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This study analyses and recommends how the Marriott Hotel should restructure to provide creative customer service, assure resilience, and stay competitive in the ever-changing hospitality sector. Marriott Hotel, a global hospitality organisation, must adapt to changing consumer tastes, technology, and market dynamics. Marriott Hotel has considerable potential and difficulties, which this paper examines through market trends, competitive pressures, and organisational capacities. The study suggests Marriott Hotel’s emphasis on personalised service and emerging markets. The report employs PESTEL, Porter’s Five Forces, and 3 Strategic C’s. The recommended strategy boosts customer happiness, revenue growth, and market leadership while building resilience and sustainability. Assistance and actionable insights help the Marriott Hotel implement the recommended plan and meet strategic goals. 
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[bookmark: _Toc163174312]1.0 Introduction
Strategic management has developed to adapt to changing corporate environments and competitive pressures. Modern frameworks and techniques are originated from classical management philosophies. Management theories have different perspectives on the organization’s overarching plan. Early management philosophy, from Frederick Taylor’s scientific management to Henri Fayal’s administrative theory, optimised organisational structure and efficiency. Strategic management pioneers like Peter Drucker prioritised strategic planning and innovation for organisational success.
In recent decades, strategic management has expanded to include various concepts, tools, and methodologies. For example, McKinsey 7-S Framework founded by McKinsey consultants. The framework highlights seven interrelated organisational components needed for success. This holistic strategy promotes internal synchronisation to achieve strategic goals and adapt to market changes.
Today’s competitive corporate environment emphasises hyper-personalization to improve customer experiences and gain a competitive edge. Marriott and other hotel chains are especially susceptible. McKinsey describes hyper-personalization as customer-specific products and services. Technology and data analytics personalise experiences. Marriott Hotel’s hyper-personalization may be harmful. The organisation might learn visitor preferences, improve guest satisfaction, and build loyalty. It’s important to evaluate whether the Marriott Hotel is implementing hyper-personalization well or could improve. 
Marriott Hotel seeks new ways to thrive in the ever-changing hospitality industry. This report suggests ways the Marriott Hotel can improve customer service, resilience, and competitiveness. Marriott Hotels set a global standard for hospitality. J. Willard and Alice Marriott created Marriott in 1927 (Darsin, Rosner and Urdaneta, 2019). The company grew from a root beer stand to a global hospitality network. Marriott Hotels offers unmatched luxury, premium, and select-service experiences in over 130 countries and territories (Statista, 2023). Marriott leads the hospitality business with innovation, customer-centricity, and sustainability. Marriott Hotel benchmarks and exceeds client expectations worldwide. Innovative incentives like Marriott Bonvoy and cutting-edge technology improve guest experiences.
This Marriott Hotel strategic review should cover internal and external issues that affect operations and performance. Its strengths and weaknesses are analysed to provide innovative customer service and stay ahead in the hospitality market. The hotel’s strategic alternatives using Porter’s Five Forces, PESTEL, and the Three Strategic Aspects are evaluated. A strategy is proposed to improve Marriott Hotel’s customer service, resilience, and competitiveness. Marriott Hotel needs actionable insights and implementation aid to adopt the proposed strategy and meet strategic goals.
[bookmark: _Toc163174202][bookmark: _Toc163174313]1.1 Objectives 
Main objectives of this report:
· To examine the Marriott Hotel’s internal and external surroundings to determine operational and performance aspects.
· To Understand and analyse the Internal capabilities and external market factors used to assess the Marriott Hotel’s strategic opportunities for personalised customer service.
· To recommend a strategic approach aligned with Marriott’s long-term goals which prioritises customer service, resiliency, and competitive advantage.
· To outline corporate, business, and functional strategies that must be planned to implement the approved strategy.


