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[bookmark: _heading=h.5h3l91a186kg]Executive Summary
Marriott International is one of the global leaders in the hospitality sector. The brand has faced a lot of challenges in recent years. It has been driven by both macroeconomic and industry-specific pressure. Events like Brexit and the COVID-19 Pandemic have significantly disturbed the operations of Marriott in the UK. These have influenced its operational capacity, financial performance and overall brand perceptions. The report has used SWOT, PESTLE and TOWS. The analysis has shown that there are critical challenges which Marriott needs to address to sustain and improve its market position in the UK. 
The main challenges identified include labour shortages, supply chain disturbances, increase in operational costs and shift in the customer satisfaction level. To successfully overcome the problem, Marriott needs to use strong strategic responses which will be used for both operational concerns and long-term term brand sustainability.  
Main Findings
· Labour Shortages:  The change in the labour market which has happened due to Brexit and Post-pandemic has created an environment that has made significant gaps in the shifting, especially in the sector that depends on international and temporary workers. It is the shortage which has impacted the ability of Marriot to operate effectively and also maintains a high standard of services.
· Supply Chain Disturbance: Marriott has faced many challenges, mainly due to geopolitical tensions and logistical problems. All of these are resulted in cost increases and limited access to vital products.
· Rise in Operational Costs: Inflation has increased in recent times. It has driven the rise of energy and material costs significantly. These affected Marriott’s operational budget and also increased the cost-efficiency strategies a lot. 
· The decline in Satisfaction of Customers: There are changes in the expectations of customers, which has increased the demand for digital services and concerns around safety post-COVID-19. All of these have altered the satisfaction level of the customers and also made Marriott make changes in retaining loyalty and improve the guest experiences.
Strategic Recommendations
For navigating the present challenges and driving sustainable growth. Marriott International must adopt the following strategies for recommendations. It will be focused on stabilising its workforce, optimising operations, improving customer experiences and making financial strong.
1. Workforce Strategy
· Talent Hiring and Retentions: The labour shortage is in the post-Brexit and Post-pandemic landscape, Marriott needs to impediment the complete talent strategy which will focus on targeted recruitment, employee development and also in compensation. by attracting local talents through community programmes and customised employment packages will be helping Marriott appeal to the regional job markets. The strategic partnerships with educational institutions will provide a strong pipeline of skilled candidates. The investment in employee training programmes. It will cover both hospitality skills and managerial skills development. It will boost engagement and support the career progressiveness that will create long-term support. Moreover, the offering of competitive wages and flexibilities will be scheduling the remote work options where there will be a possibility that will help Marriott to evaluate the expectations of the workforce. It will create a stable and motivated team.
· Use of Technology:  The integration of advanced HR technology will be used to focus the talent hiring and retention efforts. The AI tools will speed up the candidate to match up to the suitable candidates in the roles which will streamline the onboard improvement efficiency that will be aligned with the culture of the company. There re-implementation the of the employee engagement platform which is implemented for real-time feedback and also recognition will create a positive workplace culture. It will boost the morale and also improve the retention of the top talents.
2. Supply Chain Optimisation
· Diversified Supplier Base: There is a reduction in limiting the supplier network which is important for Marriott. The diversification of the supplier network will be included with a focus on the local suppliers that are feasible. It will be reducing the present problem of Marriott which is present in their present global supply chain and is distributing them. The realisation of the supplier relationship management of Marriott must strengthen the relationship which is the main supplier through collaboration initiatives and long-term contacts. It will be providing access to quality materials at a favourable pricing. 
·  Depending on Sustainability: Sustainability has become one of the major concerns for Marriott in the UK. It is due to the preferences of the customers. The brand is focused on sourcing environmentally friendly, ethically produced goods. They will be enhancing the eco-conscious guests as there will be a reduction of waste. Marriott will be minimising operational costs by reducing energy use. It will help them to decrease food waste and also incorporate recyclable materials that are aligned with the environmental goals.  
3. Operational Excellence: 
· Cost Reduction Initiatives: Efficiency is the main key to offset the increase the operational costs. The energy efficiency of Marriott news to adopt energy-saving solutions like LED lighting, and automated energy systems that are renewable energy sources for the reduction of the utility expenses. The streamlining of procedures like check-in or check-out and housekeeping that are used by lean management principles will lower labour costs, reduce redundancies and will also boost productivity. 
· Enhancement of Customer Experience: Guest satisfaction will involve personalisation, digital integration and responsiveness to the feedback. These are the personalised services that will be used for guest data that will enable Marriott to use the services to individual preferences that will create a memorable experience. With digital transformation, Marriott will enhance convenience through digital offerings like check-ins and real-time guest communications that are aligned with the guests in their digital expectations. The feedback systems will be actively gathering and analysing guest feedback through surveys and reviews that will allow Marriott to quickly adjust services according to the guest's concerns. All these will be improving the loyalty and satisfaction. 


