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Executive Summary
This report is a situational analysis of Marriott’s marketing activities whilst anticipating and suggesting future developments. This report identifies how Marriott market their service and reviews it success or lack there of, whilst analysing their marketing activities.  This report is not exhaustive and there are omissions. It focuses on the key points from Marriott International’s marketing efforts.


















Introduction

In 2021, Marriott International celebrated their 95th anniversary having experienced “the sharpest downturn” in the company’s history with 2022 seeing Marriott International achieving “full global revenue per available room (RevPAR) recovery to pre-pandemic levels” (Marriott International, 2022, p ii) (Appendix 1). According to their financial report, they continue to focus on the expansion of travel offers with innovative ideas and engaging their customers. They claim that their app, ‘Marriott Bonvoy’ (Appendix 2) is an integral part of this, with usage up “32%” with their digital platforms making great advances and are proving to be profitable. 
Marriott continues to be one of the top 10 best places to work, only being surpassed by Hilton in hospitality (Fortune, 2023). With the launching of “Be” (Appendix 3) it is not difficult to understand why. Marriott International have always put people at the forefront of the business with “putting people first”, focusing on “three distinct pillars: begin, belong, become” (Marriott, 2023) This is what has driven their success and is a huge part of their marketing strategy. Using their employees at the helm of their business, empowering employees to surpass expectations and fix problems as they arise, to provide the ultimate guest experience.
Consideration needs to be made across the board about how and when to market appropriately and act accordingly.  There are many questions that must be answered in order to effectively market ones product, or service in the case of Marriott International. Firstly, know your customer, having no clients will result in a failed or non existent business. Great business that thrive, know their customer base, desires and ever evolving demands (Fahy and Jobber 2019, p 4). They claim that the aim of marketing is to gain indefinite customer satisfaction, and not short term ideas or any misleading or deceptive ideas. According to Peter Drucker, “because the purpose of a business is to create and keep customers, it has only two central functions, marketing and innovation. The basic function of marketing is to attract and retain customers at a profit” (Forbes, 2006). 
According to Les Roches (2023), Marriott sits at number 5 in the top 10 hotel brands worldwide, having moved from number 2 in 2020. Cited in Brand Finance (2018) David Haigh claims that the league table reflects the feat of Marriott’s expansion strategy, which seems to exert a positive impact on the brand’s future. 















