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[bookmark: _Toc225908941]1. Introduction to the Report
This report is intended to be a critical view of the competitiveness of the Tourism & Hospitality industry in the UAE, with the presence of Marriott International in the country. The industry of tourism in the UAE is vibrant, thanks to government initiatives and strategic global presence (Fang et al., 2018). This provides an opportunity and a challenge for international hospitality businesses. Marriott's growth in this competitive environment can shed some useful insights as to how multinational corporations (or MNCs) deal with the intricacies of markets (Fang et al., 2018). The report aims to provide a broad overview of the industry and apply Porter's Diamond Model to examine the industry's global competitiveness and assess Marriott’s decision-making regarding strategy in the UAE. While Porter's model gives a good idea of understanding MNC's in the UAE, it can ignore some factors and local issues which may affect the success of MNCs, such as regulatory constraints or cultural barriers.

[bookmark: _Toc225908942]2. Industry and Country Overview
[bookmark: _Toc225908943]2.1 Overview of the UAE 
The United Arab Emirates (UAE) is a federation of seven emirates located in the Arabian Gulf region, which has been described as a strategic location at the crossroads of the three continents (Europe, Asia and Africa) (Alsuwaidi, Eid and Agag, 2022). This position has made the UAE a major global business centre. The economy is very diversified, with a move away from being oil dependent to non-oil sectors such as tourism, real estate and finance. The GDP in the UAE has rapidly increased, and that has been due to investments in infrastructure, real estate and innovation. The government has taken active steps in strengthening the tourism and hospitality sector through strategic policies. Vision 2021 is targeted at establishing the UAE as a global-class tourism destination (Gabriela, Kurt and Mehmet Gumus, 2025). The Dubai Expo 2020, which was postponed but held in 2021-2022, was a major factor in the attraction of visitors from around the world, hence making the tourism industry proliferate. However, together with the government's attempts to improve growth, the pace at which the sector is developing is exposing it to pressure on sustainability and the competitive advantage of the sector.

[bookmark: _Toc225908944]2.2 UAE’s Tourism & Hospitality Industry
The tourism and hospitality sector plays an important role in the UAE's economy. As of 2019, it accounts for more than 11% of GDP. The significance of this industry is not just reflected in the economic contribution of the amount of direct activities of the industry, but also the number of persons employed by the industry, which is more than 10% of the total number of jobs in the country (Goh, Richardson and Thomas, 2025). The UAE has emerged as an international tourism sensation, with millions of international tourists visiting the country every year, with Dubai and Abu Dhabi being the hot spots. According to the UAE's Department of Tourism and Commerce Marketing, over 16 million visitors came to Dubai alone in 2019 (Marriott International, 2026). The forecast for the increase in the tourism sector can be observed in the increase in hotel incomes of almost $7.5 billion in 2019 (Ahmad, Ahmad and Papastathopoulos, 2019). This is supported by infrastructural non-stoppers like an increase in airport expansion and the coming up of luxury resorts and entertainment complexes. Furthermore, the occurrence of several major events in the UAE, such as the Formula 1 Grand Prix in Abu Dhabi and Dubai hosting global events, has given the UAE increased recognition around the world (Ahmad, Ahmad and Papastathopoulos, 2019). Emerging trends in the sector have been identified as being in the field of eco-tourism, since the UAE is striving to diversify its offering in the sector, rather than just luxury tourism, and it is looking at sustainable tourism and green resorts. The country also has a growing demand for business tourism, especially as a result of the development of international trade fairs, exhibitions and conferences. While the industry shows promising growth, problems, like competition from the surrounding areas, together with the world economic fluctuations, are still prominent.
[bookmark: _Toc225908945]2.3 Major Domestic and International Players
The UAE boasts some of the leading players in the domestic hospitality industry. The Jumeirah Group, with its portfolio of luxury hotels including the iconic Burj Al Arab, has well and truly established itself as a leader (Alameeri et al., 2018). Another player of note is another local player known as Emaar Hospitality, which is a part of a real estate giant, Emaar Properties, and is behind some of the upscale hotels like Address Hotels & Resorts. These firms are engaged in high-end experiences as their strong point and play the premium brand in the competitive market. In terms of multinational companies, some of the top international brands like Marriott International, Hilton and Accor have a good presence in the UAE (Lehene, Jaradat and Nistor, 2024). Marriott is an operator of several brands, including the Ritz-Carlton and JW Marriott, so the potential audience is wide, both for luxury travellers and for business traveller segments. Hilton's investing strategies, particularly in the mid-range and luxury hotel sectors, have helped them withstand a large market share. Accor, focused on low to high-end, is extending its footprint through numerous acquisitions and associations.
Marriott International's position in the hospitality market in the UAE is good, yet the company is a strong player battling in a tough industry. The company's strategy is to deploy its global loyalty programs and innovative offerings, such as Marriott Bonvoy, to draw in both business and leisure tourists (Alameeri et al., 2018). In relation to competitors, Marriott has a strong brand diversity since it has many different services at diverse price points, ranging from budget to high-end luxury. However, Marriott is in constant need of innovation to maintain its positioning in the market, with several aggressive local players such as Jumeirah and a growing number of international brands such as Hilton (Lehene, Jaradat and Nistor, 2024). While the brand recognition of Marriott across the world gives the brand some edge, the challenge facing Marriott is to adapt to local market dynamics, where cultural preferences and competition in the region are an important part of the mix. Despite this, Marriott's long-term investments in luxury property and partnerships have put Marriott in a good position for challenges in a fast-evolving industry.