[bookmark: _heading=h.30j0zll]Introduction 
Marriott International was started by J. Willard Marriott and his wife Alice Marriot in 1927 in Washington D.C. As time passed, the company expanded into a vast hospitality business under their son Bill Marriott. Originally it was a family-owned venture, but now Marriot is the leading publicly run business (Marriott, 2024). It is one of the largest hotel chains all over the world. It is recognised for its diverse portfolio of brands. It ranges from luxury accommodations to budget-friendly options. In the UK, the presence of Marriott is significant. The brand has many properties across the major cities like London, Manchester and Edinburgh in the UK. After entering the UK market, the brand has used sustainable initiatives in the UK that support the local communities. It has reduced the environmental impact in the UK through its “Server 360” programme. The emphasis of Marriott on innovation and guest experience has strengthened its position as one of the leading hospitality brands in the UK. The operation of Marriott in the UK is expected to reach 19 billion by 2029. It does highlight the economic importance.
During Brexit, the country faced the problem of labour shortage due to new visa regulations in the country. Many employees from the EU have to go to their own home country due to the changes in the policies (Dhingra and Sampson, 2022). Later COVID-19 pushed the businesses of the entire country back. The entire hotel industry of the country suffered in the first and first quarters of 2023 and 2024 respectively due to the high inflation in the country. These factors not only affected the business of Marriott International but also other businesses. However, many companies are overcoming these challenges strategically, whereas some organisations are still experiencing downfalls.  
The company I am working for is McKinsey & Company, which is a consultancy company in the United Kingdom (McKinsey, 2023). The company offers consultancy services worldwide to solve different issues from technological to managerial. To address and solve the existing issue of Marriott International, a specific research paper is to be made. The paper will discuss the core reasons and effects of those reasons on the business and aim to make some strategic recommendations to make the effect of those issues less or mitigate the issues permanently. In this paper, the issue of Marriott International will be analysed through different frameworks such as SWOT and PESTLE. SWOT analysis framework will be used to gather information about the internal strengths and weaknesses, which are very essential to construct strategies. Moreover, the SWOT framework will help to assess the opportunities and threats to the business, which are also needed to make strategies to grab the opportunities and make critical risk management plans to reduce the possibilities of the threats. Further, PESTLE analysis is very useful to monitor and assess the external forces that impact the business. By analysing the factors of PESTLE it will be helpful to point out the forces that are affecting the business to loss and make an effective plan to overcome those factors. The TOWS analysis would help in this research to make strategic decisions concerning the weaknesses and threats, which will eventually enable Marriott International to leverage the opportunities and mitigate existing challenges. 
Overall, the research paper will focus on constructing an effective action plan for Marriott International with some strategic recommendations. The recommendation will be prepared by prioritising the strengths and weaknesses of the organisation so that the company can catch the probable opportunities effectively for the growth of the business. The recommendations will cover all the functions such as marketing, finance, human resource management and so on. 


