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Introduction: 
There are a lot of business today which are very successful, one of the most 
important is the product, when is tangible and intangible for the service, this report
 will look at the marketing of Marriott hotels, how from a small garage today is one of 
the most famous brands in the world in the hospitality industry. 
This report will cover the Marketing of Marriott hotels, the Diagram of PESTE.
Advantage and disadvantage of the PESTLE,5’s Definition and diagram SWOT- 
definition and explanation of internal and external, High to Medium and why? 
General explanation of the module plus explanation of the advantages and 
disadvantages of it. STP-benefit of the position Marketing mix- diagram of the
 elements plus explanations, 7’s P Diagram(Product, Price, Place, Promotion, 
Process, People, Physical evidence). 
Recommendations plus Ansoff Matrix-selecting two process and explanation of the
 advantage and disadvantages of them and Conclusion.
This report will help the future investors to analyse the marketing of that company. 

History of the company:
The famous Marriott brand hotel which all the world knows today is been founded in 
Washington D.C USA on 5th of March 1927 by J. William Marriott and his wife Alice 
Marriott. By Marriott history (2023). 
1927-1956
 “It all began with an A&W root beer stand. Founder J. Willard Marriott and his wife, 
Alice, got their young business off the ground by quenching people’s thirst during 
Washington D.C.’s hot, muggy summers. Good food and good service at a fair price 
became a guiding principle for Hot Shoppes restaurants--and for Marriott 
International as it grew”-By Marriott history (2023). 
1957-1985
“Marriott made a historic shift into the hotel business in 1957. The world’s first motor 
hotel opened in Arlington, Virginia, under the management of J. Willard Marriott’s 
son, Bill. Over the next 25 years, Marriott became a diverse global enterprise, and 
Bill Marriott became a visionary CEO whose leadership transformed the hospitality 
industry”. ”-By Marriott history (2023).
1986-2011
“One company, many brands--that's the innovative model that Marriott began 
building in the late 1980s. From pioneering the extended-stay business to launching 
distinctive brands geared toward the business traveller to increasing its presence 
overseas, Marriott International broke new ground in its quest to become the number 
1 hospitality company in the world”. ”-By Marriott history (2023).
Today Marriott hotel are having 120,000 employees in all of them hotels. 
Started from a small restaurant today is one of the most famous hotels.
PESTLE Analysis of Marriott International

Political Factors That Could Affect Marriott
Any company can be affected by political factors, Marriot company can be affected in 
the case of terrorist attack, like at example 11TH of September 2001, when in New 
York, affect all USA because a lot of business people did not travel to New York and 
USA. The other political factor which can affect is the climate. By the official news in 
Tunisia  (2015) 39 people is not specified if tourists  were  killed. Similar attacks are 
affecting all the hospitality industry even Marriott Brand. For example, the rest of the 
world was scared to travel in Tunisia and New York few months after these attacks, 
which impacted them economically as Marriott brand is a luxury hotel which requires 
them to have high revenue but the fear of another terrorist attacked stopped them 
from filling the hotels as these destinations were avoided. By Marriott history (2023).


Economic Factors That Could Hurt Marriott’s Business
The slowing of China's economic growth and the ongoing economic unrest in Europe
 as a result of the conflict in Ukraine are the variables that will have an economic 
impact on Marriott's business. Additionally, people's purchasing power and their 
capacity to spend money on vacations have significantly dropped due to the fall of 
the Chinese stock market and the rise in inflation in Europe. As a result, corporate 
travel is declining, which has a big impact on Marriott's ability to expand.
The high foreign exchange rate for the US dollar is another another issue for 
Marriott.
In addition, high exchange rates can also discourage business persons
 from travelling abroad. Consequently, a long-term economic threat is causing rise in
 income inequality and stagnation of middle-class wages in the United States, which
 reduces people’s ability to have disposable income to spend on travel and luxuries 
 

Social and Cultural Factors That Could Impact Marriott’s Business
Americans' ability to have disposable cash to spend on travel and pleasures is decry 
addition, high exchange rates can also discourage business persons
 from travelling abroad. Consequently, a long-term economic threat is causing rise in
 income inequality and stagnation of middle-class wages in the United States, which
 reduces people’s ability to have disposable income to spend on travel and luxuries
eased by income inequality and middle-class salary stagnation.
In these years, Australians spent the most on travel, $12,393 in 2014. The rise in 
Chinese and other Asian passengers is just one example of the social shifts that 
could have an impact on Marriott. Longer lifespans in the populations of the United 
States and Europe may lead to an increase in demand for specific travel 
experiences, such as packaged tours and luxury resorts for retirees. As per Marriott's 
past (2023).