[bookmark: _Toc225908946]3. Application of Michael Porter’s Diamond Model
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Figure 1: Michael Porter’s Diamond Model
Source: (Fang et al., 2018)
3.1 Factor Conditions
The UAE has a skilled labour market for hospitality industries, as well as approved workers from the local talent pool, and the international talented pool (Bodolica, Spraggon and Saleh, 2020). The fact that the country has a very strong education system, especially in terms of hospitality management, helps with this, with the Emirates Academy of Hospitality Management offering specialised training, for example. However, the dependence on expatriates is still high, which creates challenges in terms of both labour retention and local workforce integration. Talking about infrastructure, the UAE infrastructure has world-class solutions for the tourism situation (Fang et al., 2018). Dubai International Airport, which is the busiest in the world in terms of international traffic, and luxury hotel chains such as the Burj Al Arab, help to make the country attractive. However, the provisions of constant innovations in infrastructure, especially in terms of sustainability, are turning out to be a challenge.
[bookmark: _Toc225908948]3.2 Demand Conditions
The domestic market in the UAE is also becoming more and more sophisticated, given the growth in the middle class and the corollary increase in their disposable income. This population change is leading to an increase in the demand for luxury places to stay, particularly in places such as Dubai and Abu Dhabi (Elbanna et al., 2022). The growing number of wealthy local and expatriate residents is helping to support the continued growth in both tourism for pure enjoyment and in business tourism. However, this demand is not without its limitations; the rising cost of living and inflation can affect the ability of the domestic market to sustain this growth in the long run. International demand is a key figure in the UAE hospitality industry. Due to the strategic location of the country in the global travel map, there is a continuous flow of tourists into the country (Ramadan et al., 2023). According to the World Travel & Tourism Council (WTTC), in 2019, the UAE received a total of 16 million foreign visitors. Due to the delay, the Dubai Expo 2020 has helped further bring importance to the UAE as a tourist destination (Fang et al., 2018). However, the instability of the world economy and travel ban, along with geopolitical factors, may impact the stability of international demand.

[bookmark: _Toc225908949]3.3 Related and Supporting Industries
Several complementary sectors comprise the UAE's tourism and hospitality industry. Retail is an important sector, for instance, as many tourists visit the country to shop in the iconic malls such as The Dubai Mall, which are major attractions (Jayawardena, 2022). The food and drink commercial is yet another key support sector with high-end restaurants and varied dining options serving the domestic as well as international clients. In addition, infrastructure has been built in terms of transport facilities like Dubai's metro and luxury transportation services, which link visitors to hotels and entertainment facilities. Furthermore, the UAE's entertainment sector is growing with many of the projects, such as the Dubai Opera and the Abu Dhabi Saadiyat Island, forming part of the leisure options (Tsiligiris, 2018). These sectors are generally very closely working with the hospitality firms to enhance the visitor experience. However, while the synergy between these industries can be observed, the fact that the service is not integrated enough between industries (especially in terms of consistency of customer experience) can sometimes lead to disjointed service delivery.