[bookmark: _heading=h.1fob9te]Analysis 
Marriott International has been suffering from a decrease in the valuation of its business operation. The recent cases like Brexit, Covid-19 and inflation of 2023 and 2024 were the reason for the downturn of the business. Recently, the company shut down its hundreds of restaurant businesses and cut off around 1500 jobs (Riches, 2024). The downturn of the business has significantly affected the growth of the business and raised the question of further sustainability. The decreasing valuation due to the above factors affects the whole business including Marriott International’s brand reputation, operations and other functions. 
[bookmark: _heading=h.3znysh7]Impact on the Hotel
This has been substantially affecting Marriott International's business, operational scope, and financial health. The drop in the valuation from £1.1 billion in 2020 to £800 million in 2021, is hugely due to the economic and the impact of the Covid-19 pandemic (Davis et al, 2022). The reduction in the valuation led to a cut-off of jobs and the closure of restaurants across the United Kingdom. It highlights how the company has been affected due to the rising costs and inability to sustain profit margin.  
[bookmark: _heading=h.2et92p0]Causes:
The major reasons for Marriott International’s recent downturn include the Covid-19 pandemic, Brexit and inflation. Brexit started the issue of disruption in the supply chain and availability of labour specifically in the Hotel Industry. More significantly, in the 2024 first quarter, the inflation rate in the United Kingdom reached around 4%, which affected customers' purchasing power and raw materials pricing (ON, 2024). 
[image: ]
Image No 1: Consumer Price Inflation in the UK
(Source:  ONS, 2024)
[bookmark: _heading=h.tyjcwt]Reputation: 
The ongoing downturn of the organisation has been affecting the business’s reputation in the market. The recent inflation increased the cost of products, which made Marriott International increase its prices of services. In 2023, the price of the rooms at Marriott International from £97 to nearly £112 a night in London and outside London, increased by 12% (Kollewe, 2023).  The rise of prices of the services of rooms, food and so on affects reputation in the market among the customers. The recent cut-off of jobs is also affecting the reputation of Marriott International as a good employer in the market. 
[bookmark: _heading=h.3dy6vkm]Income: 
After COVID-19, the organisation's income has seen potential growth, however, it is comparatively low to the pre-pandemic scenarios. The direct impact of the causes has not been seen on the income of the organisation. However, shutting down more than 100 restaurants and lay-off around 1500 will have a high possibility of impacting the income of the organisation. 
[bookmark: _heading=h.1t3h5sf]Scope:
In the long term, the organisation has a high scope of remarkable growth in the market. Its network of 800 hotels and 72,000 rooms across the UK, Ireland and Germany shows its strengths in terms of room availability (Tsionas, 2021). Moreover, the organisation is focusing more on international business, which opens a significant scope for the organisation to globalise its business. However, Covid-19 and Brexit pushed the business a little back, which led to current job cuts and shutting down the existing business. So these factors significantly affect the future scope and growth of Marriott International. 
[bookmark: _heading=h.4d34og8]PESTLE Analysis:
PESTLE analysis is a strategic framework that helps examine the external forces that affect the industry as a whole. It helps to critically understand the factors and their effects on the business. It not only helps to find the negative effects but also the positive impacts of the factors on the industry (Simões, 2019). It further helps in decision-making considering the opportunities and risks in the business environment. Below is the explanation of the PESTLE forces that affect not only Marriott International but also the whole hotel industry of the United Kingdom. 
· Political: Political factors or forces related to the political scenario of the country, which include government policy changes, political conflicts, political stability and many more. The main political factor that affects the entire hotel industry of the United Kingdom is Brexit. During Brexit, the industry faced a huge shortage of labourers. The number of workers decreased by 26% and the rate of vacancies increased by 72% during that period (Harvey, 2023). The shortage of labour led to the consistency of the products and service quality of the industry.  
· Economic: Economic factors include forces like the unemployment rate, the change in the foreign exchange rate, inflation and many more which affect the profitability of the businesses. The recent inflation in the economy of the UK is also a factor that affected the hotel industry (George, 2021). The around 4% increase in the inflation of the country affected the purchasing power and disposable income of the consumers. Moreover, it raised the products and services prices, which altogether affected the business of Marriott International. 
· Social: After the pandemic, the hotel industry has been facing serious pressure because customers started seeking health-conscious dining and living (Serdyuk, 2023). Maintaining it under low prices for the hotels becomes a major problem or they have to lose their customers. 
· Technological: Technological factors include the rate of technological innovation and development that could affect a market or industry. The whole hotel industry in the world is transferring towards digitalisation to make customer experiences better (Bertozz et al., 2020). The new and advanced systems like online booking, AI-driven chatbots and contactless check-ins are some of the examples. 
· Environmental: Environmental forces are the forces that are influenced by the surrounding environment and the effect of ecological aspects. The growing demand for sustainability development and practices in the operation becomes a high responsibility for the businesses. The new legislation, the Environment Act 2021 of the United Kingdom has introduced new responsibilities and goals for businesses and compliance with the legislation is important for the business to save it from regulatory issues.  
· Legal: Labour and employment laws, taxation laws, documentation, safety and security in the workplace and various things changed after Brexit. It led to confusion and chaos in the businesses which also affected the operational costs (Bianchi, 2022). 

