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· [bookmark: _Toc133596110]Executive Summary
This research focuses on the business strategy of Marriott UK and more especially on evaluating corporate principles in light of ethical issues. We looked at the numerous moral guidelines Marriott UK might follow as well as several marketing techniques including SEO, PPC, viral marketing, affiliate marketing, and social media. We also go through upcoming technology and markets that Marriott UK will need to adjust to. Overall, this study emphasises the value of strategic marketing in guaranteeing the longevity of Marriott's UK operations and the necessity of prioritising accountability and safety in business.

· [bookmark: _Toc133596111]Introduction
This research examines several facets of Marriott UK's marketing strategy, beginning with the development of the company and its primary goods and services. Soon, we will look at how to scan the business environment both internally and externally and analyse market trends, governmental interventions, and consumer behaviour in the rapidly evolving digital environment. We will look at market segmentation, targeting, and positioning and how these concepts relate to developing marketing strategies and initiatives with added value. Along with the marketing mix strategy, the development of brand products to provide customers with value and an enjoyable experience is discussed. We also look at how disruptions affect the disruptive nature of the internet, internet ethics, external forces, and cultural variations. We also look at ethical criteria in the entrepreneurial and pre-market contexts. To assure continuous business for Marriott UK and beyond, we explore current concerns and future advances in marketing, including SEO, PPC, viral marketing, affiliate marketing, and social media.

Marriott International is a significant hotel chain with properties all over the world, including many in the UK. Marriott operates more than 80 hotels in the UK under a variety of brands, including Renaissance Hotels, Autograph Collection, Courtyard, Marriott Hotels & Resorts, and more. There are properties available in well-known tourist locations and cities like Cardiff, Manchester, Edinburgh, and London. To meet the requirements of all sorts of tourists, Marriott Hotels UK provides a wide selection of options, including luxury hotels and affordable hotels. Additionally, the British Marriott offers its visitors a conference space, a fitness centre, and dining alternatives.
· [bookmark: _Toc133596112]Marketing Concept
A business strategy is a plan for achieving goals for the company while identifying and satisfying the requirements and desires of customers. This is done by developing, marketing, and providing goods and services that are valuable to customers.

· [bookmark: _Toc133596113]Nature of marketing
To remain competitive and satisfy client expectations, Marriott UK's business strategy is built on a knowledge of and adaptation to the changing nature of business. The following are some salient features of this company and its methods:

· Customer service: UK Marriott Hotels pay attention to what their clients' requirements and wants are and modify their operations accordingly. This entails aggressively soliciting client input to enhance their goods and services as well as leveraging data and analytics to comprehend consumer behaviour and preferences (Yildirim and Basci, 2019).

· Strong brand identification: UK Marriott exploits this identity in its marketing activities. This involves a dedication to responsibility and sustainability, as well as an emphasis on luxury, quality, and customer service.

· Digital Marketing: The UK Marriott has made significant investments in digital marketing to stay up with the rapidly evolving nature of the industry. This includes collaborations with online travel agents and other third-party platforms, as well as social media, email marketing, and mobile communications (Jahn, Kunz, and Steenbock, 2017).

· Individualization: UK Marriott has put in place ways to do this through marketing since it understands that customers expect a personalised experience. This involves carefully chosen advertising and messaging, as well as reward-based loyalty programmes that promote repeat business.

· Data-Driven Decision Making: Marriott UK uses data and analytics to guide business choices and assess the effectiveness of its initiatives. This entails keeping an eye on crucial performance indicators like customer acquisition and retention as well as conducting market research to remain ahead of trends and in-demand clients.

· [bookmark: _Toc133596114]External and Internal Marketing Environments
· [bookmark: _Toc133596115]External Marketing Environments
· Business climate: Marriott UK's operations may be significantly impacted by the business environment. The demand for UK Marriott goods and services may be impacted by economic variables including inflation, exchange rates, and consumer spending habits (Malshe and Sharma, 2019).

· Competition: Marriott UK competes against several major firms in the market for joint ventures. To remain competitive, Marriott UK must be aware of the advantages and disadvantages of its rivals as well as its marketing tactics.

