local currency if the dollar is appreciated versus the local currency. And because currency changes are continuous, Marriott finds it difficult to evaluate her holdings. Furthermore, the UK government spend a large share of the money. Recent expenditure and cuts have affected Marriott severely. And as Marriott offers mostly luxury and premium services, income may fall if it is expanded economically (Luo, 2017).

[bookmark: _Toc81390162]Social Factors
The social variables influencing Marriott PESTLE are given below: 
Given the competitiveness of the hospitality business and Marriott's competition from 1400 firms in the UK alone, it is vital that the best quality service is offered to our clients on time. The brand also is preferred by customers. It should be noted that Marriott controls more than 70% of brand-related rooms in the Uk (Todorivić, 2019). 
Various sorts of hotels that meet the requirements of different individuals are significant. His hotels have been separated into three parts; Luxury, Premium and Choice. Marriot provides its loyalty programme “Marriott Bonvoy,”which offers its clients free hotel room and other incentives, to retain its guests and attract additional consumers. Marriott also offers a website where may book the greatest discounts and packages in hotels of choosing (Todorivić, 2019).

[bookmark: _Toc81390163]Factors of Technology
In the Marriott Pestle study, the technical variables are given below:
Another worry for the network of hotels is the growth of outside service suppliers. Hotel reservations can raise overall costs and hence reduced profitability through indirect reservation channels. The effect of such travel brokers has been significantly diminished by loyalty programmes, but Marriott cannot ignore this. Marriott should also work on maintaining technology to decrease and retain consumers operational expenses. An infrastructure that secures consumer data and is prone to leaks and attacks is also necessary (Olawale, 2020).

[bookmark: _Toc81390164]Legal factors
In the Marriott PESTLE study, the following are the legal factors:
Marriott was exposed to various allegations in a data security issue in November 2018. The issue resulted in over 380 million visitors publishing personal data. After that event, ICO London gave Marriott a notification that an inquiry into the privacy policy of the firm will be carried out. Such inquiries may result in hefty fines and fines. It can also damage the reputation of a firm that could weaken its consumers' confidence (Todorivić, 2019).

[bookmark: _Toc81390165]Environmental Factors
The analysis by Marriott PESTLE includes the following environmental factors affecting its activity:
Marriott states that in the nations in which it operates, it complies with different ecological laws and regulations. Marriott agreed to remove all plastic straws from usage in all hotels across the world by July 2019 as a significant step towards sustainability. This will minimise the consumption by 1 billion pieces of plastic straw. Marriott has raised awareness for trafficking of human beings by over 500,000 hotel workers. The initiative "Serve 360: Good in Each Direction" by the Marriott focuses on the UN objectives for sustainable development including human rights, carbon footprint reduction and so forth (Olawale, 2020).
Finally, the Marriott PESTLE research referred to above finds numerous factors affecting their performance at business. This knowledge helps to evaluate the criticality of external variables for each brand (Luo, 2017).

[bookmark: _Toc81390166]Analysis of SWOT Internal Environment 
Irrespective of the sector, it takes strength, devotion, hard work and effective strategies to develop from the modest beginning as a root beer to one of the world's leading brands. Many corporations, but some, notably Marriott International Inc., have a dream (Vinod, et al., 2020).

[bookmark: _Toc81390167]Strength for Marriott
Global presence: Global traffic and presence enhance both revenue and danger. The Company can rely on other regions when the income in one location diminishes. In 127 countries and territories worldwide, Marriott operates.
Market Leader: With over 30 brands, 81 hotels and an amazing portfolio of $25.1 billion in assets and over 6,500 hotels with more than 1,2 million rooms, Marriott is the largest hotel chain in the world. The largest guarantees it to take full use of the economies of scale (Vinod, et al., 2020).
Strategic partnerships: In order to stay the firm ahead of competition, Marriott collaborates with the main players in several sectors. It just joined Alibaba to allow millions of consumers to book without deposits quickly (Vinod, et al., 2020).

[bookmark: _Toc81390168]Weaknesses of Marriott
Ineffective data protection: Consumers trust and prevent businesses not safeguarding their data. In 2018, a database of guest reservations for the Marriott Starwood hotel was hacked and up to 500 million persons, including their names, addresses, telephone numbers, passport numbers etc, were revealed (de-la-Rosa, 2016).
Inappropriate Location: Marriott has been announced and arranged from market to management as a family enterprise. The future of the hospitality business consists of a youthful thousand years, which produces a poor position for Marriott's family.
Civil Courts: Legal problems constantly misrepresent societies. For security concerns, Marriott was sued and fined 600,000 US dollars for banning personal wireless networks of customers (de-la-Rosa, 2016).