Technological Factors That Could Impact Marriott’s Business
Technology is yet another crucial issue to consider. Online rental businesses like Airbnb, which allow private persons to rent out their houses or rooms directly to customers, might have a significant impact on the hotel industry.
Travelers, this might result in fewer people booking hotel rooms.
Because its hosts may avoid fees like hotel taxes and fire rules, Airbnb offers a 
serious challenge to established hotel chains. As a result, people who run Airbnbs 
have substantially cheaper operating costs. As a result of not having the same 
expenses as hotels, Airbnb hosts may provide rooms at lower prices in various
 markets. As per Marriott's past (2023).
 
Legal Factors That Could Affect Marriott’s Future
"The legal status of services like Airbnb is one of the legal factors that will have an 
impact on Marriott's future business. Airbnb and its hosts have been penalised by the
 authorities in New York, New Orleans, and Barcelona for breaking zoning laws, 
hotel rules, and health and safety regulations.
Some hosts have come under fire for utilising Airbnb improperly in some regions to 
operate what essentially amounts to illegal hotels. Another issue is that hosts on 
Airbnb do not pay lodging taxes, which are a significant source of income for some 
communities.
Environmental Factors That Have an Impact on Marriott.
Oil costs are the primary environmental factor that could affect Marriott's 
company. Falling oil prices may result in higher demand for hotel rooms and 
lower travel expenses. Obviously, any unforeseen spike in gasoline prices, 
particularly for the aircraft, would pose a serious danger to Marriott's
 business.
Increased electricity bills brought on by measures to reduce greenhouse gases 
by restricting the burning of coal in power plants could have another long-
term environmental impact on Marriott. By raising ocean levels and flooding 
resorts, or by producing storms that deter people from going to the beach, 
climate change might hurt Marriott's business.
Ski resorts may have to close due to rising temperatures, while some beach
 resorts may become uncomfortably hot. These changes may necessitate the
 closing or moving of hotels.
Even with these potential developments, Marriott will probably see its 
business grow for the foreseeable future. 
As the macroenvironment provides information on the political, economic, social, 
technological, and environmental information, the microenvironment provides 
information on suppliers, competitors, customers, and the general public. 
The PESTE analysis aids the entrepreneur in evaluating the area of the business.
Do the Political, Economic, Social (Cultural), Technological, and Environmental 
(PESTLE) considerations around Marriott justify its expansion? is a crucial question
 that investors need to ask. Adding all many hotel rooms could be expensive and 
dangerous; According to Marriott revenue, the company had liabilities of $9.354 
billion in 2015 despite only having $1.307 billion in operating cash flow from Marriott (2023)
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The SWOT analysis is helping to evaluate the potential of the business, showing the 
factors which impact the business increasing it or decreasing it. 

Strengths 

Marriott had varieties that range from the Ritz Carlton, or the Saint Regis, which are 
very nice and high-class hotels, and more economic solutions such as residents and 
or courtyard. They also have products that resemble resorts and styles that provide 
suites instead of an actual room. Marriott focuses on consumer and trustworthiness.
The great loyalty program which they are offering are focuses on incentivizing people 

to become return customers rather than just one stop customers. 

Customer service can be a great differentiator as well. Overall composition is very 

high in this industry and it's important to gain that some sort of competitive advance.
 
Powerful brands can represent excellent quality and offer a  good customer service 

to increase the customer satisfaction.  existing customers. The bargaining power of 

customers is also affected by the area that the consumer wants to travel to in trendy

 areas where there are many resorts and where 

tourists spend less time in the hotel and more time outside. By Marriott (2023)

.