· Technology factors: Changes in technology may have an impact on UK Marriott's operations. For instance, how people book hotel rooms has altered as a result of the growth of online travel agents and booking platforms (Kim and Ko, 2012).
· [bookmark: _Toc133596116]Internal Marketing Environments
· Company Culture: UK-based business culture the corporate culture of Marriott prioritises providing great work and excellent customer service. Its business approach to delivering a positive client experience mirrors this culture.

· Marketing Strategy: The marketing mix used by Marriott UK consists of product, pricing, promotion, and location. Each of these themes has been thoughtfully created to satisfy the demands of its intended audience and add value (Kumar, 2020).

· Performance metrics: Marriott UK keeps track of several performance indicators, including occupancy, average daily room occupancy, and revenue per available room. These indicators are employed to assess the performance of their companies and provide guidance for the next plans (Goh, Heng, and Lin, 2013).

· [bookmark: _Toc133596117]Market Analysis
· Failures and market forces: In the hospitality sector, several variables influence supply and demand. These variables include economic ones like GDP growth and inflation as well as social and demographic ones like shifting consumer preferences and demography. Marriott UK should adapt their marketing to these developments. Additionally, Marriott UK could not succeed if it is unable to adjust to shifting market conditions or deliver first-rate customer service (Eisend and Langner, 2019).

· Government Intervention and Business Failure: The hospitality sector may be impacted by laws and regulations. For instance, adjustments to tax or immigration regulations may have an impact on hotel room demand. Marriott UK has to understand the changing environment and modify its business plan accordingly. Failure can happen if Marriott UK does not follow rules set by the government, does not perform as expected, or does not react to changes in those rules.
· Competition, Cooperation and Competition: The principles of competition and collaboration are the foundation of the hospitality sector. This is the course that UK Marriott must take to remain competitive and work with other companies in the market. If Marriott UK is unable to keep one step ahead of its rivals or form productive alliances with other industry players, it may fail (Banerjee and Bose, 2019).
· [bookmark: _Toc133596118]Customer Insights
· Consumer Behaviour and Expectations: Marriott UK must comprehend consumer behaviour and expectations to provide excellent guest experiences. This considers elements like the demand for first-hand knowledge, the significance of social media, and the rising demand for sustainability and accountability. If Marriott UK does not fulfil consumer expectations or recognise and adapt to shifts in customer behaviour, it risks failing (Bergvall-Kåreborn and Ståhlbröst, 2017).

· Digital Channels: Marriott UK must interact with consumers via a variety of digital channels, including social media, email marketing, and mobile. In a setting that is changing quickly, these channels are crucial for connecting with clients. If Marriott UK does not engage customers through these channels or provide a compelling digital experience, it risks failing (Chawla and Saini, 2017).

· Customer Feedback: Customer input is something that Marriott UK should aggressively seek out through polls, reviews, and other avenues. This input is used to find areas that need development and produce fresh company concepts. If Marriott UK had not listened to customer input or used it to enhance the customer experience, it would have failed.



