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Marriott Inc.
Marriot Hotels International is an American based and operated company that has numerous franchises and hotels worldwide. It is a purely hospitality and tourism company. It is headquartered in Bethesda, Maryland and was founded in 1927 in Washington D.C, United States of America (Marriott International, 2016). The Chief Executive Officer, J. W. Marriot Jr. has successfully led the company into a worldwide-recognized brand with over 3000 lodging properties located in the United States and 110 other countries, totaling to over 5000 establishments (Marriott International, 2016). Its vision is to become the leading provider and facilitator of luxury, leisure, and business experiences across the globe. Their mission statement reads, “To create an environment conducive and helpful to both our employees and customers, thereby encouraging our employees to work at their maximum capacity in being of service to our customers whilst providing them with good food and food service at a fair price” (Marriott International, 2016). The company aims to be the best in the global market, but is faced with multiple threats. The strengths, weaknesses, opportunities, threats and the core competencies of Marriott Inc. are explored herein.
Strengths
Marriott has a powerful presence in the global hospitality market and enjoys a large market share. Some of the company’s strengths include those discussed next.
High Brad Recognition and Recall
Marriott has a vast expanse of global brands including Ritz-Carlton, JW Marriot, Bulgari Hotels, and resorts among others (Marriott International, 2016). Due to this vast expanse of the brand, Marriot enjoys a high brand recognition position compared to its competitors. This brand recognition gives the company ability to build a positive reputation and image to its customers (Bhasin, 2015). It also enables Marriott Inc. to command higher prices and easy market penetration than its competitors. The high brand recall makes the customers stick with the company’s offerings thus improving its profit margins (Bhasin, 2015).

Technical Innovations and Information Technology 
Marriott Inc. is constantly upgrading its properties with technology that responds to the needs of every client whether business or leisure (Xerox, n.d.). Marriott works closely with its partners to design and implement technology that meets the needs of their customers and improves their stay in their hotel and accommodation facilities. Agile designs and personalized connectivity creates memorable experiences to its clients thus creating a positive image and fosters word of mouth marketing. This gives Marriott a better positioning in the hotel industry.
Franchising

Marriott has a large number of franchises in over 100 countries worldwide. This large number of franchises facilitates the rapid growth and expansion of the company’s portfolio through the labor and capital of others thus ensuring that the growth is cost effective and reduces the risk of expansion. Franchising gives the company a competitive advantage through sufficient financial resources, commitment to motivation, enthusiasm, and willingness to accept responsibilities and proper management of the business. 

Good Employee Retention and a Diverse Workforce

The Marriott chain of hotels and resorts employs hundreds of thousands of employees who are from different cultural backgrounds. About 5% of the managerial positions are held by minorities and of these, 47 percent are women (Best Companies, 2016). The company also has a diverse reach to suppliers, owners, and franchisees. This ensures talent retention, improved customer service, flexible working arrangements and improved team effectiveness. This gives Marriott Inc. a competitive advantage and improved profit margins annually (Iguchi, 2016).

Excellent Strategies to Attract and Maintain Customers 
Marriot has excellent strategies to attract and maintain its customers’ loyalty. Advertisements, strategic account management and offering the best service in hotel and accommodation at a low price attracts more customers and retains old ones. Price, quality, and satisfaction are the core driving forces for Marriott Inc.
Weaknesses
Over-Reliance on the United States Market

Marriott has focused most of its efforts on the United States market instead of other international establishments and businesses. Over-reliance on the North American market with the constantly changing domestic dynamics means a risk to the company’s local and international fortunes. A shock in the economy of America can have severe ramifications for the company. 
Global Expansion Leads to Brand Dilution 

The rapid growth and expansion of the Marriot Company has slowly taken its toll on the brand. In the hospitality industry, it is difficult to effectively and efficiently meet all the needs of customers from different backgrounds thus attempts to gain sales margins in different parts of the world leads to reduced margin streams and brand dilution.