[bookmark: _heading=h.2s8eyo1]SWOT Analysis:
SWOT is a strategic planning tool used to identify the strengths, weaknesses, opportunities and threats that exist in an organisation, which either positively or negatively affect the operations of the organisation.  
· Strengths: Marriott International has strong brand recognition in the market. The brand popularity of Marriott International in the UK. Moreover, it has built its wider market presence through its high number of hotels (Gursoy et al, 2022). 
· Weaknesses: The decline of service quality is one of the major weaknesses of the company which led to dissatisfaction of the customers to the organisation. The recent closure of the restaurant business may become a weakness for the organisation. 
· Opportunities: Through the strengths of market presence and brand awareness, Marriott International can open its hotels in different countries. It also helps the business for competitive advantages in the market. 
· Threats: Competition can be a major threat to the businesses of the hotel industry due to emerging hotel brands (George, 2021). Moreover, labour shortage and rising operational costs due to inflation can be two major weaknesses for the hotel industry, which have higher chances of occurring. 
[bookmark: _heading=h.17dp8vu]TOWS Analysis:
TOWS analysis is also a strategic business framework which is used to strategically utilise the strengths to embrace opportunities and deal with the threats as well as minimise the weaknesses. 
	
	Embrace Opportunities
	Deal With Threats

	Playing to strengths 
	Strengths to Opportunities

· Through the strengths in brand recognition, market presence and so on, it can enlarge its operations to the international Market.
· It will help the business to attain more growth and achieve economies of scale (Page and Connell, 2020). 
· It will help to reduce the dependency on one economy and lead to making strategic pricing decisions to attract more customers. 

	Strengths to Threats

· To maintain competitive pricing in the industry, Marriott International can reduce the effect of possible competitiveness in the market. 
· Embracing a risk management plan in the business operation. 
· Building connections with different suppliers of raw materials would help reduce the impacts of factors like inflation. 

	Mitigating Weaknesses
	Weaknesses to Opportunities

· To achieve the opportunity of high-quality service delivery, the company needs to focus on training, development and retention of the existing workforce of the organisation. 
· By focusing on operational efficiency, the organisation can deal with the problems of rising inflation and fluctuating prices.  
	Weaknesses to Threats

· Minimising the closing process of businesses will reduce the value of the assets of the organisation, which will affect the business in the long term.
· Focusing on operational efficiency would help the business mitigate the issue of revenue loss. 



[bookmark: _heading=h.3rdcrjn]Possible Future directions:  
Operational Efficiency: To restore profitability and stabilise the market position of the organisation, Marriott International should focus on operational efficiency by optimising the supply chain and technologies with more financial views (Sinha and Fukey, 2020) To optimise the supply chain of the organisation, Marriott International can focus on searching for different alternative suppliers in the market and negotiate with them. More technology and innovation development in food production and technology for energy efficiency would help cut a significant margin of expenditure. 
· Optimising Manpower: Through training and development of the existing manpower of the organisation, operational efficiency can be achieved in every process (Sharma, 2020). Moreover, it will be helpful for the business to maintain consistency in the service delivery to the customers. 
· Risk Mitigation Plan: A better risk management plan to mitigate probable threats to the business is very important for businesses running on large scales (DuHadway et al., 2019). Marriott International should focus on building a group who are aware of the factors that can affect the business in the future. It will help to get an alert before the risks and make a strategic mitigative plan to keep the business safe from those risks. 
· Diversification: As the hotel industry is saturated day by day, Marriott International should focus also on other business aspects. It will help to diversify the income sources and leverage the business’s brand name more effectively (Oladimeji and Udosen, 2019). 
By embracing these aspects in the future, the business will be able to continue its business processes and can avail itself of competitive advantages in the market. Further, through diversification and entering into different markets, the market will have access to different markets with different products and services. It will give the business the ability to sustain more in the future. 