· [bookmark: _Toc133596119]STP Marketing
For its UK companies, Marriott, a multinational hospitality corporation, employs segmentation, targeting, and location to produce commercial value and service. Let us investigate how Marriott makes advantage of each of these ideas:
· [bookmark: _Toc133596120]Market Segmentation
Marriott divides their customer base into several segments depending on their requirements, interests, and actions. The business segments the market using a variety of strategies, including geographic, demographic, psychographic, and behavioural segmentation. For instance, Marriott may divide its market into segments for families, groups, business travellers, and leisure travellers. To create marketing strategies for each market category, Marriott has to understand the various demands and expectations of its consumers (Khan, Muhammad, and Khan, (2019).
· [bookmark: _Toc133596121]Targeted Marketing
Marriott develops a marketing strategy for each category after deciding on its goals. The specific requirements and preferences of each market group are emphasised in the company's marketing strategies. For instance, Marriott may market family packages with kid-friendly items or operate a business centred on luxury and convenience in corporate travel products.
· [bookmark: _Toc133596122]Positioning
By offering outstanding customer service and product quality, Marriott presents its goods as high-grade and premium. The company's goal is to provide elegance and comfort above and above what customers could expect, creating unique value. To differentiate itself from competing hotels, Marriott places a strong emphasis on the calibre of its properties, the excellence of its people, and the distinctiveness of its facilities.
· [bookmark: _Toc133596123]Innovative Strategies
· Resources: The material, human, and financial resources of Marriott UK are all available. With the help of these resources, the business can attract the best personnel, invest in innovative technology, and create new goods and services for its clients. With its financial resources, Marriott, for instance, can spend money on the creation of mobile applications, digital platforms, and other technology that enhance the visitor experience (Ahmad and Pathan, 2018).
· Assets:  Marriott UK's name, reputation, and intellectual property are among its assets. These resources assist businesses in setting themselves apart from rivals, fostering consumer loyalty, and producing unparalleled value. For instance, the Marriott brand is well-known around the world for its luxury and superb service, which adds significantly to its ability to draw in high-end clients.
· Digital analytics: Reviews, online reviews, and social media participation are all part of Marriott UK's digital analytics. These indicators assist businesses in tracking consumer satisfaction, performance, and behavioural trends. For instance, Marriott employs data analytics to monitor consumer preferences, including those of a guest, such as preferred room temperature and room service requests (Chang and Chen, 2018). 
· Competencies: Marriott UK's strengths include leadership, excellent work, and talented personnel. The organisation can provide its consumers with outstanding service and a memorable experience thanks to these resources. For instance, Marriott offers thorough customer service training to provide its staff with the knowledge and abilities to produce excellent client experiences.

· Capabilities: The capacity to innovate, adapt, and grow its operations to meet industry developments is one of Marriott UK's competencies. These tools assist businesses in staying one step ahead of the competition, seeing new possibilities, and providing consumers with better value. For instance, Marriott's capability to adopt new technology like mobile check-in and chatbots aids the business in meeting the shifting demands and preferences of its consumers.

· [bookmark: _Toc133596124]Marketing Mix
The marketing mix is a crucial business concept that entails integrating and controlling many components of the marketing strategy to provide consumers with value and accomplish organisational objectives. The four basic components of the marketing mix, or the "4Ps," are product, pricing, placement, and promotion. To create and conduct efficient marketing strategies, Marriott Hotels UK blends division with marketing tactics.

· Products
Marriott UK has a comprehensive selection of hotels and resorts to accommodate a variety of consumers, including luxury, premium, and low-cost tourists. The corporation creates its goods to fulfil the requirements and interests of all enterprises by providing distinctive products, facilities, and services. The goal of Marriott UK's product strategy is to enhance customer experience and provide consumers with value by creating new products and upgrading current ones.
· Price
Considering its target market category, British Marriott charges fair prices. Companies establish pricing by the cost of production, the cost of their goods and services, and the amount of market competition. To entice and keep consumers, Marriott UK uses a range of price structures and incentives.

· Place
The distribution and accessibility strategy for Marriott UK goods and services. To provide clients with easy access, the business has placed its merchandise in busy places. Partnerships with airlines, travel agencies, and other travel-related businesses are also part of Marriott UK's local strategy to boost exposure and impact.

· Promotion
Advertising Marriott UK uses a range of marketing initiatives to increase awareness, spark interest, and persuade people to book stays at its hotels and resorts. To communicate its distinctive advantages to customers, the business uses a variety of marketing techniques, including advertising, public relations, direct marketing, and social media (De Vries, Gensler, and Leeflang, 2012).

· [bookmark: _Toc133596125]Internal organisational marketing
For Marriott UK, internal marketing and corporate communications/reputation are crucial for ensuring that its staff members comprehend and uphold the company's values, mission, and vision. As a result, guests receive a consistent experience that matches Marriott's reputation and brand identity throughout the UK. To do this, Marriott UK uses a variety of tactics, such as consistent training, communication, staff involvement, performance reviews, advertising, good PR, social media, and customer interactions. Marriott UK's marketing tactics aim to provide a great customer experience based on the company's name and reputation, and they assist in attracting and keeping used goods consumers.