Weaknesses 

Let's see, weaknesses. Marriott's weakness. You might find surprising but it's 

weaknesses that it is known for having a weak business model. And what that 

means is that Marriott only owns It's about 1% of their that is both owned and rent.

And it, manages hotels, under management and franchise arrangements, which 

cover the other 99%.

In 2015, them profits  was of 65% from the management and franchise agreements 

and 35% of his profits arrived from own early release hotels. And other proceeds.

 So even though the strategy is It's good because it helps the company stay afloat.

 It does not allow them to see much grow. Other kind of just like steady. 

This also leads Marriott exposed if the management agreements are not met with 

the equal level of excellence associated with the Marriott's brand name and well-

known reputation.

By Marriott (2023)

Opportunity

Moving on to the chance. The advantages that it now possesses include an increase 

In American hospitality markets.

As a result of the financial expansion of nations like China and the United

Kingdom, more than just visitors visiting the US has occurred.

In motels, this rise. started about 2014 and in the United States.

When compared to the previous year, the hotel industry's revenue increased by 

2.2%totaling around 166 billion USD the previous year. From Marriott (2014)

And the revenue from sales is anticipated to rise by 24.1%, totaling 206.3 billion.

money by 2019.

This makes it possible for the Marriott to gain something. Additionally, they meet the

responding to modifications in brand innovation in 2009, consumer preferences. J.W.

Marriott finished 40 million dollars and celebrated its 25th year in business.

Buildings were updated with modern designs, and cutting-edge technology was 

Implemented suit the needs of international visitors and business travellers.

From Marriott (2009).

To improve its environmental practises, Marriott International built a model hotel in 2009.

that would save $100,000, or 25%, of the energy and water used.

Marriott International wants to become more environmentally friendly, thus they

 developed)

Threats

Threats Clash with companies  as Hilton hotels and resorts in them 

continental hotels and Starwood Hotel Resorts. These strong competitors.

Also, can be found around the world. Several of the rival elements consists of 

getting good value.


They are also targets of extremist incidents outside of the United States Post, 

September, September 11th, 2001. There has been a trend of attacks on US 

companies outside of the United States and Marriott has been Its number one target. 

There were targets of the first terror. Some of the first terrorist attacks on 

Marriott Hotel. 

In 2004 2008 is about Pakistan was also attacked in an effort, to ruin a customer 

trust with Marriott's. Superior measures, there was another devastating attack in 

2009, to improve its environmental practises, Marriott International built a model 

hotel in 2009.

Several Marriott properties were targeted in Jakarta, Indonesia, which left a $ that 

would lead to a 25% reduction in the energy and water use.

numerous fatalities

the adverse effects. It had a lot, which was amazing. Check-ins from crazy 

customers.

Additionally, it endangered many Marriott customers' lives. The trust bears a cost.

a price for trust. The genuine value is where the SWAT analysis comes from.

When you can transform the slot analysis's data .










Porters 5 Forces:   

[image: Diagram

Description automatically generated]


Porters 5 Forces:   

By Michael Porter, (1979) are important because are representing all the picture of 
the business and help to improve it.
Five forces theory is a model that evaluates and checks the competition of an
 industry.
The Porter’s Five Forces are competitive rivalry within your industry and are helping 
to assess the competitors, showing them strengths, weaknesses, and strategies. 
The second porter is power of the supplier-helping the marketing business to 
improve and not decrease the productivity of the products. 
The third one is about the customer or buyer power of the buyer, helping to decide 
about the position of the placing the price of the product in the business, as less 
competitors the company have increasing business. 
The fourth is about the customer, if they can find easily or not the product to replace 
your, important is the quality of the product, as the business reputation will depend
 on it and the revenue.
 The last five porter is about how easy the new competitors can over pass and use 
the threats which the company did not evaluate properly, at example the 
technologically if the online site is easy to use or the information is too much and
 unhelpful.  By Michael Porter, (1979)

Examples: 
There are several factors in the competitive climate that you must consider.


To ensure that you are knowledgeable about how and where to create money,

As you can see, the threat posed by newcomers is the first concern.