[bookmark: _Toc163174203][bookmark: _Toc163174314]2.0 Internal Analysis
Internal analysis assesses a company’s resources, capabilities, and skills to identify strengths and weaknesses. Wernerfelt and Jay Barney propose the Resource-Based View. RBV says a firm’s unique resources and competencies offer it an edge (Maguire, 2019). It stresses that companies must exploit their unique internal advantages to succeed. Consulting firm McKinsey & Company’s 7-S Framework identifies seven interrelated organisational effectiveness factors: Strategy, Structure, Systems, Skills, Staff, Style, and Shared Values. To attain strategic goals and respond to market changes, scholars like Peters and Waterman recommend harmonising these internal elements (Carmona and León, 2022). These scholars prioritise internal analysis in strategic planning and organisational competitiveness. Internal analysis helps organisations discover strengths and shortcomings, improve, and efficiently employ resources to meet strategic goals. 
[bookmark: _Toc163174204][bookmark: _Toc163174315]2.1 Resource Audit (McKinsey’s 7-S Framework)
McKinsey’s 7-S Framework is used to evaluate the Marriott Hotel’s internal capabilities and alignment for creative customer service, resilience, and sustainable competitive advantage.
i. Strategy: Marriott’s strategic planning involves long-term goals, market positioning, and competition (Durbin, 2018). Marriott, a worldwide hospitality company, wants to extend its brand portfolio, boost customer loyalty with Bonvoy, and customise guest experiences with technology. Marriott acquired Starwood Hotels & Resorts to strengthen and diversify. 
ii. Structure: Decentralised Marriott business divisions for areas and hotel brands have their authority. With this structure, the organisation can be agile, responsive to local needs, and brand-independent while harmonising goals and standards. The decentralised structure may make marketing, operations, and HR coordination tedious. 
iii. Systems: Marriott covers operations, information systems, and performance measurement. The corporation extensively invests in technology to optimise hotel operations, increase revenue management, and satisfy guests (Ellis, 2015). Centralised reservation, property management, and customer relationship management technologies let Marriott expedite booking and personalise services internationally. 
iv. Skills:  Marriott builds skilled, engaged employees via talent development, training, and engagement. All Marriott employees get leadership, career, and training at Marriott University. Marriott values creativity, teamwork, and performance due to diversity and inclusion. Staff provide exceptional customer service and increase organisational performance. 
v. Staff: Marriott employs several hospitality experts. These professionals include hotel managers, front-line workers, executives, and support staff. The organisation promotes employee empowerment, recognition, and work-life balance to boost morale. Marriott’s hiring of varied top talent shows their dedication to inclusivity and talent diversity. 
vi. Style: Marriott executives value customers, innovation, and ethics. For strategic direction, cooperation, responsibility and integrity, the senior leadership team delivers these services. Marriott’s leaders encourage transparency, communication, and development, encouraging people to adopt, take charge, and succeed. 
vii. Shared Values: The Marriott brand encourages honesty, quality, diversity, and community engagement. Sustainability, charity, and disaster aid show the company’s CSR. Marriott’s values are shared by employees, customers, and other stakeholders, solidifying its position as a responsible and trusted global hospitality leader. 
A resource audit using McKinsey’s 7-S Framework exposed the Marriott Hotel’s strengths and weaknesses in numerous areas. 


[bookmark: _Toc163174205][bookmark: _Toc163174316]2.2 Value Chain Analysis
Value Chain Analysis is a thorough method for understanding an organization’s operations and finding ways to add value and cut costs (Albrecht, 2014). Many steps in the Marriott Hotel’s value chain increase client happiness and hospitality.
Inbound logistics are Marriott’s speciality. Effective supply chain management ensures hospitality goods and services arrive on schedule. The hotel starts operations management to ensure housekeeping, food and beverage, and front desk services run properly after obtaining the information. To ease guests’ experience. Outbound logistics delivers the end product—a pleasant and comfortable stay—to the consumer as expected.
Marriott prioritises marketing and sales to keep customers. Marriott increases brand awareness and loyalty through targeted marketing, reward programmes, and travel agency alliances. Dynamic pricing and special offers increase sales and occupancy.
Marriott’s infrastructure includes sophisticated hotels, technology, and customer service. To suit guests’ needs, the hotel maintains and improves physical assets. While investing, the hotel assures the reliability and effectiveness of its reservations, guest services, and data analytics IT systems.
Marriott prioritises HR to recruit, educate, and develop skilled workers. Marriott motivates employees to give exceptional customer service by developing a healthy work culture, paying competitively, and providing continual training.
Marriott prioritises procurement for inexpensive, high-quality goods and services. The company negotiates supplier contracts using its global network and purchasing power. This helps the hotel maintain quality and cut expenditures.