The brand strategy of Marriott UK emphasises customization, innovation, and high-quality service. Personalization is the process of adjusting products and services to a customer's demands based on analysis of user data and feedback. Technology and processes that enhance the customer experience, including chatbots and mobile check-in, are examples of innovation. Service certification and staff training are two factors that contribute to service quality. With the use of this technology, a distinctive customer experience that represents the Marriott UK brand and reputation may be created.

· [bookmark: _Toc133596126]Strategic implications
Since it alters how the company engages with customers and competes with other market players, the impact of the digital marketing landscape is a crucial area of business for UK Marriott. For Marriott Hotels UK, some of the main effects of the disruptive digital marketing landscape include (Brodie et al., 2013).

· Changes in customer behaviour: Customer behaviour has changed as a result of the digital environment; customers increasingly prefer to book hotels online, read reviews and ratings, and participate in social media marketing. To adapt to evolving client requirements, UK Marriott must adjust its business model (Aswani and Hafeez, 2020).
· Increasing competition: As customers have more options, the digital world is likewise getting increased cutthroat. Delivering a distinctive value offer and capitalising on its reputation are two ways Marriott UK may set itself apart from the competition.
· The need for data-driven marketing:  Data-driven marketing is necessary, and the digital hub helps with data collecting and analysis by giving customers' behaviour and preferences context. Marriott UK should use this data to provide value for consumers by creating personalised marketing tactics.
· Importance of digital channels: Digital media's use in business increases the importance of channels like social media and email. This is the route Marriott UK needs to use to connect with consumers and create connections.
· Embracing Innovation: To improve the guest experience, Marriott UK must promote innovation and innovative technology since the digital landscape is always changing.
· [bookmark: _Toc133596127]Model of ethics
Marriott UK, a multinational hospitality corporation, competes in a market shaped by corporate objectives and consumer preferences. In this situation, Marriott UK must strike a compromise between its moral obligations and the requirement to produce results and satisfy customers. The following are some ethical principles UK Marriott might consider in this circumstance (Braun, Kitzmann, and Childers, 2019). 

· Utilitarian: This moral code puts the greatest good for the largest number of people first. This might entail, in the case of Marriott UK, continuing to reach the target market while making decisions that primarily benefit consumers, staff, and shareholders.
· Morality: This ethical principle establishes the behaviour and reliability of individuals and groups. This might entail supporting ethical, open, and responsible business practices, even if they are not immediately profitable, in the case of Marriott UK.
· Deontological Ethics:  Following moral laws and principles of consequence is what deontological ethics is all about. This can entail sticking to a strong code of conduct that promotes ethical behaviour in the context of Marriott UK, even if it has the potential to negatively impact profitability or the ability to conduct business.
· [bookmark: _Toc133596128]Recommendations
For the company and the organisation as a whole to remain viable, Marriott UK must overcome several present and potential future business problems. These consist of:

· Search Engine Optimization (SEO): Marriott UK has to make sure that its website and online content are optimised for search engines (SEO).
· Pay Per Click (PPC): To raise brand recognition and get more visitors to its website, Marriott UK may employ PPC advertising. This includes placing bids on certain content and paying for each ad click.
· Viral Marketing: Marriott UK may use viral marketing efforts to raise awareness of and interest in its brand. This entails producing material that is incredibly engaging and inspiring consumers to participate in their networks.
· Affiliate Marketing:  Marriott UK may collaborate with affiliates to market their businesses and boost sales. This involves compensating affiliates with commissions on each sale they generate.
· Social media: To communicate with consumers, promote its brand, and offer customer care, Marriott UK has to have a significant presence on sites like Facebook, Twitter, and Instagram.


· [bookmark: _Toc133596129]Conclusion
In conclusion, Marriott's UK business strategy research emphasises the need of prioritising ethics and responsibility when assessing the company. Marriott UK may make decisions that have a positive impact on consumers and stakeholders while achieving outcomes by adopting ethical principles including efficiency, ethics, and ethics. Marriott UK can attract and keep consumers while keeping up with their business changes and ideas by using several marketing tactics including SEO, PPC, viral marketing, affiliate marketing, and social media. Marriott UK can guarantee the profitability and stability of its business by putting a strong emphasis on safety and accountability.
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