When businesses make mistakes, they just look at who their rivals are.

They are popular.

Who is in the market is not the issue. for someone to go into business.

It's known as entry barriers. How simple is it to set up and get going?

Competing,past this.

 Have an increasing knowledge about yourself as clients. You need

instantaneous desires for the best and most businesses today are

discussing the importance of the customer and the customer experience. So, yes,

 there is a lot.

customers have a lot of power in open markets all across the world.

Having a lot of power now implies having a lot of options, which means in

You have a lot of power in comparison to the second area of competitive analysis.

your possessions Earlier times when power customers were concerned.

You can also say that customers are spoilt these days because they have too many 

options in many cases.

And of course, Many many companies are making their best offers to attract 

customers to come and work with them and use their product or service. 

So, customer powers crucial and the higher the customer power. There is the more

as you understand, the environment is competitive. The third

The strength of your supplier is a factor in terms of competition.

And as you understand, depending on the industry, as some industries have

really significant. providers of. To produce their product or service, whereas in

Suppliers don't have to and don't dictate in other sectors because they aren't as 

dominant.

I often say that suppliers have power because, in a sense, your supplier

competing with, if not now, then perhaps in the future.

The fourth component is about alternative goods. something which accomplishes

the same thing done in a unique way. Thus, Example might be. business of telecom 

today.

As you are aware, we once picked up the phone, placed calls, and

using Skype Skype served as a stand-in. And is What's going on is a replacement 

item, which is stealing money from telecom firms, who are receiving it naturally

And of course, the Access to network. Selling. But in a certain way, Me from 

something. 

You made a proposal. Therefore, combining these four factors results in

we get at the fifth component, which is the combination of the rivalry and its level of intensity.

the potential entry of you. How simple is it to break into your market?

How powerful is your customer? Consider what is the component of your

suppliers? Consider these: These are the problems. And ultimately, it's possible that

enter your sector, cause you to lose more merchandise, and affect these four areas.

Once you do that, you can begin listing who your competitors are.
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Segmentation, Targeting and Positioning (STP)

Segmentation, Target, and Position, or STP, is a straightforward framework.

If you want to close more deals, you should segment your market into what are termed

segments. Choose the most alluring portion or segments, and after that

Placement of your goods in the market

separating the market according to topography then, grouping your market by country

a city area, a state, a province, etc.

may graphically segment your market. Consequently, after classifying them according to lifestyle,

hobbies' pursuits, beliefs, political allegiance, entertainment preferences, or

maybe a person's attitudes or actions.
Information about the demographics explains. potential clients. Psychographic

information. Behavior is a different technique to divide up people. This is broken 
down

based on how they utilise the product, your market. Consequently, taking into 

account how the purchase was made.

Financed brand adherence. level of usage. main advantages arranged, essential features employed, etc.

Now, when you segregate your marketing and then concentrate your marketing

on a certain section determined by the data.

Targeting is the second step, and it entails selecting which of the

The segments that you mentioned are the most important.

Trying to figure out. each segment's commercial attractiveness. For instance, size


of Size Increase.

Capability of this area. Which market segments are most willing to pay for your

What is the expected lifetime value of a customer for this product or service?

segment? Finally, how difficult do we have to make it? the kind with your marketing

networks of distribution. Is this section going to be genuinely accessible?

costly to try to gain a customer?

Therefore, in the end, you shouldn't just focus on the segment's size but also

the segment's overall profitability. Positioning is the last phase, then. Might

discover the various variables taken into account in the first two steps. up to you

customers. You desire for your good or service to hold a distinct position in the 

market.Informally, this is referred to as your

There are currently three accepted methods you


can put your goods in a position to gain a competitive edge. firstly, you have to

Functional placement and this are both used to discuss problem-solving. bringing about an advantage for your

customer. The second is symbolic positioning, which is the process of strengthening the

egotistical self-image or the aching needs of your client.

Consider luxury automobiles as an example. They sell themselves via

contrary to other autos, that luxury vehicle will get you. Boost our consumers' and 

our own confidence.