[bookmark: _Toc163174206][bookmark: _Toc163174317]2.3 Strengths and Weaknesses (Internal Components)
The Marriott Hotel must evaluate its internal strengths and shortcomings to capitalise on its strengths and fix its deficiencies. Next, the Marriott Hotel’s strengths and drawbacks are explored in numerous areas.
Strengths
Over 130 nations and territories have Marriott Hotels. These sites offer hotels for diverse markets. Marriott can attract a diverse customer base and adapt to regional tastes thanks to its global presence, which boosts brand exposure, market reach, and income diversification. Marriott’s luxury, premium, and select-service brands suit various travel needs. JW Marriott, Ritz-Carlton, and Marriott Bonvoy are established and loyal. It generates repeat business and happy customers. Marriott Bonvoy is one of the major hospitality loyalty programmes. Hotel improvements, incentives, and customised experiences encourage repeat reservations and revenue. 
Marriott employs technology to improve guest experiences, operations, and revenue. Smartphone apps, digital check-in/check-out, and smart room amenities simplify booking and customisation. Investments improve operations and staff productivity. 
Weaknesses
Dependence on Economy Global economic growth, consumer spending, and business travel affect Marriott’s performance. Marriott may suffer from economic downturns, geopolitical uncertainty, and currency fluctuations that affect travel demand, and hotel occupancy. Marriott’s vast portfolio makes it hard to distinguish its hotels and maintain brand consistency. Decreased customer loyalty and perceptions might hurt brand equity and market competitiveness. Brand dilution, service quality, and positioning inconsistency can also cause this. Hotels have substantial fixed costs for ownership, maintenance, and operations. Marriott’s huge worldwide network has high occupancy-independent fixed expenses.
[bookmark: _Toc163174207][bookmark: _Toc163174318]
3.0 External Analysis
External analysis helps strategic management comprehend companies’ settings. Francis Aguilar’s PESTEL analysis evaluates a company’s Political, Economic, Socio-Cultural, Technological, Environmental, and Legal factors. Scholars like Johnson and Scholes stress its usefulness in identifying external opportunities and threats. Porter’s Five Forces theory structures industry attractiveness and competition (Cateora, 2020). Scholars like Barney and Hesterly claim it explains competition and shapes industry strategy. These studies highlight external analysis in strategic decision-making and organisational resilience in dynamic conditions.
[bookmark: _Toc163174208][bookmark: _Toc163174319]3.1 Macro Environment Analysis (PESTEL)
Understanding an organization’s external environment requires PESTEL analysis. This part discusses political, economic, socio-cultural, technological, environmental, and legal factors. Each of these traits can dramatically affect a company’s operations and strategy. 
i. Political factors: Political variables including government policies, rules, and stability can impact business. Marriott Hotels need political stability in their host nations to operate and invest. Labour, taxation, and immigration constraints influence hotel expansion and profitability.
ii. Economic factors: Growth, inflation, exchange rates, and unemployment are “economic factors” in the economy. These factors affect consumer, business, and travel and hospitality spending. Marriott must track economic data to predict consumer behaviour and change prices and services.
iii. Sociocultural factors: Lifestyles, demographics, and conventions affect consumer behaviour. For tailored service, Marriott must grasp cultural variances in diverse markets. Fast-growing concepts including sustainability, wellness, and digital connectivity influence Marriott’s service design and marketing.
iv. Technology-related factors: IT, automation, and digitalization may change business processes and customer experiences. Marriott must improve customer experience, operations, and business procedures using technology to compete in the digital age. Examples include data analytics for targeted marketing, mobile apps for bookings, and IoT devices for hotel management.
v. Environmental factors: Ecological sustainability, climate change, and regulations impact business operations and reputation. Marriott controls the worldwide hotel industry, so pressure on it to decrease its carbon footprint and encourage sustainable tourism is growing. 
vi. Legal factors: Commercial operations, employment policies, consumer rights, compliance, and more are legal factors. Marriott has complex workforce, safety, data, and licencing issues. Regulation violations can lead to fines, legal issues, and reputation loss. Therefore, Marriott must monitor legal developments and guarantee its actions comply with all regulations (Demir, Dalgic and Ergen, 2022).
The PESTEL research shows how Marriott Hotel’s strategic customer service innovation and long-term competitiveness decisions are affected by the complicated external environment. 

[bookmark: _Toc163174209][bookmark: _Toc163174320]3.2 Industry Analysis (Porter’s Five Forces)
Porter’s Five Forces evaluates industry competitiveness and attraction. Companies can identify industry trends and develop competitive strategies by analysing five key drivers as follows:

i. Threat of new entrants: New entrants’ risk affects their ability to enter the market and compete with established companies. High capital, brand loyalty, economies of scale, and regulations impede hotel entry. All these traits make the sector competitive. Internet platforms like Airbnb make small-scale housing more accessible (Johnson et al., 2017). Marriott’s global reach, loyalty programmes, and brand visibility make new competitors difficult, although they remain a danger in specific sectors and emerging countries.
ii. Suppliers’ bargaining power: Hotel suppliers provide raw supplies, labour, technology, and distribution networks. Supplier concentration, replacement availability, and hotel input importance affect supplier bargaining strength. Marriott’s food, beverage, linen, and technology vendors may negotiate. Marriott can negotiate low pricing and reduce supply chain risks thanks to its worldwide procurement network and long-term supplier relationships.
iii. Buyers’ bargaining power: The hospitality business serves individuals, corporations, travel agencies, and online booking platforms. Price sensitivity, switching costs, brand loyalty, and alternatives affect purchasers’ negotiating power. Marriott competes with online travel agencies and peer-to-peer rental platforms for bookings (Johnson et al., 2017). Marriott employs Bonvoy for value-added services, customised experiences, and incentive programmes to keep and grow consumers.
iv. Competition: Similar goods and services pose a replacement threat. Vacation rentals, hostels, serviced apartments, virtual meetings, and teleconferencing are hotel alternatives. Marriott’s good service, luxury amenities, and lengthy history set it apart from other hotels (Walton, Lawrence and Human, 2015). Marriott’s move into lifestyle brands and experience products adapts to changing consumer interests and minimises hotel competition.
v. Competitors: Market concentration, differentiation, price dynamics, and industry growth affect industry competition. Recent rivalry displays internal competition’s ferocity. Hotels are competitive due to the enormous number of multinational chains, small hotels, and boutique brands (Selin and Selin, 2022). InterContinental Hotels Group, Hilton, and Accor compete with Marriott in various markets and areas. For market leadership and competitiveness, Marriott must differentiate through brand positioning, service quality, and innovation.
Porter’s Five Forces illustrates the hotel industry’s complexity and Marriott Hotel’s opportunities and problems. 

[bookmark: _Toc163174210][bookmark: _Toc163174321]3.3 Opportunities and Threats (External Components)
Marriott Hotel’s largest potential and dangers will be covered as it pursues resilience, a sustained competitive edge, and inventive customer service.
Opportunities 
Marriott can differentiate its goods and increase customer satisfaction with experience travel. Travellers increasingly want individualised experiences. Marriott’s immersive amenities, local culture immersion, and carefully designed activities draw discerning tourists seeking authentic and unforgettable experiences (Sabourin, 2021). Potential growth in emerging markets Marriott may develop by entering new markets and growing its footprint. Rapid economic growth and growing middle classes in emerging economies enable this possibility. Marriott can improve customer service, operations, and offers with digital technology and online platforms. Digital change opens these doors. Marriott uses smartphone apps, virtual concierge services, and data analytics to improve guest experiences, operations, and revenue. As consumers become increasingly eco-conscious, Marriott may promote responsible tourism. 
Threats 
International chains, independent hotels, and other accommodations compete for market share. Online travel agencies, peer-to-peer rental platforms, and Airbnb challenge Marriott’s market share and pricing (Durbin, 2018). Recessions, currency rate volatility, and economic instability can hurt consumer spending and travel demand, affecting Marriott’s revenue and profitability. As the economy weakens, corporate and leisure travel may decrease and clients may become more price-sensitive (Saaty and Vargas, 2013). Many laws restrict hospitality, including labour, zoning, health and safety, and tax. Marriott may incur higher operational costs, administrative burdens, and legal risks owing to regulatory compliance and government policy changes. 



[bookmark: _Toc163174211][bookmark: _Toc163174322]4.0 Strategic Approach of Marriott Hotel over Time
Marriott Hotel leads the hospitality industry through innovation, customer-centricity, and strategic expansion. Since its 1927 founding as a root beer stand, Marriott has adapted to market developments.
Marriott prioritises customer satisfaction and loyalty (Darsin, Rosner, and Urdaneta, 2019). Marriott developed the Marriott Bonvoy loyalty system and employed cutting-edge technology to speed booking and tailor services to better guest experiences. Marriott’s many businesses prioritise customer needs and preferences to provide outstanding hospitality.
Marriott strategically expanded through acquisitions and organic growth. By 2016, Marriott had expanded globally by acquiring Starwood Hotels & Resorts (Darsin, Rosner, and Urdaneta, 2019). Marriott expanded into new areas and clientele while enhancing operational efficiency through synergies. Marriott’s strategy focuses CSR and sustainability. Marriott’s brand image, sustainability, and social impact have increased through eco-friendly practices, community involvement, and staff development.
Secure Future Success:
Marriott Hotel should take many strategic steps for tomorrow’s success:
· Marriott must innovate to stay competitive and meet client needs. AI and AR enhance guest experiences and operational efficiency (Ratherford, 2012).
· Marriott should partner with tech, tourism, and other firms to expand. Collaborations can boost innovation and value-added services.
· When seeking expansion, Marriott should target sustainable and responsible growth. Help local communities, reduce environmental damage, and promote variety (Robinson, 2022).
· In today’s fast-changing business environment, Marriott must be flexible to respond to market changes and trends. Rethinking company paradigms, reallocating resources, and accepting change may be necessary.
· Marriott Hotel may maintain global hospitality leadership by incorporating these strategic considerations into its long-term plan.

