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TASK 1
[bookmark: _Toc66805413]Introduction 
Marketing is a way of creating communication and delivering values to customers. the organisation's internal chain of operation, Sourcing, sales, processes and marketing strategies focuses on delivering customer services and contribute towards creating value for the consumers (Patrutiu-Baltes, 2016). The support operation of the organisation such as the accounting facility HR activities and the marketing strategies all these components are inclusive in affecting the customer's demand and supply of goods that indirectly or directly is related to the organisational behaviour. Considering the marketing strategy for delivering value to the customers it leads to a fundamental point that results in putting effort in creating enhanced value and measuring the customer's perception for delivering the value as well. Focusing on the points of marketing and customer value, this study will be based on identifying the marketing direction of Marriott International for creating capable customer value so that their customers can compare their perceived value of the similar services provided in the hospitality industry to make their decisions. The present study will also be based on understanding the marketing mix and the impact of globalisation on business performance. In addition, it will also highlight the positioning of the company in the global market including the cultural factor, current market trends and competitors in the organisation.
Marriott International is a multinational diversify and Hospitality organisation that franchises and manages multiple portfolios for Hotel facilities and lodging facilities. It is a public based organisation founded in the year 1927 and headquartered in Maryland (Marriott, 2021). The services offered by Marriott International are spread over 131 countries and it has around 30 brands with 7484 properties. Moreover, around 510000 rooms are in the development pipeline and around 230000 under construction. The marketing strategy of Marriott International is above the strategies of other hospitality industries because this brand positions them to appeal to the consumers to drive more bookings. The presence of the organisation in online marketing enabled it to attend a higher revenue of $5.37 billion as per 2019 data (Marriott, 2021). The total strength of the organisation is 14000 which is again one of the significant factors for its marketing strategy for cable consumer values. Effective marketing strategy enables the organisation to discover the area to enhance the performance and services and create a strategic organisational plan catering to the needs of the consumers (Marriott, 2021). Consumers, moreover it helps the organisation to fix the strategic price of the services offered by the market research boost the sales of services in the market.
[bookmark: _Toc66805414]Discussion
The stakeholders of Marriott International include the customer's associate investors owner suppliers business partners franchises community organisations governmental and non-governmental entities industry association guests and employee. The stakeholders of the organisation show engagement in understanding the need of the customers and identify the key issue and priority of the stakeholders in order to enable a strategic business model with effective services of its product. The stakeholders show engagement in attaining sustainability and social impact programming and reporting. 
The stakeholders of Marriott collaborate and ascertain their priority in global forums to develop programming and policies for addressing the critical environmental and social concerns (corporate, 2021). The organisation is partnered with the International tourism partnership in which there are several members of Companies in the travel and tourism industry.  Moreover, the stakeholders of the organisation play a significant role in driving success for the company and shaping its sustainability strategy. The engagement shown by the different stakeholders of the organisation is presented by the figure below which portrays be forms of engagement and other supporting stakeholders. 
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Figure 1: The different stakeholders of the organisation
(Source: corporate, 2021).
There are several strategies of Marriott International which makes it have a unique strategy and access to interest in providing customer experience both on and off the property. International developed user-generated content to capture the interest of millennial and improve their attention towards the organisation. This is because millions are attracted towards new-fashioned considering the travel norms. Marriott International is partnered with the influences of Snapchat to make Snapisodes in which mimicry of TV travel documentaries is shown. The initiatives taken by the organisation to enhance its marketing direction and create valuable content has made it achieve success in the field of marketing as compared to the other hospitality industry. In the snapisodes the luxury and new properties of Marriott International is projected in the form of video content analysis (French, 2017). The marketing campaign of Marriott International works because the organisation reaches out in the market with the help of YouTube Snapchat sharing video on Facebook and other channels all online medium to attract the attention of demographic and target audiences. The advertisement and content of the organisation are good to communicate in society and influences large social communities. Marriott international brings social media to life with an M Live facility to provide real-life experience to the guest. It is a new line of communication that enables the organisation to understand the consumers' demand and behaviour in a better way and treat them with personalized care.
Moreover, marketing strategy is not limited to enhancing the communication facility but the organisation also focuses on developing and enhancing the experience of its loyal customers. The Marriott application increases customer experience with additional facilities. With the help of the customer app, the check-in and check out process have become easy for the visitors and their experiences have become hassle-free. In addition, the M live program is attached with geofencing features that can work why are the applications (Goncharova et al., 2019). This application is also used to interact with visitors without going overboard. Therefore from the initiation taken by the organisation to improve its communication marketing and hassle-free experience for the visitors is concentrated towards creating value and enhanced experience to the consumers through its facilities and services. 
Marriott International is one of the successful hospitality industries that have been at the forefront for a long time and its marketing strategy is no doubt a heavy contribution towards its successful growth. For better understanding, the marketing strategy of the organisation area of engagement to develop its product and services marketing mix analysis can be evaluated with the help of 4 P's of marketing such as product price place and promotion.
