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Introduction
The centre determinants of the study investigation would incorporate the factors to make crucial set-off judgement and show the inner and outside position of the organisation, the effect of the controls mode of several changes on the different partners, and the endorsed promoting blend distinguished by the specified organisation in the hotel business, globally in the JW Marriott. 
[bookmark: _Toc140071365]Critical analysis
[bookmark: _Toc140071366]Task 1
[bookmark: _Toc140071367]Marketing aspects implemented during the Covid crisis
The widespread of the Covid19 troubled an expansive segment of the Inn or hospitality business industry within 2019-2020. Indeed, mentioning the relative edge of 2025, a few of the business lodging sectors have not recuperated from the monetary situational analysis as per Seo (2021). Julius Robinson, Marriott Globe's head of deals and promoting officers for the United States and certain sections of Canada, talks approximately the activities of checking amid the difficult situation. Businesses, whether thriving or affected by the pandemic, are looking for ways to become a trusted resource for their major international customers (Eschenbrenner et al 2023). The allocation of resources, including sales and other services, will be affected during this particular period. Increasing customer acquisition is built into the marketing importance of Marriott hotels (Seo 2021). Marketing consists of promoting your business through social platforms and other networking facilities by placing advertisements or applying promotional codes to offer additional accommodation. The number of foreign tourists fell by 47% to 67% in 2020-21. Only 1.9% of the international tourism market allows it to operate. 
[bookmark: _Toc140071368]Application of SWOT analysis
[bookmark: _Toc140071369]Swot analysis: 
Strength: J.W. Marriott has a strong global presence, brand value, solid reputation, loyal customers and first-class customer service. As per Kim and Han (2022), these overall brand values and solid reputations keep them competitive in Covid 19 situations. This huge network magnifies brand recognition, giving clients an extensive range of lodging options still in the pandemic. As per Kim and Han (2022), During Covid, Marriott organised a loyalty program named "Marriott Bonvoy", which provided attractive prices and offers during the pandemic for frequent travellers as well as to attract new customers. With thousands of participants, the program helped to enhance brand reputation, loyalty, and repeat customers and helped to increase overall renewal for the business. 
Weakness:  During the pandemic, many employees resigned from hotel industries due to strict lockdowns and became afraid of getting infected by the COVID virus. As per Nicola, Agha et al. (2020), due to these reasons, J.W. Marriot has majorly suffered from an employee turnover problem. As per Li, Zhang et al. (2021), the company also has evaluated its investment in spending plans and anticipated eliminating at least one-third of its preceding forecast of projection between $710 million and $802 million in 2020. Reduced salaries for their senior manager's team by around 50 per cent, only hired important positions and a pullback on all non-essential spending. The company also holds repurchased shares, and investment spending had cut. In 2020 the cost-cutting plan had reduced by about $140 million, which eventually helped the company during the pandemic.
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Figure 1: Swot analysis of J.W. Marriot during pandemic
(Source: Kim and Han 2022)