Below Potential Market Share

The tourism, hotel, and hospitality industry has a large number of companies, which present each other with stiff competition. Marriott has had long time stiff competition from other companies such as the Hilton Hotels and Resorts, Starwood Hotels and Resorts and the Tai Hotels among others. These long-standing competitors limit Marriott’s market share and reduce its revenue streams. 
Opportunities
High Potential in Emerging Markets

The rising cost of living in the already established markets negatively affects the performance of Marriot Inc. in the hospitality industry. Investing in emerging markets such as Russia, India, Egypt, and Brazil where there is a rise in the middle-class population will draw new visitors and customers thus increasing the profit margins, improve brand recognition and give it a competitive advantage.

Emerging Asian Tourism and Travel Markets

In the recent years, there has been a great increase in the number of tourists and travelers in the Asian markets. Marriott Inc. has an opportunity to invest and spread its business in Asia in order to meet the needs of the new trend. This will not only improve its market share but also enable it to diversify the current workforce further.

Improving Hospitality Market in the United States

After the economic recession in 2008, Marriott Inc. is among the very few hospitality companies that has established normalcy in the last five years in the larger North American market. Marriott should take advantage of this, build its brand, and establish a brand recall effect as the market recovers from the recessionary blues.

Eco-Tourism

There is an emerging market in the eco-tourism sector in most parts of the globe in effort to combat the global warming threat. This new trend presents Marriot Inc. with an opportunity to invest in it and provide nature-friendly environment and services to its customers.

Rising Incomes

In many parts where the Marriot Inc. has its establishments, there is a rise in income and growth in middle-class population. A rise in income means there is extra money to spare and spend on luxury goods and services. This gives the company a chance to tap into this market and increase its market share.

Threats
The Danger of Terrorism

This is a major political threat that faces Marriot Inc. that affects the political climate and the popular tourist destinations. International air travel bans and increased international tension results in a decline in the number of tourist travels, which affects Marriott’s activities directly. A decrease in the number of travels and attacks on tourism sites leads to a decline in hospitality services decline thus creating a loss and declined market share for Marriot Inc.

Slowing Economic Growth in China

The reduction in the rate economic expansion in China and the economic turmoil experienced in Europe can negatively affect Marriot Inc. the collapse of the stock market in China and the debt crisis in European nations has negatively impacted the purchasing power of consumers thus reducing their ability to travel and hospitality services purchase. Marriot Inc. is heavily reliant on the ability to travel thus the decline in the consumer purchase power thus; a decline negatively impacts the company.

Stagnated Growth 
In the United States and most European countries, there is stagnation in the middle-class wages. This stagnation in wages negatively affects the ability of people to travel and rent hotel rooms. This decline in ability to travel reduces the Marriot’s market share and profitability. 

Global Warming 
Global warming leads to increased electricity costs in an effort to curb greenhouse gasses brought about by coal burning. The rising temperatures are projected to cause a rise in ocean levels, resulting in the flooding of Marriot hotels and creation of storms at the beach thus leading to the closure of ski and beach resorts.

Ethical Violations’ Impact on Branding
Hospitality marketing ethics deal with ethical dilemmas in the industry. According to Ross and Stratton-Lake (2009), marketing should follow ethical standards in order to prevent any negative impact on its brand. Consumer-oriented marketing and social benefit-oriented marketing should not interfere with the set standards (Wang, 2004). An ethical brand is more appealing to consumers than an unethical one. Currently, more and more hotel guests are concerned with much more than narrow self-benefits in services offered. Through the internet, hotel guests are able to communicate and share experiences about the company’s brand and services. Staff image, product image, social image and environmental image are the tangible parts of a product that when ethically violated results in damage of the brand. Adherence to ethical rules will not only improve the competitiveness in the market but also increase the revenue for the Marriott Inc. 
Core Competencies
 Core competencies can be understood in simple terms to mean the characteristics of a business that set in apart from its competition. These characteristics usually serve as the driver of growth for a business organization because they bring in customers and help to keep them in the midst of all the extant competition. For Marriott International, such competencies are easily derivable from the organization’s history. The fact that it grew from an outfit that served its patrons on the street to the current internationally acclaimed organization it is, is a clear indicator of the existence of strong competencies. Some of these competencies are as discussed next.