[bookmark: _Toc81390169]Opportunities for Marriot
Demographic shift: As thousands and generations of Z join the consumer market; The firm has the chance to increase its client base and position itself as a significant brand of young people. Millennials are causing a hospitality shift (TAKACS, 2017).
Concentrate on developing economies: In emerging nations the demand for high-end hotel services is increasing quickly and provides profitable prospects for hotel companies as Marriott.
Connected sector extension: There are various areas in the hotel chain, from tourist to food and property and so on. Like Airbnb, Marriott may provide rental properties (TAKACS, 2017).

[bookmark: _Toc81390170]Threat for Marriott 
Global Epidemic Threats: Marriott has already lost 92% of its earnings, as the pandemic causes consumer numbers to plummet. Marriott's profitability will remain unchallenged if the virus becomes a lasting reality or in a second wave (Zhang, 2017).
Competition fierce: hospitality is extremely competitive. Renowned hotel brands can significantly lower the market share in Marriott from Hilton to Novotel and many more when this is the possibility.
Recession is dreaming: countries suffer, recessions and millions of jobs will soon be lost. Particularly damaging were in the past the side effects of the global recession on hotel companies (Zhang, 2017).

[bookmark: _Toc81390171]Marketing's role
[bookmark: _Toc81390172]Marriott International's Marketing Mix
The marketing mix is often used to define the strategies utilised for reaching target market by an enterprise. Find out what the firm is doing from the marketing point of view, through the marketing mix. It provides 4Ps for an enterprise with specifications, pricing, places and promotions of the products. The marketing mix of Marriott is the following:

[bookmark: _Toc81390173]Marriott International's Product Strategy
One of the biggest luxurious hotel chains in the world, Marriot. It aimed for the premium traveller to have a distinct product approach. The core product of their hotel services marketing mix is Pro Marriott. Their product approach encompasses all the hotel businesses. The brands include around 30 well-known hotels including Ritz-Carlton, Sheraton, Renaissance and many more (Pratiwi, 2019).

[bookmark: _Toc81390174]Pricing Strategy of Marriott International
Marriott International is one of the rare companies that, despite considerable competition reductions in prices, volumes and increased space offers, has managed to preserve its excellent price position (Salman, et al., 2017).
Marriott International's pricing varies between hotels, clients and locales with respect to rates. The fundamental reason for the business is to offer the greatest quality experience, the happiness of the client is more than the amount it pays (Kwok, 2020).

[bookmark: _Toc81390175]Marriott International Place Strategy
The number of hotels maintained and served in different areas of the world as well as in the USA is well known by Marriott International in one of the biggest hotel chains in the world.
Over the years Marriott has played a major role in choosing the appropriate site and distribution strategy. The placement of its hotels has been mostly in major city and towns of the country from its start, based in over 131 countries (Toma, 2018).

Promotional Strategy
Marriott International has been in the hotel business for nearly a decade and the brand "Marriot" speaks for itself, as a promotional strategist of Mariott International. He has received a "oral" promotion as a favourable receiver. Marriott also focuses mostly on its promotion and branding in digital media (Kwok, 2020).
[bookmark: _Toc81390176]Recommendations
When is Marriott International, Inc. going to start? Mariott brands and operations have so far been pretty well-known and his strategic decisions will be important in determining if he becomes a future industry leader as the globe recovers from the current financial turbulence. A review of their present and prospective marketing efforts suggests that the investment in existing assets should be ambitious. By a low-cost franchise arrangement, similar to the Autograph .and Edition brands recently created, and using brand loyalty and reputation to conduct promotions for the cast to expand and generate real estate revenue.

[bookmark: _Toc81390177]Extension Mid-level
At home and abroad, the present expansion plans focus largely on the luxury market sector and name no homes or stores of the middle class. Marriott should look at franchises in the same way it has attacked the luxury sector with its mid-range brand hotels. After the recession, the business sector is projected to recover most quickly, since firms are steadily increasing their travel spending. With its current Courtyard brand, Marriott already knows the intermediate market. Marriott intends to grow its market reach and to enhance its market share in low-equity investment with an interest in possible collaborations, including middle-class property as it recovers from the crisis.

[bookmark: _Toc81390178]Conduct Promotions for Increasing the Occupancy
Marriott's solid reputation and devoted members' network should promote the present low demands on the market and to boost its visibility across every brand. If rooms are not booked with clients, high levels of customer services mean nothing.
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