Product: It is important to understand the product and services of the organisation of rating in the hospitality industry. This is because the product and services offered by the hoteliers contribute majorly to the overall revenue of the company. The product strategy of the organisation enables it to understand the marketing effort and focus on the area to increase its sales and improve its services. The product strategy of Marriott International is divided into its services in three main categories that are core product actual and augmented services. The product of Marriott International generates the maximum amount of revenue and the core services are provided by the hotel facilities. The main focus of Marriott International is to provide effective services to the customers and ensure that every visitor has a wonderful experience during and after their stay at the hotel. The main product of the organisation is it provides Hotel Facilities Management, lodging, Resort, Courtyard hotels, suits and many more (Nyangwe and Buhalis, 2018).
Price:  The main focus of the organisation is to deliver effective services of its product at the right amount of prices to the consumers. The price strategy of the organisation is based on keeping value for the customers by providing a quality framework to satisfy the consumers' needs. Moreover, the pricing strategy is maintained so that it does not lose its brand image and at the same time maximize the overall revenue. The pricing strategy of the company is set on the fundamentals of providing good service food at fair prices and it adopts a premium pricing strategy so as to offer value-based services and prices to the consumers (Mazen Alomari, 2017). The organisation provides the best possible services with its distinguished product charges premium rate as per the services.
Place: Marriott International operates in around a hundred 10 countries and has around 5700 properties around the world. Its headquarter is in Maryland and the first Marriott Hotel was created in Arlington Virginia. Today the branches of Marriott Hotel are spread in the US, India, Pakistan, China, Argentina, Dubai, Thailand, Indonesia, Malaysia, Canada, Turkey, UK Mexico Switzerland, Bangladesh, Sri Lanka and many other Nations (How and Lee, 2020). All the hotels of Marriott International are located at the prime location of the nation to maintain their distinctive quality. The strategic places include highways near the airport for the vital and central part of the cities. The organisation has capable and trained workers that enable direct communication and strategic delivery of services to the consumers. Moreover, in 1995 the organisation became the first level hospitality business to offer options in the online facility for booking and reservations (Slootweg and Rowson, 2018). Therefore it can be analysed that the place strategy of Marriott International is focused on expanding its branches and locating these stores at Prime location. On the other hand, the organisation is not only limited to placing the physical outlet but also focuses on maintaining its online platform to deliver the detail of services that can be accessed easily by the consumers to understand the value of the services given in hotels.
Promotion: Marriott international emphasizes on digital promotion of its product.  The organisation continued its promotional activity on digital platforms using online medium since 1995 and being an international brand the organisation has created a website which clearly shows all its product and services with very good details. The consumers get the benefit of booking rooms with easy procedures and the other types of promotions include video advertisement campaigns on different social media platforms such as Facebook, LinkedIn, Snap chat, Instagram. The organisation maintains its loyal customers by approaching them with various promotional schemes and attracts new customers with its strategic communication by using the online medium to market its new product.
Therefore it can be accessed that the organisation's main focus is on promotional activity to provide strategic advertisement with innovative design and construction effective details of its services which can easily be understood by the consumers. The target of the management is to provide details of luxury facilities through online marketing that attract millennials and other customers.
The globalisation of the Marriott Hotel started after the organisations got into Marriott Corporation and Marriott International. In the year 1995, the organisation became the first-ever Hotel company in the world to provide an online reservation system with the help of Marriott automatic reservation system for accommodation. The company started its globalisation with the acquisition of different hotel chains like the Renaissance Hotel group reads curtain and many more international hotels in the world. The organisation expanded to Europe, Asia and covered around 110 countries and brought a lot of changes through its Global presence (Slootweg and Rowson, 2018). The main impact of globalisation on business activity is that it was able to achieve success in all the countries it operated and provided hand service with capable customer experience. The communication strategy to build a network and provide services in detail with the help of an online facility made the organisation achieve great success.  The hosting of the Marriott flag increased its sales by 13% as compared to the other branches in the nation. Marriott International was always a step forward in its marketing strategy and achieved and upgraded service provision with customer value. It upholds the core value of franchising and managing the large portfolio of the lodging and hostel facility. With its strategic marketing and enhanced services to meet the demand of consumers with luxury facilities, your organisation stand favourites among the visitors.
Marriott International positioned itself in the global economy by extending its branches that resulted in more than 3000 hotels in over 70 different countries (Marriot, 2021). The organisation believes in hiring local employees to develop its services and provide sustainable economic activity. Moreover Marriott International also set a new record for involving itself in the organic International room in the Middle East, Africa and Europe including the Asia-pacific area. The company sensed an upcoming growth possibility in the international market with a crowded destination where travelling is searching. Moreover, the organisation is a leading brand in the luxury portfolio and has the power to get a competitive advantage in the market with its capable employee workforce services and its presence in online marketing.