Opportunities: As per Caton, Hatton et al. (2022), during the Pandemic, Marriott invested in technology a lot to boost customer's experiences, improve efficiency and streamline operations. Strategic Partnerships of Marriott with Alibaba have become the biggest opportunity, enabling the company to become competitive in the Covid situation. With this partnership, millions of clients could not book hotel rooms directly without any deposits. According to Hsieh, Chen et al. (2021), during Pandemic, Marriott was working with the Washington government and other organisations for aid and to get tax relief to ease near-term cash-flow challenges through several programs. 
Threats: As per Le and Phi (2021), during the pandemic, the hotel industry has been majorly affected worldwide. The mentioned company also suffered a lot in that situation. During Covid, government bodies implemented several strict rules and restrictions like lockdowns, safe distancing, contactless communication etc. Due to all these rules, people are not allowed to travel anywhere, so they don't approach hotel services. As per Le and Phi (2021), the demand for hotel services automatically decreased. Not only that, but many employees also became unable to join their services and resigned due to strict lockdowns and became afraid of getting infected by the COVID virus 
[bookmark: _Toc140071370]Strategical implementation applied by Marriott that affected the stakeholder’s approach
Computerised displaying or digitalised aspect with the assistance of social-based stages for the company's presence and various sources of benefit data. J.W. empowers its customers to enjoy all the luxuries of lodging and long-term and up-and-coming rebates at their doorsteps. The company also developed the overall set of security for selecting the leading and most reasonable remain for the shoppers (Lebedieva et al 2023).
Utilising the increasingly valuable analytics modes to guarantee an expansive number of remains amid that widespread time. Measuring the overall knowledgeable approach with more availability of choices with appropriate client bolster and undesirable needs set to expulsion made a difference in that stage as per Baneva et al (2023). The technological mode of well-informed rooms given the general creating strategy of the lodging. Personalisation gets to with progressed mobile application mode of innovation with the assistance of a few branded organisations and eminent administrations (Santoki and Parekh, 2020) and below are the points:
· Waiver duly cancelled
· Cleaning mode of committed approach
· Advanced level of customer base services in the hotel sector
· Implementation of digital factors 
[bookmark: _Toc140071371]Stakeholder affected aspects
It is easily one of the most vital parts of the hospitality sector to promote growth and generate revenue in the huge global market. Hence, Marriott needs to promote more focus on its stakeholders:
Featuring the formulated aims: The organised set of aims made a difference in them advance the Inn within the different divisions of the significant field. It appears to be an inactive figure for development and maintainability according to Grove et al (2020). 
· Target approach to get more desired clients: With appropriate innovation or a valid set of applications, the stakeholders could aim for the correct speculators to produce more reserves as per Grove et al (2020).
· Appropriate position of search engine in an optimised way: This technique made a difference for the bottom section of the assigned labourers to buy value on the least apportioned proportion. 

[bookmark: _Toc140071372]Technological impact in the strategical implementation
Tweaked portable offers: With the expanding, utilize of stages such as smartphones, tablets and tablets, Marriott Universal offers an assortment of benefits to its client in the midst of portable apps (Lebedieva et al 2023). The app base versatile request highlight permits guests to contact hotel staff with uncommon questions or select from a drop-down list of prevalent administrations
Application of social media to target new clients: Marriott has coordinates social stage base approach within the Omni channel promoting procedure, empowering focused on client focusing on through variable mediums (Elshaer and Azazz et al. 2021). The company empowered clients to utilize different applications such as Facebook Delivery person and WeChat in arrange to connect with the lodging concierge in genuine time.
Applying A.I.: Marriott employments prophetic analytics to recognize and win financial clients and benefit districts. This permits the brand, based on the case think about, to dissect huge sums of client information, counting family profile, occupation and pay check information, dispense designs, travel sort and recurrence, and travel areas, to superior get it clients and give redone offers and benefits as per Simões (2021) 
[image: Stakeholder Analysis | IAEA]
Figure 2: Stakeholder analysis
(Source: Grove et al 2020)
[bookmark: _Toc140071373]Application of 7P marketing mix
Product: During COVID-19, the government implemented strict rules and restrictions like lockdowns, safe distancing, contactless communication, etc. Due to all these rules, people are not allowed to travel anywhere, so they don't approach hotels for hotel services. Through this, the demand for hotel services automatically decreased (Ryńca and Ziaeian 2021). In this situation, J.W. Marriott provided safety masseurs for their clients, given the exciting offer of their hotel room price discount.
Price: As per Santoki and Parekh (2020), during the COVID-19 pandemic situation, J.W. Marriott also faced huge business losses as demand fell due to the pandemic. Companies are trying to overcome their losses through room pricing discounts by around 21%, deals on selected rooms, and sports discount offers to their old or new clients.
 Place: The most important part is the place in the hotel business where space availability and rates are seen. Covid -19 Situation J.W. Marriott has maintained their business using the online channel and shows their property online. In a pending situation, the company ensures its website is well maintained and well-designed, with easy navigation and a simple booking process according to Sulistyo (2021, January). 
 