[bookmark: _Toc225908950]3.4 Firm Strategy, Structure, and Rivalry
The competitive rivalry in the hospitality industry within the UAE is fierce, as there are many local as well as international players competing for a market share. Marriott International is challenged by world-class local hospitality operators like Jumeirah Group, which is a niche healthy lifestyle hospitality provider for luxury and Emaar Hospitality, which is engaged in upscale hospitality (Tsiligiris, 2018). International giants like Hilton and Accor are also in significant competition with the networks of their own networks and their brand recognition.
Marriott's competitive advantage strategy is based on brand differentiation (emphasising the ability to provide a diverse set of services to various segments of the market, ranging from luxury to mid-range). Possibly the centre of this strategy is the Marriott Bonvoy loyalty program, which ensures customer retention for the company's 30 hotel brands (Seshadri et al., 2023). Additionally, this global extent of Marriott's business, through more than 130 Marriott properties in the UAE alone, means that it is able to operate in different market segments. While the market positioning of Marriott is strong, it has its challenges in making differentiations in the market, which is saturated. The company, as a result, is forced to constantly innovate, following the changing consumer preferences, and add sustainable practices, which is becoming increasingly important to travellers. Marriott's pricing strategies, however competitive, tend to be challenged by local companies like Jumeirah, personalised, unique experience, etc. (Valk and Yousif, 2023). As Marriott continues to expand, its ability to strike a balance between consistency and localisation of its brands will be very important in retaining its leading position, and in the face of fierce competition. Overall, although Marriott International is well-placed, its success will rely on being able to navigate the complexities of its local market, continue to innovate, and create an experience that appeals to both local and international guests.

[bookmark: _Toc225908951]4. Evaluation of Marriott International in the UAE
[bookmark: _Toc225908952]4.1 Overview of Marriott International
Marriott International is one of the world’s largest hospitality companies, originating in 1927 by J. Willard Marriott, with over 7,600 properties across 133 countries. In the UAE, Marriott has made a really strong stand, and they have hotels in a wide variety, like the luxury 5-star resorts to mid-range hotels (Marriott International, 2026). Its portfolio comprises such renowned brands as the Ritz-Carlton, Sheraton and JW Marriott that cater to business and leisure travellers. The UAE's strategic location and economic development into other industries, such as tourism and hospitality, have made it an important market for Marriott to expand in the Middle East region.
Marriott's strategy in the UAE centres around growth in footprint and the targeting of different types of the market. The company is still venturing into new properties in Dubai, Abu Dhabi and other emirates; they pay attention to luxuries and high-demand locations. Marriott is also doing Regional partnerships to support its stance, such as partnerships with UAE-based real estate developers (Stylos et al., 2021). Marriott's focus on innovation through digital services, sustainability and luxury experiences is indicative of its strategic shift towards long-term growth. However, the company is facing competition from local companies, such as Jumeirah, which demand constant adaptation and innovation.