Main Findings

Jobber and Fahy (2019, p.4) state that “companies succeed and fail for many reasons, but very often marketing is central to the outcome. The reason for this is that the focus of marketing is on its customers, and on their changing needs. Businesses should constantly challenge themselves to review the ever changing demands and climate in order to attract clientele. Commonly known, business that fail to evolve, will struggle to survive in the volatile world of business. Reviewing the current climate, one needs to only review the challenges externally that business have faced such as Covid, Brexit and Inflation to see how easily businesses can be affected. Businesses must also consider their product and brand essence. 
“One of the most effective ways to think about products is in terms of their mix of tangible and intangible components.” Jobber and Fahy (2019, p.166). Marriott falls into the category of intangible, a service, although does offer both tangible and intangible products/service. Marriott International as a brand (rather than product) distinguishes the differing offerings from a competitor. Both need to be considered (brand and product) in order to be competitive. Fahy and Jobber claim that brands create “company value”, “consumer preference” a “barrier to competition” and “high profits (2019, p.171). Marriott have been at the forefront of the industry and were the first to segment their hotel offerings along with benefits to their loyal customers. Their reputation for excellent service and products promotes confidence from the consumer, both business and pleasure worldwide, consistently (Marriott, 2000). In an interview with Elliott (2021) Tina Edmundson (Marriott’s president) states that "brands help consumers make decisions and brands make a promise” and consistently keeping those promises are key to building a successful brand. Their target audience varies, with differing properties falling into a niche market, and Edmundson claims this attracts the right person to the right property, reviewing both “demographics and psychographic elements and stacking their brands accordingly”.
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(Fahy and Jobber, 2019, p. 146 fig. 5.4)
Marriott designs to a target consumer, and claims by trying to appeal to a mass market Marriott and their portfolio would get “a whole bunch of nothing” (Elliott, 2021). Their mixed portfolio (shown above) from both their targeted email and from Fahy and Jobber’s figure, is key to this appealing to the masses, but with knowing that each different property appeals to the differing individual. The target audience, will feel, as Elliot (2021) states, the experience is “tailor made just for them”. 
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(similarweb, 2023).
Marriott seemingly use these different types of segmentation to their advantage within their portfolio, highlighting psychographic, in other words, reviewing personality traits in order to attract their clientele (Kotler et al, 2016) and demographic considerations, such as age, gender, family, education and income (Kotler et al , 2016). These could also be linked to Freud’s theory of psychological wants and needs and subconsciously appealing to people on differing levels (Appendix 4), whilst Aaker’s Brand Personality Dimension Model may also be used to help. “Consumers often choose and use brands that have a brand personality consistent with their own actual self concept “ (Kottler et al. 2016. P224). 
[image: Aaker]
									(mbaSkool, 2021)
Reviewing the American Brand Personality Dimension, along with Marriott International’s portfolio it is clear to see that Marriott International almost certainly combine these efforts along with segmentation into their marketing strategy. Their core product is obvious, hospitality services. The varying sub brands fall under Select, Premium, Luxury and Longer stays.  It has succeeded due to the different brands offering great customer service and value for the price (Shastri, 2023). 
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(Shastri, 2023).
Combining the theory of Aaker and Shastri and evaluating some of the properties, it is clear to see what sub brand will appeal to which guest. Marriott Courtyard, for example, falling into ruggedness and competence, whilst Ritz – Carlton Hotels appeals to sophistication. It could be argued that the differing options will appeal to the masses subconsciously, with the guest choosing what they feel is either best suited to their natural nature or their circumstance. Freud’s theory is key to understanding this whilst combining with a marketing mix.  
Understanding desires and needs of the guest is simply not sufficient. Recognising further marketing theories and different types of activities that can be used for marketing purposes is essential. Ranjhaa (n.d.) claims, “making a great product is never enough – you need to preach it everywhere”. Marketing management is key, or in other words how to market your product/service to achieve profitability. There are different theories and mixes that companies can use to support their marketing efforts. Kotler et al (2016, p 892) states that a marketing mix is “the marketing activities used to create communicate and deliver value to the customer”.  Variables include, the 5 I’s (Pepper and Roger, 1981), Identification, Individualisation, Interaction, Integration and Integrity whilst also considering the 4 E’s, Experience, Every place, Exchange, Evangelism (Rothery, 2008). Pepper and Roger (2004), state that “customer relationship management (CRM)”, however this may look, whether it is face to face, utilising technology or a tailored email, will help transform businesses and drive growth. Later in this report examples will be discussed to support how Marriott use this to their advantage on many levels, such as targeted adverts and employee engagement (Appendix 5) and empowerment. 