Experiential positioning is the third method of positioning, and it refers to

concentrating on the components of your brand or product that emotionally appeal to

your clients.

Now, ideally, you want your brand or product to incorporate all three positioning 

strategies.

factors? The course gives you an advantage over your rivals. One now

a method of illustrating your market position that demonstrates what consumers 

value

You must create a market map that includes your customers. or on a map of market 

placement.

You can view the one for the auto markets here. Now, obviously, this illustration is only a

Marketing mix 
Now, ideally, you want your brand or product to incorporate all three positioning strategies.

factors? The course gives you an advantage over your rivals. One now

a method of illustrating your market position that demonstrates what consumers value
You must create a market map that includes your customers. or on a map of market placement.

You can view the one for the auto markets here. Now, obviously, this illustration is only a
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The second picture is for service. 

The four pieces of marketing also known as the marketing mix. 

to When bringing a product to market, these are product. What is it? South.

Much easier product. And finally, promotion, how do your ideal customers, find data 

bank?

Festival market. Product or service. Customer. Purchase your product. Support you 

want now these needs and desires are rarely basic. So, for example, Was currently 

 their need for status, good marketers, understand. Product. And then the definition 

of a product, not only refers to the actual good or service you offer.

But also to how you package your product and by packaging, you mean amongst 

other things, Selling. Branding packaging and any guarantee or warranty you offer. 

Now product is deliberately the first element Four piece. And the reason for this is 

that it's almost impossible to determine any of the other piece.

You haven't clearly defined what your product is. 

So, for example, how can you set the price of a car, if you don't know, your building. 

Or a Ferrari. The second P is place, and this refers to how and where people will buy

 your you want to make sure? Available when and where customers want your 

products to be available?

Place. Also means making sure that your product is available in the right quantity to 

ensure that you're able to satisfy demand for your product other questions.

 I'm certainly this element include what form of transportation; will you use to get your 

product to where you're selling it. And how you manage inventories.

Now really the key question to answer during this stage is what is the most 

appropriate distribution channel for your product or service? When you sell directly to 

the customer, as you can see here on the left, if not, how will you get your product to 

where are you selling it? How much you charge customers for your product and 

finally, value, how much value your customers get where you focus Cost.

Promotion.

 The final P is promotion a aims to persuade customers to buy your Product and 

promotion is concerned with where when, and how you advertise your products and 

services Examples of promotional channels, include billboard advertising, Facebook 

advertising, radio, advertising. By Tushara B. (2022)















Ansoff matrix.
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Igor Ansoff is the man who invented the Ansoff matrix.

The horizontal dimension of the matrix is based on two dimensions:

whether the company is offering brand-new or used goods. This dimension is 

vertical.

according to whether the company is selling in new or established areas.

You can see here that there are four strategies depending on these two aspects.

for the functioning of growth.

The business strives to increase its market share.  The academic market

development. Obviously, the areas where the business attempts to grow need to be 

corrected .making this new product, new items.

the fresh markets. The simplest way to comprehend Matrix right now is to envision that

Before beginning your matrix response,


The second thing to realise is that the


Your strategy is more likely to fail the more novelty you introduce.

The more you travel from your starting point, the more of that is evident. both 

horizontally and the more vertically, the whiz. You create, so the lowest-risk course 

of action is to boost sales of your current products. Market. because to what that 

involved, if you choose to develop a new product or join a new market, and that will 

require you to you're travelling farther from your starting point, which increases the 

risk either vertically or horizontally.

Decide to create. New products and sell those new products. In markets, which is 

diversification. And the risk is migration. Horizontal. It's important to understand, but 

just because the Hard does not mean that. Approach. It's up to you to choose the 

right strategy. By balance. The risks against the potentially higher rewards of riskier 

strategy may bring once you've chosen the right strategy for you, you can then take 

that to manage and mitigate those risks as you execute your strategy.

So, let's take a look at each of the four. Return. So, the first strategy is market 

penetration released risky strategy. And in this strategy, you into grow your 

organisation by selling more of your existing products. To your current markets. Now,

 another way to say this is that you're trying to share with.