[bookmark: _heading=h.tsrr8naxik4d]Recommendations and Change Management:
Based on the SWOT, TOWS and PESTLE analyses, the following recommendations are being proposed for addressing the main challenges faced by Mariott International in the UK (Johnson et al., 2020). All of these recommendations will aim to improve the operational efficiency, manage risks and capture the growth chances of Mariott. These will be done by ensuring sustainable practices.
[bookmark: _heading=h.cq3i5w6g6r6y]Operational Efficiency: 
As there was inflation due to Brexit, it caused disturbances and also raised operational costs. Marriott needs to focus on streamlining its operations to maintain its profitability. Through the optimisation of its supply chain, the brand will be will minimise the effects of inflations and also increase the growth to future economic changes. Here are the approaches which will be helping Mariott in this.
· Diversification of Supply Chain: Marriot needs to create a relationship that will widen the range of suppliers. It will be reducing the dependency on fewer vendors. It will be particularly beneficial when there are unexpected supply chain disturbances.
· Cost Reduction Initiatives:  The usage of technology like AI-driven inventory management and predictive analytics might be helping Marriott to cut off costs (Fagyas and Datta, 2023). It will be done through better managing of the resources and the devices used for forecasting the demands.
· Sustainable Operations: Marriott has “Serve 360” initiatives. These include the reduction of environmental impacts. It might be expanded by the implementation of energy-efficient practices that are done across its properties in the UK and the world (Correia, 2022). It not only gets aligned with the environmental regulations but might result in significant cost savings in the utilities.
[bookmark: _heading=h.9i4kda3dj2n2]Strengthening the Workforce:
It is been seen that Mariott has been facing labour shortage and workforce-related challenges in the UK due to Brexit along with post-pandemic shifts (Neupane and Khanal, 2022). Marriott must implement some of the policies that will attract new talent and also help them retain talents in this highly competitive hospitality sector.
· Talent Acquiring in Post-Brexit: There is limited access to EU labour due to the new visa regulations. Marriot might be focusing on creating its talent pool in the UK (Neves, 2022). It will only be achieved through partnerships with local institutions and universities. They will be enabling Marriott to get connected with students who are studying hospitality management and want a good career in this sector. It will create a reliable recruitment pipeline.
· Employee Training and Development: Marriot might be interested in investing in their regular training programmes. It will reinforce service quality standards and also provide the employees with growth chances (Goh and Okumus, 2020), By creating a strong a strong internal culture that will give priority to learning and development. Marriott may create employee morale with job satisfaction. It will help to reduce the turnover. It will also ensure that there is the consistency of high standards of services across properties.
· Retention through Competitive Benefits:  In an industry which is always well-known for its high turnover, Marriott must improve its benefits package that wil attract and retain employees (Wilkinson et al, 2023). It will include competitive career development options and health and wellness initiatives with flexible working arrangements. By giving priority to these incentives, Marriott will be improving employee retention. It will build up itself as the employee of choice in hospitality and also strengthen its position in the UK labour market.
[bookmark: _heading=h.qq3tjpkr1n1b]Emphasising the Innovation and Digital Transformation:
Since the hospitality sector is going through a significant digital transformation. Marriott needs to continue its integration of new technologies which will enhance the guest experience and also streamline its operations.
·  Smart Technology Integration: Marriott might improve the guest experience by adapting to digital check-ins, mobile key rooms and AI-powered chatbots for supporting customer support (Bharwani, S. and Mathews, 2021). All of these innovative initiatives offers will be seamless and modernised staying. These will be helping to operate the operational tasks for the staff. These will lead to greater efficiency by reducing manual work. These will help the staff to to focus on higher value of interactions which will improve the overall service quality.  
· Customer Data and Personalisation: Through the use of data analytics, Marriott will have a better understanding of guest preferences. It will enable targeted marketing campaigns and personalised experiences (Torres, 2023). It is the approach which is vital for building customer loyalty as the guests increasingly expect good customised services. The personalised interaction will enhance the satisfaction and will be increasing the repeat visits. It will finally strengthen the competitive edge of Marriott.
· Sustainability and Automated Solutions: The investment of Marriott in automated, eco-friendly solutions for lighting, heating and energy management is aligned with the sustainability objectives and will reduce operational expenses (Alrawadieh et al., 2021). Smart rooms with features like automated climate control appeal to environmentally conscious travellers and will offer practical benefits that will be contributing to the wider strategy, and environmental goals that will be improving the brand reputation.
[bookmark: _heading=h.ha0j1o8zyjva]Expanding to the Main International Markets:
To protect itself from the economic fluctuations in the UK Marriott International needs to expand its footprints to a stable and growing market.