[bookmark: _Toc163174212][bookmark: _Toc163174323]5.0 Strategic Options for Personalized Customer Care
[bookmark: _Toc163174213][bookmark: _Toc163174324]5.1 Utilizing the 3 Strategic C’s
Marriott Hotel can employ the “3 Strategic C’s,” Customers, Competitors, and Corporation, to make strategic decisions and compete in the hospitality sector.
Customers: Understanding Client Needs Marriott should focus on its various customers’ changing requirements, interests, and expectations. Marriott studies consumer behaviour, travel preferences, and service expectations using data analytics, customer feedback, and market research (Welti-Chanes, Serna-Saldívar and Campanella, 2020). Marriott can use this data to customise products, enhance client experiences, and offer value-added services to its target audiences. Marriott needs to focus on client loyalty. 
Competitors: Marriott should evaluate its hospitality competitors’ strengths, weaknesses, tactics, and positioning. Understanding competitors’ strengths and market gaps helps Marriott differentiate, innovate, and lead (Chase, 2019). Marriott evaluates its competitors’ prices, services, and distribution channels to evaluate its performance, develop its value proposition, and stay competitive (Baral and Saini, 2024). Marriott needs to properly position its brands and products to compete and grow. Marriott differentiates itself and attracts customers using its brand portfolio, distinct value propositions, and competitive advantages. 
Corporation:  Marriott needs internal alignment to align its processes, competencies, and operations. Marriott promotes teamwork, creativity, and continuous improvement to provide seamless customer experiences and operational excellence. Marriott needs cross-functional communication, collaboration, and knowledge exchange to meet market concerns and opportunities (Enz, 2019). These approaches enhance Marriott’s business unit and location synergy.
Marriott should carefully allocate resources to fulfil its goals. 

[bookmark: _Toc163174214][bookmark: _Toc163174325]5.2 Position, Choice, and Action
PCA helps businesses link strategic decisions to internal strengths and external opportunities. Marriott Hotel’s strategic orientation is analysed using PCA to improve customer care, resilience, and competitiveness.
i. Position: The Marriott Hotel must first evaluate its market position about competitors and changing customer needs. Market share, brand perception, customer satisfaction, and financial success are analysed. Understanding Marriott’s strengths, weaknesses, opportunities, and threats helps it find competitive advantages and improvement areas (Metallo et al., 2021). Marriott’s brands and reward programmes attract and keep customers. 
ii. Choice: The Marriott Hotel must analyse its existing status and make strategic decisions regarding its future and priorities. Goals, strategic projects, and resource allocation are needed to achieve this. Marriott may invest in technology to improve guest experiences, expand into emerging areas to capitalise on growth, and vary its brand portfolio to satisfy consumer preferences (Weir, 2018). Marriott can boost competitiveness and growth by making market-driven decisions.
iii. Action: After strategic decisions, Marriott Hotel must implement plans. Implement strategic initiatives, track success, and adjust to market changes. Client-focused efforts, technology infrastructure maintenance and improvement, personnel training for personalised service, and marketing and distribution channel optimisation are actionable tactics (Weir, 2018). Marriott must foster creativity, teamwork, and agility to undertake strategic objectives and adapt to market changes (Morrison, 2020)
The Marriott Hotel uses the Position, Choice, and Action framework to match strategic decisions with internal and external capabilities. This makes the hotel more competitive and sustainable. 