[bookmark: _Hlk135319001]More commonly known in the marketing mix is the 7 p’s (promotion, place, price and product, people, processes, physical evidence) (Booms and Bitner, 1981) and utilising the 4 c’s, customer’s needs and wants, cost to the customer, convenience and communication, (Lauterborn, 1990), companies and marketers can work their way towards marketing their product in a substantial and profitable way. Arons, Driest and Weed (2014) state that “Marketing has become too important to be left just to the marketers in a company”. This is not to discourage marketers, but to encourage companies to consider marketing holistically. It is their opinion that everyone within the organisation should be in involved with marketing and with a collective vision.
Empowerment within employees is certainly advantageous in the way a company does business (Bowen and Lawler, 1992) and this is supported by Price and Jaffe (2008), by which creating “engaging self service” and “eliminating dumb contacts”. Using the power of employees to seamlessly integrate a great experience is a marketing tool in itself. Marriott employees are allowed “to spend up to £1,000 on their own initiative to solve customer problems” (Fahy and Jobber, 2016, p.203-207) with managing service quality being important and only service leader like Marriott International achieving this. Marriott has launched its new people brand “Be” to grow and empower their workforce (Marriott, 2023), this also supports part of their missions statement of “putting people first” (Marriott, 2023) claiming their “associates are at the heart” of what they do (Marriott International, 2023). Marriott’s Vacations Worldwide Corporation claim that it’s their employees that drive this, being “ranked fourth on Newsweek’s Top 100 Most Loved Workplaces list for 2022, and we ranked first in the hospitality sector, an incredible milestone for our teams around the world” (Marriott Vacations Worldwide, 2022).
Unlike some companies that use their employees in their advertising campaign, such as Emirates (Fahy and Jobber, 2016p. 203), Marriott focuses on their consumers and what it is that the company can do for them. Reviewing their long standing advertisement campaign, “Where Can We Take You?” (Skift, 2023) to support their Bonvoy programme, it showcases their portfolio, all in one app: Marriott Bonvoy. Everything a guest would want in one app. Their financial report suggests that this app is increasing year on year (32%), and seems logical that this is where they should target a large proportion of the marketing activity. Currently their “Here” campaign invests in reminding guests of the joy of travelling, unscripted (Ragavan, 2022). What is travelling if not building lasting memories and experiences? Marketing within hospitality must recognise this and appeal to those guests who desire experiential travel, which is growing (Appendix 6).
Travel has slowed since COVID-19 and it would be difficult not to recognise this as a barrier to hospitality even after the fact. Naturally, people are still cautious about travelling and Marriott have cleverly in this advert reminded them of the little moments that might be missed. As cited in Kong et al (2019), Davenport and Beck state that “capturing and holding a customer’s attention with marketing material is critical to business success”. They claim that “this is particularly true for tourism” selling intangible experiences and need to maintain interest. Good marketers will realise that there is a link between neuroscience, in other words, memory and the emotive potential it has (Ghuman, 2022). He claims that emotions will help the consumer remember, and drive their focus, resulting in wants and desires, and ultimately, resulting in a converted customer (Appendix 7). There could of course be pitfalls to this with the word “sadvertisment” being coined (The Science of Persuasion, n.d). Marriott’s advert is certainly aiming at accessing those memories and experiences. 
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Targeted adverts, via email from Marriott link to the building of memories, whilst targeting their adverts to their Bonvoy subscribers. They have also cleverly linked their adverts to their portfolio, marketing their various properties, whilst also using their target audience. These marketing adverts appeal to the individual whilst potentially igniting an individuals need to stay elsewhere and appeal to a different side to them. Their core product is naturally, hospitality service, which the marketing mix needs to consider. 
They also use their email’s to showcase their collaborations with other brands. This may well aid the company in shared marketing costs along with cross branding. Starbucks are also now showcased in many properties, a company who’s mission statement mirror’s that of Marriott, along with their passion for providing outstanding customer service and building relationships one cup at a time (Starbucks, n.d.). Marriott (2000) claim this to be a “natural fit”. 
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As part of their targeted email adverts, Marriott also have “Marriott Vacation Club” (Marriott Vacation Club, 2023). These timeshares are targeted at customers who use Marriott regularly and over 90% of the sales are made at their sales centres. They use a number of marketing channels to draw eligible guests, drawing on social media and digital channels. Using “Data driven marketing” and sales tours, highlighting opportunities such as bicycle tours, culinary experience, cruises and sporting events to drive this section of the business forward (Marriot Vacation Club, 2022, p. 11) This seems geared towards experiential travel, not just those wanting to relax .  Revenue from this is increasing year on year from $2886 (million) in 2020 to $4656 million in 2022. Timeshare Consumer Association (2022) claim that Marriott are paving the way and other companies should follow their example. 


