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Background Information

The total number of people required for the hospitality industry in China is around 4 million;
however, currently, only 1.66 million people work there. According to a recent report by the China
Hospitality Association, the hospitality industry has a shortfall of 2.4 million workers. Meanwhile,
the country's working-age population is expected to decline by 35 million between 2021 and
2025.

In 2022, China's birth rate hit a record low, with the total population falling by 850,000 from the
previous year and entering negative growth. Meanwhile, China's average life expectancy is
expected to increase as people live longer and healthier.

Implications for the workforce due to changing demographics:
e Shrinking workforce, aging workforce leading to rising labor costs
e High turnover - the attractiveness of the industry is weakened

e Inadequate supply - Difficulty in finding skilled workers due to mismatch between skills and
expectations of highly educated graduates

Marketing Strategy

With business resurging in 2023, our top priorities are employer branding and talent sourcing. We
have been sending the message far and wide that we are hiring and that Marriott is a great place to
work with our people-first ethos. We hope to rebuild confidence in the hospitality industry as a
leading hotel company. With that, we launched Marriott's new people brand, “Be,” campaign
globally, as the company continues its focus on attracting and retaining top talent worldwide.

The “Be” brand focuses on three pillars: Begin, Belong, and Become. To attract and retain top
talent, “Be” empowers associates to fulfill their career goals with Marriott International, where the
company’s commitment to creating a culture of inclusion offers innovative opportunities to grow
professionally and personally.

Outcomes
Our Marriott Careers social media channels have achieved over 80 million impressions.

The stories shared by team members on LinkedIn have been incredible.

Job seekers have responded, too—in the first week of launch, our careers site traffic jumped over
30%, with over 25 million visitors a year and 4 million applications.

As global travel resumes post-COVID, Marriott added over 200,000 associates worldwide over
the past year, and we are focused on investing in and growing our workforce in 2024.
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Implications & Challenges

The launch of “Be” is the next step in Marriott’s journey of associate investment. As a pioneer in
the hospitality industry, Marriott was the first to build and launch a digital learning platform,
providing associates with access to a range of foundational learning programs. Marriott was also
the first to introduce a global well-being program over two decades ago, focused on worldwide
nurturing associates' physical, mental, and financial health. Furthermore, a range of personal and
professional growth opportunities are available for associates focused on building resilience,
agility, and well-being to create more curious, courageous, and connected leaders to guide the
company into the future and make a broader positive impact on Marriott, our guests, and our
communities.
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