[image: 7 Ps of Service Marketing | MBA TUTS]
Figure 3: 7p marketing mix
(Source: Santoki and Parekh 2020)
 
Promotion: As per Wu (2021), during the pandemic era, J.W. has offered fantastic rooms and services at an exciting price. Only promotion is the right way to communicate with the customer to educate them about this and the most important part of graphing customers in COVID-19. J.W. focused on online promotion activity through social media platforms at that time.
People: JW Marriott is a huge brand and a leading hotel company. As per Elshaer and Azazz et al. (2021), the company still faced several problems during the pandemic, including employee turnover. Due to all these rules, people are not allowed to travel anywhere, so they don't approach hotel services. As per Elshaer and Azazz et al. (2021) through which, automatically, the demand for hotel services became down, and not only that, many employees also became unable to join their services and resigned due to strict lockdowns and became afraid of getting infected by the COVID virus. 
Process: During the pandemic, the hotel industry was majorly hampered. The operational process is the most important part of business because customer satisfaction depends on that. As per Jiang (2023), in a pandemic, J.W. Marriott's "Bonvoy" app helps users with wonderful convenience and control where clients can instruct services and manage their visits without concern.
Physical Evidence: JW Marriott is one of the top hotel brands due to their services. In the Pandemic situation, all staff tried to provide the best service to their guests by maintaining all the safety measures and following all the protocols enforced by the government as per Raja (2020). This embrace contactless services and adopted mobile apps, applying artificial intelligence programmers and data analytics to provide personalised client service, maximising revenue management (Raja 2020). Through the Strategic Partnerships of Marriott with Alibaba, clients can now not book hotel rooms directly without any deposits.
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Figure 4: 7P marketing mix
(Source: Raja 2020)

[bookmark: _Toc140071374]Competitors analysing aspect led on by Marriott during Covid
Competitors included Hilton, Wyndham Hotel & Resorts and Hyatt. 
	Hotel
	Competitors
	KPI

	Marriott
Average room rate: 50 pounds
	Wyndham Hotel & Resorts
	Average room rate: 75 pounds

	
	Hyatt
	Average room rate: 91 pounds

	
	Hilton
	Average room rate: 60 pounds



Specific mode of the competitive mode of advantage over others consequently; the techniques included: 
· Taken a toll or price cutting start and transitory the suspended mode of labourers:
Sorenson deducted official pay rates by 49% and reported a leave of absence of numerous workers, counting at the mentioned brand's base camp as per Simões (2021). Decreasing authoritative costing, like workers, shortening working days, and eliminating unnecessary travelling and costs, whereas decreasing upscale time, is fundamental to maintaining operations (Frank, 2023). These fetched investment funds spared the mentioned company about 2.1 billion dollars million, which can be reinvested in segments hit hardest by the flare-up. Within the Joined together States, labourers are constrained to return to the working atmosphere. In contrast, an emolument bundle of 29% of their compensation is utilised for therapeutic and other fundamental requirements according to Frank (2023). 
· Closing of all the nourishment and refreshment to limit the episode: The brand has chosen to shut its eateries to limit the chance of the spread of the widespread and to constrain overall interactive facilities whereas guaranteeing social base separation as per Krupskyi et al (2019). Whereas the mentioned hotel briefly shut down the facilities and eateries within the Joined Together States, 
· Deferring of inspecting and the lodging redesigned viewpoints: Marriott inns positioned the set-off establishments taken after exact label base measures that duly routinely tried and confirmed in terms of arranging within the list of all the Marriott brands (Şener and Cobanoglu, 2022). 
[bookmark: _Toc140071375]Task 2
[bookmark: _Toc140071376]Management of the strategic decisions aspects to deal with the pandemic
The significance of quickening the promotion technique is most compelling in empowering visitors to book travel or arrange for trips amid such a questionable time. Give the excellent cost with reasonableness for developing more visitors or shoppers. Individuals select more acknowledged bundles to guarantee a more comfortable remain according to King (2021). Making a promo code to offer to their visitors by sharing on their inn site page or their social-based media stages like through the Facebook page Marriott. These are outlined to extend engagement with modern clients and improve the Marriott lodging and visitor room encounter. These ventures will assist the mentioned hotel in an easy process to adapt to post-Covid commerce conditions (Neves, 2022). As with other lodging chains, there is a part of vulnerability approximately how the company will work going forward, and not all are positive. When the hospitality sector went through the collaborative approach of facing lockdown balance without a government mode of supporting aspect, it was troublesome to assume each surviving organisation. 
[bookmark: _Toc140071377]Application of Porter’s five forces
Competitive Rivalry: As per Curnes, Kreun et al. (2023), J.W. Marriott has a huge global presence, brand value, solid reputation, loyal customers and first-class customer service. These overall brand values and solid reputations keep them competitive in Covid 19 situations. Marriot offers Luxury offers for specially targeted groups of clients with luxury services and amenities. Premium offers sophisticated premium services and amenities and attractive prices and offers in the pandemic for attracted frequent travellers and new customers. As per Curnes, Kreun et al. (2023), During Covid, all these programs helped to enhance brand reputation, loyalty, repeat customers and helped to increase overall renewal for the business. In 2021 Marriot generated recovery revenue of US$ 13.45 billion and ranked 3rd. In 2022 Marriott generated revenue was approximately 20.77 billion U.S. dollars. 
Supplier Power: As per Wei and Jingyi (2021), due to pandemic lockdowns, the mentioned company had adopted various cost cutting measurements in the well-planned supply chain management to minimise the operational cost to the maximum level in the Covid situation for better survival, which eventually decrease the bargaining power of supplier's. Being the biggest purchaser of suppliers and supplies, in those situations, suppliers do not have significant bargaining power as suppliers. As per Wei and Jingyi (2021), as an international brand, Marriott International still keeps attracting suppliers to remain a Marriott supplier in the pandemic and buying bulking from a trusted customer, which are the major factors to minimise supplier bargaining power.
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Figure 5: Porters 5 model during a pandemic
(Source: Curnes, Kreun et al 2023)