[bookmark: _Toc163174215][bookmark: _Toc163174326]5.3 Prescriptive vs. Emergent Strategies
Strategic management uses prescriptive and emergent methods. Each method has merits and cons. As Marriott Hotel shifts its strategy to innovative customer service and resilience, prescriptive and emergent tactics must be understood.
A deliberate strategy formulation is called “prescriptive strategy.” This approach uses thorough analysis, clear goals, and systematic implementation. Marriott Hotel can take a prescriptive approach by formulating customer service goals, undertaking comprehensive market research, and creating precise strategic plans (Lynch, 2018). Marriott can plan, deploy resources efficiently, and track results using this technique (Walton, Lawrence and Human, 2015). Prescriptive techniques function best in stable, predictable, goal- and resource-clear contexts.
On the other hand, an Emergent strategy promotes adaptation, flexibility, and discovery-based learning (Öztürk and Hançer, 2021). Marriott Hotel can adopt an emergent approach by encouraging bottom-up innovation, ongoing learning, and staff opportunity-spotting. Marriott can adjust to changing market conditions, capture unforeseen opportunities, and settle issues in real-time utilising this strategy (Verret, 2020). Emergent approaches are useful in dynamic and unpredictable situations when traditional planning methods may not address complexity and ambiguity.
Integrating Emergent and Prescriptive Strategies:
Although different, prescriptive and emergent techniques can collaborate. Marriott Hotel might use both strategies for a balanced and flexible strategic management process. Marriott may employ prescriptive tactics to guide its strategy while adapting to new possibilities and dangers (Barreto and Mayya, 2022). This requires careful planning, adaptation, and responsiveness. Marriott adopts this comprehensive strategy to balance stability and flexibility, preparing for the future while monitoring market changes.



[bookmark: _Toc163174216][bookmark: _Toc163174327]6.0 Evaluation of Strategic Options
This section reviews Marriott Hotel’s strategy alternatives to reframe its strategic orientation for innovative customer service, resilience, and competitive advantage. 
[bookmark: _Toc163174217][bookmark: _Toc163174328]6.1 Fit with Marriott’s Objectives
The Marriott Hotel aspires to boost customer satisfaction, revenue, and market leadership in the competitive hospitality business. Strategic options will be assessed against these goals.
i. Customer Service Personalisation: Client satisfaction, loyalty, and competitive advantage increase with personalised customer care. Data analytics and technology help Marriott personalise experiences and anticipate customer demands, increasing visitor pleasure and loyalty. Marriott wants to deliver guests memorable experiences and long-term relationships (Thøgersen-Ntoumani and Ntoumanis, 2019). Our mission supports individualised customer service. 
ii. Expanding into Emerging Markets: Depending on aims, moderate to high. Marriott may expand into emerging markets to gain customers and diversify revenue. Marriott must adapt its offerings to local tastes, overcome regulatory challenges, and establish a strong brand presence in new areas to succeed. Marriott enters emerging areas to expand revenue and market share. Marriott can capitalise on expanding hospitality demand in Asia-Pacific and Latin America by carefully entering these regions (Timming, 2019). 
iii. Eco-friendly methods investment: Depending on aims, moderate to high. Marriott prioritises CSR, environmental stewardship, and sustainability. Sustainability projects may demand early investments but pay dividends in cost savings, brand reputation, and consumer loyalty (Robinson, 2022). Marriott invests in green efforts to improve its brand reputation and customer happiness. Marriott may demonstrate its commitment to sustainability and social responsibility by using energy-efficient technologies, eliminating garbage, and supporting community development. Sustainable practices attract eco-conscious customers and differentiate the organisation, increasing customer loyalty and brand reputation (Evans, 2015).

[bookmark: _Toc163174218][bookmark: _Toc163174329]6.2 Evaluation using EVR Model
The EVR model ranks strategic options by economic impact, financial viability, and risks (Paauwe, Guest and Wright, 2013). The EVR model is used to evaluate the Marriott Hotel’s strategy alternatives for innovative customer service, resilience, and competitive advantage.
Economic Impact
Personalised Customer Care should boost Marriott Hotel Company. Improved visitor satisfaction and repeat business can enhance revenue and profitability. Marriott may potentially charge more and gain a competitive edge by offering customised services. Expanding into new markets offers economic opportunities and challenges (Welti-Chanes, Serna-Saldívar and Campanella, 2020). These markets have revenue diversification and growth potential but require infrastructure, marketing, and property development. Demand in each target site, market competition, and regulation determine the expansion’s economic impact. Invest in Sustainability Sustainable practices may hurt the Marriott Hotel’s business. 
Viability
Marriott Hotel’s individualised customer care must demonstrate ROI and sustainable value. Marriott’s global profitability depends on data analytics and technology platforms, consumer preferences, and project scalability. Marriott’s success in new regions depends on its ability to capitalise on development possibilities and avoid risks. Different factors affect expansion feasibility. This includes market entrance hurdles, competitive intensity, regulatory compliance, and cultural adaptability (Tesone, 2019). Growth ventures need market analysis and careful localization to succeed. Sustainable practices must generate financial and brand value to be worth investing in. To thrive, sustainability measures must save money, improve operations, and boost brand perception and consumer loyalty. 
Risk 
Personalised customer service initiatives can cause data privacy difficulties, technological adoption issues, and customer resentment if they are intrusive or misplaced (Sturman, Corgel and Verma, 2011). Marriott must mitigate these risks by enforcing data security policies, respecting consumer privacy requirements, and developing customised service options based on feedback (Granata, Tartaglione and Tsiakis, 2019).
Political instability, regulatory compliance concerns, currency fluctuation, and cultural differences make emerging market expansion riskier. Marriott must form strategic alliances, recognise risks, and develop mitigation plans (Wibowo et al., 2020). Adaptability to market changes is needed to control expansion project risks. Without promised advantages, sustainable practice investors face regulatory compliance concerns, technology advancement uncertainty, and stakeholder backlash (Berger and Brownell, 2014). Marriott must conduct thorough risk assessments, include stakeholders, and incorporate sustainability into risk management. Marriott may reduce sustainability programme risks by being proactive. 