[bookmark: _Toc225908953]4.2 Political, Economic, Legal, and Cultural Factors Impacting Marriott’s Operations
[bookmark: _Toc225908954]Political Environment
The political stability of the UAE plays a crucial role in the ability of Marriott to do well in the region. The government's commitment to ensuring that it is a positive environment for businesses, particularly through programmes like the implementation of a 10-year golden visa for investors and the establishment of free zones, has, in fact, helped to bolster the attractiveness of the UAE for investments from other countries, and Marriott is no different (Marriott International, 2026). The vision of the UAE as a global tourism destination, which is on display through events like Dubai Expo 2020, is a direct benefit to Marriott with regard to inbound tourism (Marriott International, 2026). Furthermore, the government's proactive approach to the global pandemic by implementing stringent health measures and rolling out vaccines quickly helped to regain confidence in tourism. However, as well as political stability being an ideal context in which Marriotts can operate, the UAE's reliance on oil exports and geopolitical risks in the region are potential areas of uncertainty (Stylos et al., 2021). Marriott's profitability can be indirectly affected by the fluctuation of oil prices in the global market, which has an effect on the overall economy and the spending of consumers. Furthermore, Marriott's business is also susceptible to the political and economic policies of both the government at the federal level and local emirates, so that operations are vulnerable to changes in governance or regulations.
[bookmark: _Toc225908955]Economic Environment
The UAE's economy has proven resilient, and there has been great growth in non-oil sectors such as tourism, real estate and finance. Marriott benefits from the country's diversified economy, especially a healthy tourist industry, which is continuing to attract millions of international tourists. 11.5% of the UAE's GDP motivation came through tourism in 2019, directly, Marriott revenue lines increased (Marriott International, 2026). Furthermore, the high economic growth rate of the country in the past few years has proved favourable to a growth in the demand for luxury accommodations, which is good news for Marriott's luxury brands, such as the Ritz-Carlton or JW Marriott.
However, Marriott also has to deal with some of the economic challenges in the UAE. Despite attempts to diversify, the UAE economy remains sensitive to the global market, especially to the changes in the oil price and the disruption of trade (Stylos et al., 2021). In particular, the pandemic of the coronavirus had a massive impact on the world's tourism, and this includes the revenues of hotels in the UAE. While the success of the UAE's economic recovery efforts could help to resume tourism, Marriott's exposure to the international market is a risk that makes its operations vulnerable to external shocks.
[bookmark: _Toc225908956]Legal and Regulatory Environment
The legal and regulatory situation of the UAE is a significant aspect of Marriott. The country has a strong legal system for the hospitality industry with clear rules around working laws, property ownership and business operations. For instance, laws concerning foreign ownership and partnerships are significant in Marriott's entry and long-term success strategy (Hansen, 2020). Marriott is also required to follow different health and safety standards, which have increased due to the pandemic. These regulations, though good for building credibility and ensuring safety, have the effect of generating additional operational costs in too many cases. Moreover, because labour laws in the UAE are significant to Marriott's staffing strategy (Stylos et al., 2021). The employment of expatriate labour, particularly in the hospitality sector, is an issue, including labour rights, salaries, and working conditions. Marriott needs to be mindful of these regulations and make sure that it complies with them and does not harm its brand reputation. The legal landscape in the UAE is also affected by the combination of civil law and Islamic Sharia law in the country, which at times can create differences in the enforcement of contracts or business dealings as it pertains to Marriott's strategic decisions.
[bookmark: _Toc225908957]Cultural Environment
The multicultural nature of the UAE presents many Marriott opportunities as well as challenges. The country is a tourist destination for a variety of tourists from different parts of the world and thus has a diverse customer base. Marriott faces the problem of lacking the cultural and religious sensitivity to tailor its services to the expectations of the visitors, particularly from Muslim-majority countries (Hansen, 2020). For example, facilitation of the provision of halal food, prayer rooms and alcohol-free zones is critical to the needs of religious travellers. Marriott's success in combining the standards of international luxury with local cultural sensibilities has ensured that it has a strong presence in the UAE to date. However, Marriott has to deal with the ins and outs of local traditions and customs as well. Although the UAE is progressive, conservative social norms are seen, especially in dress code, behaviour and gender segregation in some public places (Sen, 2024). Marriott has to be sensitive to these nuances of different cultures so as to avoid any possible backlash. For instance, the marketing strategies and promotions need to be carefully thought out to be held within respect for the local traditions while upholding the global brand identity of Marriott.
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The UAE market for tourism provides numerous potential opportunities for Marriott's growth. One major opportunity is the rising demand for luxury tourism due to the increase in the country's population of wealthy residents and international tourists (Sen, 2024). As the UAE continues to develop new tourism attractions, such as cultural centres, such as the Louvre Abu Dhabi, and large-scale resorts such as Atlantis The Palm, Marriott is well-placed to capitalise on the rising demand with its premium brands (Sen, 2024). In addition, with the growth of business tourism in Dubai and Abu Dhabi, there is an opportunity for Marriott to cater to the increasing number of nocturnal corporate travellers travelling on business and attending conferences and expositions.
The presence of the UAE in eco-tourism is an emerging opportunity for Marriott to capitalize in the market for sustainable and eco-friendly tourism. With the likes of Dubai's Green Tourism Campaign, Marriott is able to include more sustainable tourism options in its portfolio in line with the growing preference for eco-friendly tourism experiences (Lakshman, Lakshman and Estay, 2017). In addition, the growth of leisure resorts, especially in places such as Ras Al Khaimah and Fujairah, offers Marriott the opportunity to diversify its portfolio and to focus on new segments of the market. The initiatives of the government to attract tourists from emerging markets such as China and India further open up new avenues for growth for Marriott but in particular in the mid-range and budget hotel category.
[bookmark: _Toc225908960]Challenges
Despite these opportunities, Marriott has a lot of challenges in the competitive hospitality sector of the UAE. The most noteworthy challenge is the one of hard competition in the local and international position of players (Lakshman, Lakshman and Estay, 2017). As mentioned, Marriott is competing with the well-established domestic brands like Jumeirah and global competitors like Hilton and Accor. Marriott's ability to stand out in the market with its unique offering and personalised services is of key importance in retaining its position in the market.