The widespread existence of Marriot International through the rise in globalisation effects has brought in several cultural factors within the organizational structure of the company. The 730,000 employee strength of the organization caters to hundreds of different cultures all over the world (Marriot, 2021). The employment of candidates is undertaken irrespective of culture and tribe, thereby spreading cultural diversity in their workforce, teaching the employees the significant lesson of working as a team to attain the common goal for success, that is, highest consumer satisfaction. The inclusion of diversity in the organizational structure is considered as the core value of Marriot international as well as its strength in achieving global success. 
The growth of the company and its international recognition as a supplier of luxury services are highly trending in the country of the UK due to the cultural requirements of local people. The population of the UK is prone to the spending of large consumer incomes in order to obtain higher privileges and luxury, all of which are successfully offered by Marriot. The variety in cuisines and services offered for high consumer retention has been made possible by the culturally diverse staff through the growth of globalisation, which is considered as assets to the company, on which the quality of its service feedback depends. 
The current trends in the market of the hospitality industry within UK have witnessed large sum interests towards the rise of technological advancement and their application in industrial functioning and marketing. The highly efficient technological sector has been rapidly growing with the aids of investments in the equipment and recruitment of expert minds. The investment attained by technical workers for start-ups amounted to $13.2 billion in the year 2019 (Great.gov, 2021). The value of 26 of the European Unicorns of the UK values to over $64 billion. Access to such an amount of technology has shifted the market trends to highly innovative and easier ways of undertaking business functions. 
Marriot International has undertaken extensive market research to facilitate consumer-preferred services in its global branches. However, Marriot does not run alone in this chase of better technology, thereby creating tougher competition in the market. The technological investments were initially hampered due to the outbreak of the corona pandemic. Even so, the tech start-ups were able to retain €50.2 million in this period in investments (Uktech.news, 2021). The lockdown situation in 2020 boosted the technological trends in the country, further paving the way to success for large hospitality businesses. 
The sustainability trends in the UK hospitality industry have been uplifted due to poor survey results demonstrating a large number of food wastes generated by hotels. The government of the UK has set a target for the year 2050 to achieve a state of no carbon footprint with about 53% of SMEs prepared to attain that goal through the adoption of sustainability in their functioning. A survey found $376 million as wastes in taking away orders and $1.4 billion as residential food wastes (New Food Magazine, 2021). The rise of sustainability trends has infused competition in the hospitality market. The quality of sustainability measures has become the parameters of a hotel's reputation, thereby creating large scope for Marriot international. 
The technological trends and sustainability measures adopted by different hospitality brands have introduced competition in the market with each company trying to beat the other through efficient technology application and sustainable service management. Marriot International has achieved high growth with the favouring trends, however creating a line of competitors with equally powerful influence in the market. The major competitors of the brand include Intercontinental Hotels Group, Hyatt Hotels Corporation, Hilton Worldwide and Millenium & Copthorne. Hyatt earns the largest revenue for each occupied room of $144.5, while Marriot profits $84.5 in a similar comparison (craft, 2021). However, Marriot international earns the largest revenue in the competition amount to €10.6 billion in FY 2020.  Hilton Worldwide is the oldest competition, founded in the year 1919, 8 years before the introduction of Marriot international. 
The intense competition in the UK hospitality sector has required large business firms to undertake larger efforts to survive and beat the market. The achievement of success is measured by the attainment of a competitive edge over the competitors. The research on consumer preferences in every region of the diversified global markets is the key to competitive advantage. The popularity of a brand depends upon the trust of the consumers, who go after the higher quality of services at a worthy price range. Therefore, the factor of preference comes into play, as the tastes of consumers are diverse and thereby the services offered to different customers must be unique and preferred. The advantage over other competitors can be successfully gained by the whole effort of market research with contributions from the IT, marketing and HR department of Marriot international. 
The advantage over market competition does not lie just in satisfying consumers, rather in earning profits. The expansion of revenues can be earned through two efficient ways of raising prices and cutting costs. The cost-effective strategies must be applied to full potential within every department of a company, to eliminate wastage, shift to alternative ways of functioning and utilize the assets of the company wholly (Noe et al., 2017). The reduction in overall costs implies the rise in profits that enable a company to undertake larger investments on attaining a higher consumer base. Therefore, reducing input costs through efficient use of technology and minimal wastage facilitates competitive advantage to firms through raised profits. 








[bookmark: _Toc66805415]Conclusion 
The above study discusses the impact of globalisation in the working of the hospitality industry. The discussion observed the contribution of stakeholders to the functioning of Marriot international and marketing strategies that would help the brand to facilitate higher consumer satisfaction. The efficient planning on price, product quality and promotion for the company was witnessed along with the position of Marriot in the market. The globalisation growth in the UK was evaluated and the current market trends of technological advancement and sustainable marketing ways were discussed. The major competitors of Marriot were found to be Hyatt, Hilton Worldwide and International Hotels Group. Lastly, the strategies laid for Marriot for gaining competitive market advantage were discussed to be innovative and cost-effective with minimum wastage and utilisation of the full potential of organisational organs. 
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