[bookmark: _Toc163174219][bookmark: _Toc163174330]7.0 Recommended Strategy
The Marriott Hotel should stress individualised customer care while expanding into emerging countries, according to extensive study and review. Analytical findings confirm this approach, which supports Marriott’s aims of innovative customer service, revenue growth, future resilience and sustained competitive advantage.
[bookmark: _Toc163174220][bookmark: _Toc163174331]7.1 Justification Based on Analytical Findings
The investigation found that tailored customer service can boost client satisfaction, repeat business, and Marriott’s competitiveness (Parn, 2018). A thorough research of hotel client preferences, market trends, and best practices highlighted the need for personalised experiences.
Economic value, viability, and risk considerations justify Marriott’s investment in personalised customer care projects (Biggeri et al., 2018). These efforts can increase reward programme enrollment and customer loyalty. Advanced data analytics and technology allow Marriott to scale tailored customer care. This significantly improves project success (Frey and Osterloh, 2018). Marriott reduces risks including data privacy concerns and technology implementation issues by employing strict data security measures, consumer authorization channels, and constantly refining personalisation algorithms.
Marriott’s expansion into emerging markets offers huge development opportunities, diversifying its revenue sources and attracting new consumer categories, according to an independent report. According to market dynamics, economic indicators, and competitive landscapes, Asia-Pacific and Latin America are key hotel growth regions (Riley, 2019).
The economic potential, viability, and risk concerns of emerging markets justify Marriott’s expansion. Rising disposable incomes, urbanisation, and tourism are driving hospitality service demand in these countries, which has not been completely optimised (Harrin, 2016). Although expansion projects demand initial investments and legal complexity, Marriott may mitigate risks with strategic alliances, market localization plans, and extensive risk assessment processes (Lowe and Marriott, 2017). By expanding geographically, Marriott reduces its exposure to market-specific risks and strengthens its resistance to economic and geopolitical shocks.
Marriott Hotel should focus on customised customer service while growing into new regions, according to analytical findings and strategic congruence with Marriott’s goals (Riley, 2019). Marriott can accelerate revenue growth, improve customer loyalty, and position itself for long-term success in the dynamic hospitality industry.

[bookmark: _Toc163174221][bookmark: _Toc163174332]7.2 Alignment with Marriott’s Long-term Goals
The ambition to focus on individualised customer care and expand into emerging markets aligns with Marriott Hotel’s long-term goals and strategic vision. To ensure that the chosen strategy addresses current issues and creates the framework for long-term growth, competitiveness, and value generation, this alignment is necessary.
Marriott’s long-term goal is to give customers amazing experiences and build lasting relationships. Marriott can tailor its services to specific clients, anticipate guest needs, and create exceptional experiences by emphasising personalised customer care. By exceeding client expectations and building emotional connections, Marriott promotes customer pleasure, loyalty, and lifetime value (Hinterwimmer, 2022). Marriott’s main goal is to expand its global market presence and revenue. Expanding into growing areas, diversifying revenue streams, and tapping into fresh demand can achieve this goal. Rising income, urbanisation, and travel appeal offer emerging markets huge growth potential. If it enters these areas smartly, Marriott may gain market share, penetrate new client segments, and capitalise on shifting consumer trends (Brewster et al., 2023).
Marriott is always evolving its brands to stay ahead of the competition. By personalising customer service, Marriott can differentiate its offers and give customers unique experiences. Personalised marketing improves brand perception and creates a unique value proposition that sets Marriott apart from its competitors. In the same way, Marriott’s development into emerging nations strengthens its brand presence in high-growth markets, boosting its competitiveness and market position (Harrin, 2016). Marriott wants to expand and survive the sector’s economic uncertainty. The proposed plan balances short-term revenue goals with long-term sustainability. 