[image: A screenshot of a computer

Description automatically generated]
(Marriott Vacation Club, 2023). 

With the use of digital marketing, it’s important to review how Marriott International’s digital traffic is performing. Below is a comparison of well known brands, amongst low key hoteliers, aimed at a similar market. The results speak for themselves with Marriott outperforming some of their competitors. booking.com do have the monopoly when it comes to traffic. However, in 2022 Marriott saw a record number of guests booking directly (O’Neill, 2022) avoiding commission, increasing revenue and guest satisfaction. They boosted booking for their rooms by 27% through their digital channels and “revenue generated from bookings via its direct channels by 41%” (O’Neill, S, 2023). O’Neill claims that Marriott along with many other hoteliers increased their focus on direct bookings and that the pandemic increased the use of online travel agencies (OTA).  
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OTA’s are a problem, but there are many other factors that Marriott International and their franchises need to ruminate. Unsurprisingly and well known, hospitality has been hit the hardest from COVID-19, affected immensely from inflation and continues to be challenged with the ever changing demands of society.  In order for Marriott to truly understand their challenges, using frameworks such as STEEPLE or CAGE (Appendix 8) or  to help analyse the current situation will help identify opportunities to help drive the business forward.  This can be described as an audit for marketing and analysing both internal and external factors, whilst reviewing tactics that companies either have control over or not are needed (Fahy and Jobber, 2016, p. 366-367). 
This can also be described as analysing the macro and micro marketing environment. These interlink with marketing segmentation such as demographic, whilst also evaluating external factors such as technology and its impact on the both the business and their marketing strategy. For Marriott, at present, it is important to establish these issues and then move forward knowing these challenges and how the are inextricably linked. 
Technology plays a huge role in today’s environment and COVID- 19 catapulted businesses into relying on digital technologies (McKinsey & Company, 2020). Marriott plan to invest in this and are using it to heir advantage with sending simple segmented communications, such as upsells to guests saying for a special occasion (Walker, 2023), suggesting Marriott are aware of the challenges and plan to tackle head on. 
With demands from consumers including a more digital service, it will become more difficult for Marriott to use their employees as they currently do to create the best customer experience. They will need to use technology wisely in order to continue to provide the ultimate guest experience through different techniques digitally, whilst using their employees at the forefront of this. 
Consumer demands have changed with more an more people using Airbnb. Differing requirements, require differing offerings, but Marriott seem to be ahead of the game offering apartment accommodations in certain countries (Fox, 2022).  The demand for Airbnb (Appendix 9) is not a surprise and inflation will have affected the change in demands. This is not to say that this is what the consumer truly desires, but circumstantial as a result of the higher cost of living. It could also be due to the differing generational attitudes towards travelling. Not only do these factors fall into the social aspect, but economic too. 
The more conscious younger generations require environmentally friendly lodging and companies that shout from the roof tops about their green credentials. Marriott are at the forefront of this and discuss it in detail in the financial report (Appendix 10) and shut down their “Make a Green Choice” programme due to the amount of negative comments it created (Schlappig, 2020). The general consensus is that Marriott should find a green programme and although not the most reliable source the message is clear that Marriott, undeniably, they need to respect workers (UniteHere!, 2020).
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Environment and ethics can be interlinked as can be seen above. Companies can be scrutinised and ruined overnight with a false move. Crane et al (2019) state that a company needs to “consider the nature of the ethical issues itself, and in particular its degree of moral intensity”. In other words, how bad is it and how will it affect the company. It takes courage to remove a campaign and admit that it was a false move. The triple bottom line (TBL), a term by Elkington, discusses the idea that business do not have a single goal, but needs to consider “ adding economic value- but that is an extended goal which necessitates adding environmental and social value too” (Elkington, 1999)
Conclusion

Based on the above discussions Marriott have proven, repeatedly, that their marketing analysis, tactics, segmentation, use of marketing mixes, providing customer value, their communication and connection, implementation of their marketing are largely successful. Their expansive portfolio, engaging many different consumers, and utilising a significant marketing mix, working with the current trends and climate, reacting when something is not working and using their employees at the forefront of their business as a marketing tool, in short, works. They have good traffic to their websites, and an increasing number of users for their Bonvoy app, and an increasing number of people investing in their vacation programme. Marriott  International have long been know for the “marketing prowess” (Jeleski, 2022). 