· Global Divisatication Strategy: By expanding its operations in the regions with growing tourism sectors like Southeast Asia and the Middle East. Marriott will be reducing its dependency on the UK market (Catana and Toma, 2021). It is the strategy which will also allow Marriott to capture changes in the emerging markets with the growing demand for hospitality services in those places.
· Brand Positioning and Differentiation: Marriott has a diversified brand portfolio. It is from luxury to budget-friendly options. It allows it to target a wide range of customer base. It is the strategy which will position Mariott in the specific international market (Krupennax and Ostapenko, 2023). It will help Marriott to attract diverse demographics of travellers.
· Improved Partnership with the Tourism Boards: Marriott might collaborate with the tourism boards of different countries to attract international tourists. Through participation in promotional campaigns, Marriott will strengthen its brand visibility globally (GIRGEN, 2021).  
[bookmark: _heading=h.pwb7eit3ci2]Development of Risk Minimisation and Crisis Management Plans
Marriott has faced a lot of challenges due to Brexit and the COVID-19 Pandemic. So, some proactive risk minimisation strategies are important for flexibility against future crises.
· Complete Risk Assessment: Marriott needs to perform its regular risk assessments to identify potential threats to its operations (Middelveld, 2022). It will involve an examination of the marketing trends, economic conditions and also political shifts in the main regions.
· Crisis Management Training: Staff all over the Marriott properties are required to get trained in the crisis management protocols. It will include the preparation for health crises, natural disasters and political instabilities (Pozzobon, 2021). Through the training, there will be an assurance of quick and effective responses to any situation that will arise.
· Financial Risk Minimisation: The maintenance of the contingency fund and diversified investment, will help Marriott to manage financial risks during economic downturns (Tariq, 2024). The implementation of flexible budgeting will allow the brand to reallocate resources quickly when they are needed.
[bookmark: _heading=h.3et5w4ie6zgs]Improvement of Brand Image Through Sustainable Initiatives:
As there is the rising importance of sustainability to customers, Marriott may further make the differentiation by using its eco-friendly practices and promoting sustainability across its operations.
· Expansion of “Serve 360”: Marriott must implement additional energy-saving and waste-reduction systems to its all properties. It will showcase its commitment to sustainability (Wesley et al., 2024). It will involve sustainability in its sourced food and other requirements like energy-efficient appliances and waste reduction strategies.
· Green Certifications and Standards: By getting the green certifications, Marriott will ensure that environmentally conscious guests about their commitment to sustainable practices (Kapoor et al., 2023). These certificates Green Key or ISO 14001 will improve the credibility of Marriott in that area. 
· Community Engagement in Local Market:  Marriot will be strengthening its reputation by engaging itself in community support projects. It will include initiatives that are focused on environmental conservation, community development and local partnerships.
[bookmark: _heading=h.hqfftqgn0k0o]Competitive Pricing Strategies for Managing the Rising Cost and Maintain Market Postionings:
As there is high inflation, Marriott needs to reassess its strategies to stay in the competition without disaffecting customers. 
· Flexible Pricing Models: Through the adaptation of the dynamic pricing strategies, Marriott must adjust the rates of its rooms based on the demand, season and booking trends (Rice et al., 2023). It is the approach which will allow the brand to maximise its revenue by remaining accessible to the broader scale of audiences.
· Cost-Cutting Measures in Non-Essential Araes: To avoid the passing of all cost increases onto customers, Marriot will have to know and identify the non-essential areas where costs might be reduced without compromising the quality. These are digital communications for booking confirmations with few physical things in the rooms.
· Loyalty Programmes and Discount Offers:  The Bonvoy programme of Marriott will be used to provide exclusive discountounts to loyal members. It will help them maintain customer loyalty when there are economic downturns or when customers might be more price-sensitive (Liberato et al., 2023).
[bookmark: _heading=h.7zijsdrn98b5]Implementation of the Marketing and Branding Campaigns
To maintain the competitive edge, Marriott must launch a marketing campaign.  It will highlight the unique offerings from luxury stays to eco-friendly initiatives.
· Highlighting Unique Selling Points (UPPs): The diversified brand portfolio of Marriott will create different types of customer requirements. It will be from luxury to budget-friendly options (Uner et al.,  2023). The campaigns will focus on sustainability which is becoming increasingly important for travellers. Marriott will give importance to its different segments of travellers.
· Storytelling Through Sustainability: Since sustainability is becoming important to travellers. Marriott will give importance to its sustainable initiatives in its marketing efforts (Bovsh et al., 2021). Showcasing the stories of how Marriott has properties that will support local communities and environmental goals will strengthen its brand image.
· Digital and Social Media Engagement: Marriott should be focusing on its digital marketing as it is important, especially on social media. It is so, as travellers frequently look for vacation inspirations (Gregoriades et al., 2021). The creation of engaging content like virtual tours, guest testimonials and partnerships with influencers will be creating attraction to potential guests. 