For starters, Marriott International started by providing patrons with roadside offerings that were offered from a single stand (Human Interactions, 2016). Over the years, it expanded to include numerous other services within the boundaries of the hospitality industry, for instance, catering, airline meals, and hotels among numerous others (Human Interactions, 2016). Its ubiquity across the world today is a clear indicator of how well its services have been received globally. Thus, one of Marriott’s core competencies, as affirmed by its vision statement is to be the best there is in the hospitality industry, not only in America, but also on a global scale. Marriot has strived to ensure that the services it offers are one of a kind. It is not necessarily the best player in its niche today, but aiming to be the best stands out as a core competency because, since its inception, this organization has undergone all sorts of changes, but its desire to be the best has endured. This means that it places lots of emphasis on continuous improvement to stay abreast of its competitors. The reason this characteristic is not easily replicable by competitors is that while the competition is busy catching with the company’s latest development, the company itself is busy seeking new ways to better its operations and offerings. In the end, the competition often ends up playing catch-up with Marriott. This has led to the development of a well-recognized and strong brand image for the organization. 
Secondly, the fact that the Marriott brand is recognized globally and is highly esteemed by patrons is also a core competency of the organization (Human Interactions, 2016). Organizations all over the world are struggling to break into the mainstream global business scene, and many find it extremely challenging due to the crowding of the marketplace by competitors from all corners of the world. As such, Marriott’s high brand recognition globally is a major area of strength that has enabled the organization to advance its developmental agenda successfully, despite the cutthroat competition that exists in the hospitality industry. Marriot has managed to maintain this aspect of its competency by ensuring that it has exceptional amenities on top of the attentive care it accords its patrons. Moreover, Marriott has conducted extensive research to build a massive database of localized knowledge, which aids in providing tailor-made services to its customer base. This custom-made service is further augmented by robust customer loyalty programs that its customers find irresistible (Marriott International, 2016). Again, in this area, Marriott has the upper hand on most of its competitors. The knowledge it has of its markets is exclusive, and even though competitors can carry out their own market research, they cannot have the exact outcomes as what Marriot has. Thus, they cannot replicate what Marriott does to maintain a recognizable and robust brand.   
Finally, Marriott’s interaction with state-of-the-art technologies and its effort to streamline such technologies and align them to its operations is another area of strength that competitors have not been able to keep up with (Xerox, n.d.). In other words, Marriott’s ability to embrace innovative technology and improve it to fit its specific needs is its other core competency. It is not the last among the organization’s repertoire of core competencies, but it certainly is a major competency. Marriott is well known for electronic check-ins, and online bookings among other innovative technologies. These are made unique by the organization’s 10,000 square feet innovation lab that adopts latest technologies and works towards making them better and customer-oriented (Xerox, n.d.). This makes it stand out from the crowd and helps to ensure that although competitors can have access to these technologies, they cannot have them exactly as comes off Marriott’s innovation lab.
Relevance of Marriott’s Core Competencies

Armed with these three key competencies and others that have not been discussed herein, Marriott can easily double its efforts in non-North American markets and increase its revenues exponentially. All over the world, the middle class is growing. Some previously low-income countries have made significant strides middle-income status while those that were in the middle-income bracket are almost joining the developed world. With these changes, and with regard to the fact that Marriott currently over focuses on the North American market, there is massive potential for the company outside this region. 
As people’s income statuses change, it comes with an aspect of sophistication. This means they tend to become assertive about what they want. This is perfectly in tandem with Marriott’s core competencies. For example, the organization seeks to be the best in the hospitality industry, which is exactly what people will be looking for when they spend their money. Also, it has a massive capacity to understand and give exactly what its customers want. Again, this competency dovetails perfectly with the idea of bolstering Marriott’s focus outside North America. Thus, the organization will be far much better off expanding its operations to more countries and strengthening already existing operations outside its traditional home turf. This way, it will be able to grow beyond where it is today and even exceed its wildest imaginations. It just needs to focus on the non-North American market with the same fervency as it does on its home turf. 
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