Recommendations

· Marriott International continue to be the leaders of the industry. Their “putting people first” (Marriott, 2023) is a strategy to continue. Their reactions and actions through, during and after the pandemic, show their quick responsiveness to the ever changing demands of the industry in mostly a positive way. 
· Opportunities for growth, which are already underway in true Marriott style, is providing Airbnb type lodgings throughout their portfolio, targeted at their diverse range of consumers using their different brands, whilst reaching consumers throughout the world. 
· They should continue to use OTA’s but with consideration on how this affects the bottom line and continue to drive consumers to book directly. They have already made huge advances on this and should keep building upon the use of Bonvoy and target adverts. 
· As leader in the marketing industry and a company that others could learn from, although unusual, marketing their ‘marketers’ and using this to support the industry. This would of course come at a cost to the other companies, but cooperation is better than competitors. 
· Wilkins (2023) states that marketers should “stick to their customer”, listen to their responses on social media, drive marketing research and use the right mix when it comes to supplying marketing.  
· Being ethically minded and continuing to showcase their sustainability standards, what they do and how they do. Challenge themselves to do even better than they currently do (Appendix 11).
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Appendices
Appendix 1
RevPAR – Revenue per available room. 
A measurement the hosptiatliy industry uses to review performance. It uses average daily room rate by it’s occupancy rate. 
Chen, J (2023) Revenue Per Available Room (RevPAR): Defenuirtion and Example. Available at: https://www.investopedia.com/terms/r/revpar.asp (Accessed: 20 May 2023)
Appendix 2
The Marriott app, Bonvoy. An interesting (and well chosen) name and choice by Marriott.  Possibly a cognate word, understood universally, possibly, potentially evoking a feeling of travel and leisure, different culture and the feeling of experiencing a different culture and language. 
Appendix 3
Be. Marriott’s people brand, to help recruit great employees. 
Marriott International ( 2023)  Marriott International Launches New People Brand “Be” to Grow and Empower Global Workforce”.  Available at: https://news.marriott.com/news/2023/04/04/marriott-international-launches-new-people-brand-be-to-grow-and-empower-global-workforce (Accessed: 20 may 2023).
Appendix 4
Freud’s theory, a psychoanalytic view on marketing. Who is the marketing aimed at and specifically what is it appealing to? The Id, Ego or Superego? 
Gordon, J (2022) Freudian Motivation Theory. Available at: https://thebusinessprofessor.com/en_US/management-leadership-organizational-behavior/freudian-motivation-theory-definition (Accessed 20 May 2023). 
Appendix 5 
Employee Engagement is a concept that is well described by Sir Richard Branson ‘you look after your employees and they will look after your guests’. Putting your employees first and making them feel valued will encourage them to be happy and motivated at work, resulting in a great customer experience.
workhuman (2023) From Praise to Profits: The business Case for Recognition at work. Available at: https://www.workhuman.com/resources/reports-guides/from-praise-to-profits-workhuman-gallup-report?utm_source=bing&utm_medium=cpc&utm_campaign=2023q2_wh_sem_nb_consideration_emea_shared_library_sitelink&utm_content=sitelink_gallup-workhuman_report&msclkid=be1aad51411d1666073fc939981772c7&gclid=be1aad51411d1666073fc939981772c7&gclsrc=3p.ds (Accessed: 20 May 2023)
Appendix 6
Experiential travel, focusing on experiences. 
Tourism Teacher (2023) What is experiential travel? Available at: https://tourismteacher.com/what-is-experiential-travel/ (Accessed: 20 May 2023). 
Appendix 7
Converting customers is a successful measure of how marketing campaign have gone. The aim is to , Reach, Act, Convert or Engage consumers, RACE. 
Khan, F (2020) RACE: A Practical Framework to improve your Digital Marketing in 2020. Available at: RACE: A Practical Framework to improve your Digital Marketing in 2020 (linkedin.com) (Accessed 21 May 203).
Appendix 8
STEEPLE and CAGE
Both frameworks that allow business to analyse all factors and challenges both internal and external. Cage focuses on Clutural, Administrative, Geographic and Economic allowing International businesses to cross examine opportunities and advantaged globally. These will differ from country to country. 
Ghemawat, P (n.d) differences and the CAGE Distance Framework. Available at: Microsoft Word - Differences and the CAGE Distance FrameworkFeb2012 (ghemawat.com) (Accessed: 20 May 2023). 
STEEPLE, considers Social, Technological, Economic, Environmental, Political, Legal and Ethical factors. This is more applicable to marketing as it considers the cultural changes that may need to be considered. 
Marriott could also consider a SWOT analysis. 
Pestleanalysis contributer (2015) How STEEP and STEEPLE analysis Help in Business. Available at: How STEEP and STEEPLE Analysis Help in Business (pestleanalysis.com) (Accessed: 20 May 2023). 
Appendix 9
Airbnb. A marketplace platform, selling rooms, houses through hosts. Allows for extreme flexibility especially in a digital work where people can work from anywhere.
Airbnb (2021) What makes Airbnb. Available at: What Makes Airbnb, Airbnb (Accessed: 21 May 2023)
Roach, J, C (2018) How Airbnb has affected the hotel industry. Available at: How Airbnb has affected the hotel industry : Monthly Labor Review: U.S. Bureau of Labor Statistics (bls.gov) (Accessed: 21 May 2023).
Appendix 10
Financial reports:
In these reports, there is information about success stories, financial implications and results and information about their plans for the future. They also include information on their sustainability policy, goals and results
Marriott (n.d.) Financial Reports & Proxy. Available at: Annual | Marriott International (gcs-web.com) (Accessed: 21 May 2021). 
Appendix 11
Putting sustainability and green credentials at the forefront of their business, an area that is a hot topic among the younger generations is key. Marriott International already strive to do this, and are the forefront. Increasing the standards and asking guests what it is that they feel they could do to be more sustainable, ethically, truly is a way to attract business, whilst preserving not only their future, but the environment. 
Crane, A. et al. (2019) Business ethics: Managing corporate citizenship and sustainability in the age of globalization. Oxford: Oxford University Press. 
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