Market. Now, there are some different ways in which organisations can seek to 

improve their market penetration. Including Enticing customers away from 

competitors, So that's usually achieved through a combination of aggressive pricing. 

And marketing. But it can also be achieved by beeping up the size of your sales

 force. Secondly, we have encouraging existing customers to become more frequent, 

users of your products.

Sample by introducing loyalty cards. Strategy can be incredibly successful. 

At example Sainsbury / Tesco. 

There are several different ways in which an organisation. Can see to develop a 

market such as entering new territories. So, for example, launching your product in a 

new country. Creating new product dimensions or new packaging. So that could 

mean creating different sizes. Of your product. 

New distribution channels. And so, for example, a store selling only face-to-face 

opening and online store. And finally, it could mean creating products targeted at 

different. Segments. So, for example, the same product might

Now, market development can sometimes be the obvious choice. So, for example, 

when there are large and untapped Back. Contribution channels have opened 

making it easy for you to reach the market. The third strategy is product 

development, and with this strategy, you attempt to secure growth by curating new.

For existing markets under several ways, you can look to do that. So firstly, 

investment in research and development, that can be the obvious choice if you are 

non-competitive because the competitors that just simply have a better product, 

Secondly, we have bought the rights to someone else's product and finally, we have 

bringing out new product updates, to make previous model models, less desirable.

So, your customers come back for more. So, for example, I get Apple regularly,

The final strategy is diversification where you aim to grow by offering new products. 

New market. And this strategy is the highest risk. Conceptually it can offer the 

highest rewards. And it's worth noting. But there are two types of diversification. 

So firstly, related diversification, where new markets you enter or products.

You create share some similarity with existing products or existing and then we have 

unrelated diversification when you're trying to sell complete. Products into completely 

markets. And interior least related diversification is a lower risk option. Unrelated 

depressurisation, although everything in the diversification bracket is consider.

 High risk. So, let's look at a simplified the example.

So we're going to look at how McDonald's the answer of matrix. Now, or market 

penetration, the least risk option. We can see that McDonald's, might reduce the 

price of one, specific burger, and aggressively advertised the discount and that 

strategy. New customer. Competitor Next, let's look at market development.

Next, let's look at product development. So, here we might introduce a brand-new

 product such as a vegan burger and this strategy ends to grow market share your 

customers. The most risk option diversification under Related the breast cation, we 

have selling mushroom burgers, which we're going to say new product Vietnam, 

which we're going to say the Market.

Probably not going to result. The biggest growth. So conversely McDonald's trying to 

sell mushroom burger as a brand-new product to a brand-new market, Vietnam. 

Is the riskiest option as there is more that can go wrong. So, in terms of advantages

 and disadvantages of the Matrix. 

Let's look at the advantages so it's easy to understand making a great tool to use 

when collaborating. 

It ensures growth. Strategies are considered or taken into a tank which helps 

employee and rush the decision without considering all the options. And finally, 

At the risks.

 Through risks that trying to balance risk. In terms of disadvantages, there are couple 

So, it's somewhat might optic and insular as it doesn't take any what your 

competitors 

are doing or what is going on in the wider world. And secondly it doesn't provide any

 mechanism to weigh up the risk, reward profile of each of the different options.

So, in summary, the Ansoff matrix, help organisations, make strategic decisions 

about how to grow. And it's based on the idea that there are just two fundamental 

options available to firms that want to grow. 

Changing what sold as equating new products or not or changing who it is. So too 

as in creating or entering new market or not.








Conclusion: 

There are a lot of business today which are very successful, one of the most 
important is the product.

The SWOT analysis is helping to evaluate the potential of the business, showing the 
factors which impact the business increasing it or decreasing it. 
The marketing is complex of knowledge and research, everyone who want to start 
own business needs to have a good idea, to know the competitors and to be very 
strong strategically. 
To have a very good knowledge of 4 P’s and 7 P’s to know how to use them, to know 
and to remember the swot, the strengths and weaknesses are internal and the 
opportunity and strengths are external. 
Marriott brand should revaluate them strategy and to focus on potential competitors 

and not on who is on the market. 
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