[bookmark: _heading=h.t7qyzv3g41iv]Investment in technology for supporting Long-Term Innovation
With the advancements made in digital technologies, Marriott has created the chances for innovation in customer experience, operations and internal management.
· Digital Customer Services: The implementation of AI-driven chatbots and virtual assistants will improve customer services. It will provide instant responses to guest inquiries (Dhirasasna and Sahin, 2021). The automated systems will also enhance the customer interactions. It will be making it easiest for the guests to gook and manage their stay. 
· Data-Driven Decision Making: The investment in advanced analytics will help Marriott to better understand customer preferences, identify upcoming trends and make data-informed decisions in areas like pricing, marketing and product offerings (Giotis and Papadionysiou, 2022).
[bookmark: _heading=h.hu94mxupb5cg]Collaboration with the Stakeholders for Privacy and Regulations:
Marriott will work with stakeholders in the hotel and tourism sector to see that there are supportive policies and improvements in regulations
· Industrial Association: Marriott might use an industrial association like the British Hospitality Association (BHA). This association would be used for participation in policy discussions and advocating for favourable regulations concerning labour law, taxes, and sustainability (Canhoto and Wei, 2021).
· Collaboration with local Government: The local government will closely with Marriott. It will ensure compliance with the changing regulations (Yallop et al., 2023). Collaboration on tourism development plans with governmental bodies will also be beneficial to the operation of Marriott in specific regions.
[bookmark: _heading=h.mdkzzf7mw9i6]Change Management Practices and Procedures 
[image: ]
Image No.2: Change Management Practices and Procedures
(Source: Sharma, 2024)
Marriott needs to change its management and implement the following.
· Clear Communication: Marriott must use clear communication about the reasons and benefits of the changes, such as the updated duties or schedule, to facilitate addressing concerns and promote transparency (Shulga, 2021).
· Training: The brand should be providing training for new tasks or technologies. It will empower employees to support a smoother transition (Belias and Trihas, 2022).
· Support System: Flexible schedules and counselling services will help employees adjust to their new responsibilities and reduce stress (Sung and Kim, 2021).
· Recognition: The recognition of the adaptability with the rewards will create motivation and acceptance. It will encourage a positive approach to the new practices (Larsen et al., 2020).  