In addition to this, there is the problem of market saturation to be worried about. The hotel industry in the UAE has experienced a phenomenal growth of hotels in the last few years, with thousands of new rooms introduced to the market (Tsiligiris, 2018). As a result, the supply of hotel rooms has exceeded demand, and as a result, occupancy rates have lowered, and price sensitivity amongst consumers has increased. Marriott has to find its way out of this saturated market by tweaking its pricing strategy, creating more focus on loyalty programs, and investing in unique guest experiences. Regulatory hurdles are also a challenge for Marriott, especially with the labour laws and business regulations of the UAE (Jayawardena, 2022). Changes in visa policies and labour laws may have an impact on Marriott's operational capacity in the hiring of qualified expatriate workers, resulting in operational challenges and higher labour costs. Additionally, the fact that Marriott is so dependent on international tourism means that its operations are not immune to global economic fluctuations, such as travel restrictions or economic downturns.
[bookmark: _Toc225908961]4.4 Marriott’s Adaptation to Local Needs and Consumer Preferences
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Marriott's ability to adapt to the local customs and cultural preferences has been a key factor in its success in the UAE. The company is very sensitive towards the religious and social norms of the region, and this affects the services of the company and its marketing approaches. For example, Marriott has ensured that its hotels in the UAE have halal food choices and prayers and direction towards the qiblah in its rooms for its guests (Jayawardena, 2022). Additionally, Marriott follows dress codes locally, with staff members and guests adhering to dress code guidelines in public spaces. Marriott also understands the need to target the family-centric culture of the UAE. Family-friendly amenities, such as children's clubs and multi-generational suite configurations, are built into Marriott's amenities to cater to local and international families travelling together (Ramadan et al., 2023). The company's focus on providing high levels of hospitality and service has contributed to building a strong brand loyalty among people in the region and has allowed Marriott to maintain its position as a leading provider of hospitality.
[bookmark: _Toc225908963]Localisation of Offerings
As well as being culturally sensitive, Marriott also formats its offerings to the pleasures of local markets. One fine example is in its manner of eating and drinking. Marriott's UAE properties cater for a range of international and local food items, with a major focus on Arabic and Mediterranean food (Tsiligiris, 2018). The company also works with renowned chefs and local food experts to develop menus that appeal to local tastes as well as have an international appeal. Marriott's strategy for localisation isn't limited to food. The company also adds elements of local design in the decor of its properties, blending traditional Arab architectural influences with modern luxury. This strategy not only has an appeal to local preferences but also adds to the guest experience as it provides an immersive cultural experience.
Furthermore, Marriott's marketing policies are targeted at the UAE's multicultural consumer population. The advertising campaigns of the company are designed to show the variety of the market, both global and local (Jayawardena, 2022). By focusing on personalisation and cultural relevance, Marriott is able to ensure that its branding appeals to the unique needs and expectations of UAE consumers. However, this localised approach requires constant adaptation to the fast-changing preferences of the market, particularly with the advent of younger, more technologically savvy consumers.
[bookmark: _Toc225908964]5. Conclusion to the Report
The UAE's tourism industry is highly competitive and supports a world-class infrastructure, government policies that are global and an excellent presence in the international market. Marriott International's strategy of attacking the global market, including brand differentiation and regional partnerships, has helped the company to achieve a significant market share. However, difficulties such as stiff competition at the local level, saturation of the market and dependence on international tourism have not disappeared (Ramadan et al., 2023). In order to strengthen its position, Marriott needs to focus on further diversification of its offer, especially into the growing segment of eco-tourism. Additionally, investing in sustainable practices and enhancing its loyalty programs will help Marriott to stand out from its competition. Marriott should also consider further adapting to the cultural norms in the UAE to remain relevant in the local market (Jayawardena, 2022). The UAE remains a significant world tourism destination in which Marriott can have good growth prospects. The success of the company in the future is rooted in the ability to manoeuvre in the ambiguities of the markets while taking advantage of the local trends, while maintaining the global standards of luxury.
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The process of research began with deciding that the tourism sector in the UAE and Marriott International would be the focus. I took advantage of secondary data from governmental reports, academic sources and Marriott's corporate documents. The main objective was to use Porter's diamond model to analyse the competitive environment for the UAE hospitality industry. While I believed the research to be very simplistic, there were some challenges in the application of Porter's model. It simplified the complexities of the UAE market, especially cultural and regulatory factors, which affect Marriott's operations (Trimasse, 2025). The absence of local in-depth data was another example of the limitations in implementing large-scale frameworks. This realisation led me to realise that a more comprehensive approach, which encompassed more models such as Hofstede's Cultural Dimensions, was needed in order to better catch Marriott's market dynamics.
[bookmark: _Toc225908967]Learning Outcomes
This assignment helped me to learn more about the tourism business in the UAE and the work of Marriott. I learnt about the contribution that governmental policies and the location of the country make to the booming tourist sector of the country. Marriott's success in the UAE is not only dependent upon economic conditions but also cultural, adapting and complying with regulations, which were not something I had fully taken into consideration before (Trimasse, 2025). Porter's Diamond Model helped, but limitations in dealing with the uniqueness issues of the UAE's markets were visible. The assignment also taught me the importance of integrating a variety of frameworks in the analysis of the operations of an MNC in a dynamic and culturally rich market such as the UAE (Nurlatifah, Purnawarman and Sukyadi, 2023). In reflecting further I now appreciate the opportunities of having wider views accessible in future analyses in order to gain a more nuanced learning of the challenges and opportunities in the market.
[bookmark: _Toc225908968]Gibbs Reflective Cycle
To reflect on the learning process, I used Gibbs' Reflective Cycle, which consists of 6 stages: description, feelings, evaluation, analysis, conclusion and action plan.
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Figure 2: Gibbs Reflective Cycle
Source: Trimasse, 2025)
Description: During the assignment, I did some research regarding the operations of Marriott International in the UAE. I have used the market condition and Porter's Diamond Model for analysis (Nurlatifah, Purnawarman and Sukyadi, 2023). I have also talked about political, economic, and cultural factors that influenced Marriott's business decisions. The research included analysing various sources such as academic articles, company reports, government publications, as well as the application of theory to the existing practical world situation of the UAE.
Feelings: At the beginning of the assignment, I felt that I had the skills to collect information and employ theoretical frameworks. However, as I progressed, I began to feel challenged in the problem of making effective use of the models, Porter's Diamond Model in particular (Potter, 2015). Some factors, such as nuances of culture and the fast-paced nature of the tourism industry in the UAE, were difficult to reflect in the framework in full. This resulted in me being somewhat frustrated because it became apparent to me the limitations of the models that I was using.