[bookmark: _Toc163174222][bookmark: _Toc163174333]8.0 Implementation Plan: Levels of Strategy
To achieve the proposed strategy of prioritising individualised customer service and growing into emerging markets, a detailed corporate, business, and functional strategy plan is needed.  The three strategy levels are corporate, business, and functional.
Corporate Level Strategy:
	Levels 
	Objectives
	Key actions 

	Corporate
	The corporate goal of Marriott Hotel is to provide strategic direction, allocate resources, and oversee the implementation of the suggested strategy across its global hotel network (Reddy, 2017).
	· A corporate strategy plan should define the Marriott Hotel’s vision, mission, and long-term goals, prioritising projects related to personalised customer service and expansion into emerging markets (Zimmermann and Ravishankar, 2016).
· To implement the recommended plan, financial, human, and technology resources must be allocated. This ensures that the strategy matches corporate goals (Hyman and Sierra, 2018).
· Senior leadership, such as the CEO, board of directors, and executive team, should advocate for the proposed strategy, align, and oversee implementation.

	Business
	Marriott Hotel’s business unit tailors its strategy to market segments, geographic regions, and brand portfolios to maximise value creation and competitiveness.
	· Research and analysis are needed to discover target categories, new markets, and growth opportunities that fit the plan. Evaluate competitive dynamics, customer preferences, and regulatory frameworks to influence company decisions (Legrand, Sloan and Chen, 2021).
· Clear brand positioning strategies for Marriott’s large range of brands should emphasise customised customer care, distinctive value propositions, and market distinctiveness in both established and emerging regions (Williams and Micallef, 2011).
· You need a market entry strategy to expand into emerging markets. Market entrance barriers, legislative constraints, competitive landscapes, and regionally specific localization methods should be considered in these initiatives.

	Functional.
	The Marriott Hotel wants to align its marketing, operations, human resources, and IT departments to support the goal.
	· To increase guest engagement and loyalty, the marketing and customer experience department develops and implements marketing strategies and initiatives.
· The Operations and Service Delivery department improves operational capabilities and service delivery procedures to enhance customised customer care, streamline operations, and optimise guest experiences across Marriott’s global network (Yen and Yen, 2024).
· HR and Talent Development: Empower frontline staff, increase service quality, and foster a customer-centric, Marriott-aligned culture.



[bookmark: _Toc163174223][bookmark: _Toc163174334]9.0 Conclusion and Recommendations
The Marriott Hotel must change its strategic direction to deliver inventive customer service, ensure future resilience, and maintain a competitive advantage in the ever-changing hospitality business (Reihanian et al., 2012). After exhaustively examining internal and external aspects, assessing many strategy options, and verifying they correspond with Marriott’s goals, a clear strategic direction has emerged. Marriott Hotel prioritises projects that deliver individualised customer care while expanding into new markets. Marriott’s long-term goals are customer satisfaction, revenue growth, brand distinctiveness, and resiliency. It leverages Marriott’s strengths, tackles key issues, and aligns with its long-term goals. 
Recommendations: 
i. Technology and Innovation: Marriott should invest in technology and innovation to personalise customer service, streamline operations, and increase efficiency across its global portfolio of properties. To personalise experiences and boost guest satisfaction, data analytics, digital platforms, and customer relationship management solutions are vital.
ii. Human Resource: Marriott should prioritise talent development, training, and employee engagement to empower frontline employees and create a customer-focused culture (Lauby, 2015). Marriott can differentiate itself and give outstanding service by investing in its workers’ talents and competencies (Johnson et al., 2017).
iii. New markets: Marriott should strategically expand into new markets by conducting market analysis, creating market entrance plans, and forming strategic partnerships to navigate regulatory and cultural nuances.
iv. Market changes: Marriott must continuously assess market changes, client preferences, and competitor dynamics to adapt its strategy and operations. It will allow the corporation to adjust its plans (Williams, 2022). To manage the changing hotel industry and exploit new opportunities, flexibility and agility are essential.
These recommendations could help Marriott Hotel increase its competitiveness, customer satisfaction, and long-term growth and value generation. 
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