[bookmark: _heading=h.h9qbywgqu806]Action Plan

	Number 
	Problem 
	Solution 
	Desired outcome 
	Time  
scale
	Completion  Date
	Planned  
Budget

	1
	Poor external signs and outdated brand image
	Updating the logo of the brand. It will be done by maintaining the brand colour scheme with the font. It will be aiming to preserve the loyalty of the brand. It will be modernising the look of Marriott International.
	The feedback from the customer on the outdated branding has improved. It will reassure the existing customers. It will attract new ones with a fresh and recognisable appearance (Taub and Bradley, 2020).
	 3months
	16/01/2025
	5000 GBP

	2
	Inconsistent signs across the locations
	Standardising all the signs present across different locations will create a unifying brand identity which will resonate with customers everywhere.
	Customers will be recognising the consistence branding presence. It will enhance loyalty and strengthen the position of the brand in the market (Tan et al ., 2020).
	4 months
	15/02/2025
	7000 GBP

	3
	Insufficient placement
	Re-evaluation of the signed placement which will ensure the visibility that has been present in high-traffic areas. It will ensure the reach that has been targeting the audience effectively (Higham et al., 2021).
	There will be an increase in the visibility in high-traffic zones. It will be leading in brand awareness and more customer traffic to the hotels of Marriotts
	2 months
	3/1/2025
	9000 GBP

	4
	Lack of Digital signs
	incorporating the digital signs which are used to display real-time offers and updates. It also helps in the visualisation of the engaged content which is appealing to modern customers
	Using more interactive and dynamic brand experiences will keep customers informed by engaging them to create a contemporary image that collaborates with digital trends (Pavlatos et al., 2021).
	5 months
	31/3/2025
	4000 GBP


Table No.2: Table for Plan of Action
(Source: Created by the Learner)

Explaining Each Solution
Logo Update: It is the step which is been used to address the perception that gives the brand a fresh look. The maintenance of the colour schemes with the font minimises the risk of the loss of brand recognition. It will ensure the loyalty of the customers while still feeling connected (Spadaro et al., 2023). 
Signs of Standardisations:  Through the unification of the signs in different locations, the improvement of brand consistency will create a strong presence. It will be a unified presence that will create the trust of the customers and familiarity.
Improved Placement: There will be strategic positioning that will give high-visibility of areas. It will be maximising customer engagement, increasing the footprints and finally improving the brand visibility.
 Digital Implementation:  The addition of digital elements in modernised brands will enable real-time updates, and it will be appealing to tech-savvy audiences. It will be improving the customer experience (Newman et al., 2021).



[bookmark: _heading=h.6aiibnoa2eia]Conclusion 
Marriott International is a global giant in the hospitality sector. It has faced many significant challenges in the past years. External factors like Brexit, the COVID-19 Pandemic and also rising inflation have significantly created an impact on the operations of the company.
The analysis will be conducted through frameworks like SWOT, PESTLE and TOWS has been used to reveal the main areas of concern. The labour shortage and supply chain disturbance increased operational costs and also decreased customer satisfaction which has come to be a major challenge. To address these issues and position Marriott for future growth complete strategies are important.
The proposed recommendations are being designed to improve operational efficiency, it will be improving workforce development and clarify the digital transformation. It will be giving priority to sustainability and strengthening risk management. It is the implementation of these strategies that will help Marriott not only to overcome the present challenges but it will capitalise on the future chances.
Operational Efficiency: Utilising the supply chain operations and implementing cost-saving measures. There will be the use of technologies that will optimise the resources that are allocated. These are the important steps that are reducing the cost and also improve the overall performance.
Workforce Development: Investment done employee training and development will create a strong employer brand and the offerings will be competitive in compensation packages. All of these are essential to attract and retain the top talents in the industry.
Digital Transformation: Using digital technologies will revolutionise the guest experience. The integration of AI-powered chatbots, mobile check-ins and check-outs with personalised recommendations will enhance customer satisfaction with their loyalty to Marriott.
Sustainable Initiatives: Giving priority to sustainability will significantly improve the brand reputation of Marriott, attracting environmentally conscious customers and also using their regulatory requirements. It will reduce the carbon footprint, minimising waste and sourcing sustainability.
Risk Management: The development of a strong risk management framework is vital to identify assess and minimise the potential risks. Regular risk assessment, implementation of the unified plans and staying updated with the industrial trends will help Marriott to effectively manage the risk and also ensure business continuity.
The effective addressing of the main areas Marriott International will come up from the present challenges and will become stronger. By using this innovation to focus on customer satisfaction and giving priority to sustainability. Marriott will solidify its position as one of the leading hospitality brands in the UK and also globally. The future of Mariott International is right and with the implementation of these strategies and recommendations. The company will have the ability to navigate the complexities of the hospitality sector and achieve long-term success. 
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