Evaluation: The process of research revealed that there were highs and lows in my means of approach. On the plus side, I was able to collect useful data from a variety of other sources, which made for a strong base to do the assignment (Potter, 2015). The theoretical models helped to structure the analysis and were able to critically analyze the competitiveness of the UAE tourism sector. However, the disadvantages of using Porter's Diamond Model and the lack of knowledge of the region in depth were some of the disadvantages. In my case, I struggled to adapt the theories to the context of Marriott's operations in the UAE in particular, and, for this reason, some gaps existed in the analysis.
Analysis: The boundaries of Porter's Diamond Model were revealed as I delved into the details of Marriott's operation. While this is a sound model for analysing the broad national factors, there are also all the micro-level challenges which Marriott has to contend with, including cultural sensitivities and local requirements of regulations, etc. (Trimasse, 2025). The UAE's hospitality industry is highly influenced by cultural context, and Marriott's success will depend not only on economic and political conditions but also on how much it is aligned with the local values. This realisation led me to consider other frameworks to use, such as Hofstede's Cultural Dimensions, which helped me to understand Marriott's cultural adaptation strategy.
Furthermore, the assignment emphasised the importance of the use of multiple perspectives in the analysis (Trimasse, 2025). While Porter's model provided us with a good starting point, it was evident that a more holistic approach covering both theoretical and empirical knowledge was required to get to the depth of Marriott's operation in the UAE.
Conclusion: In conclusion, I would like to say that the research process has taught me the importance of taking an in-depth, critical, theoretical model, applying it in context. I learned that even though models like Porter's Diamond Model are helpful, they have to be adapted to certain market conditions, especially in a dynamic environment like the UAE's tourism sector (Trimasse, 2025). Additionally, the research process also helped me to better understand the need for cultural sensitivity in international business operations and the importance of aligning business strategies with local values.
Action Plan
	Goal
	Measurable Outcome
	Action
	Time-Frame

	Integrate Multiple Frameworks
	Use 3 frameworks per assignment
	Select appropriate models for each case
	Next assignment (1 month)

	Collect Local Data And Insights
	Include 2 local sources per assignment
	Access local reports and databases
	Ongoing

	Improve Critical Thinking
	Evaluate 3 frameworks per case
	Reflect on model relevance
	Next assignment (1 month)

	Understand Cultural/Regulatory Factors
	Include cultural/legal analysis in 50% of assignments
	Analyze local impacts on business
	By end of next term (4 months)


Table 1: Action Plan Of Gibbs Reflective Cycle
Source: (Author)
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