Buyer Power: As per Lebedieva, Peresichna (2023), during Covid, when Price sensitivity in real matters and the internet offered excessive offers with prices, Marriott invested in technology a lot to boost customer experiences, improve efficiency and streamline operations. This embrace contactless services and adopted mobile apps, applying artificial intelligence programmers and data analytics to provide personalised client service, maximising revenue management. Strategic Partnerships of Marriott with Alibaba have become the biggest opportunity, enabling the company to become competitive in the Covid situation. As per Lebedieva, Peresichna (2023), with this partnership, millions of clients could not book hotel rooms directly without any deposits. This huge network magnifies brand recognition, giving clients an extensive range of lodging options still in the pandemic. Marriot offers Luxury and Premium for specially targeted groups of clients with luxury services and amenities, for sophisticated premium services and amenities and also provides attractive prices and offers during the pandemic for attracted frequent travellers and new customers.

The threat of Substitution: As per Eschenbrenner, Zlatic et al. (2023), COVID-19 affects the general lifestyle patterns worldwide, the hotel industry businesses, and its economic growth. The threat of substitutes has high for Marriott. The biggest substitute for the hotel industry in that period was homes. Due to the strict lockdown, travelling was strictly prohibited, so people started working from home, which has caused losses in 5-star hotels like Marriott.
The threat of New Entry: As per Deng (2022), Marriot didn't face this threat because of its huge brand and worldwide reputation. Marriott International attends to 2 types of customers: corporate business clients and individuals. During COVID-19, business has been impacted worldwide, and due to those, hotel seminars, meetings, and corporate functions were organised digitally, which hugely affected the hotel business and was also an important discouraging point for a new entrant. 
[bookmark: _Toc140071378]Task 3
[bookmark: _Toc140071379]Conclusion
The largely conclusive mode of proof spoken to the crucial focuses maintained the contextual approach given sufficient proof that made a difference with the relief handle of dealing with the administrative structure and the trade operation connected by Marriott Worldwide. Concurring with the contextual approach investigation, the inn or hotel chain of business implemented and executed certain post-Covid measures and maintained prime focus on fetched cutting angles, cancelled redesign to spare the discoveries, and the administration included certain basic showcasing techniques that were driven based on the proven approach of Porter's five strengths hypothesis. The arrangement of inner and outside variables of the said brand, agreeing to the analytics of the hotel business, made a difference with the practical viewpoints of Marriott to bargain with trade operating aspects amid the widespread Covid that duly clarified with a SWOT investigation. 
[bookmark: _Toc140071380]Recommendation 
[bookmark: _Toc140071381]Utilise virtual innovation:
The neighbourliness industry is nearly continuously a put where individuals are in contact with and near clients and colleagues. In numerous ways, virtualisation appears just like the best thought in this circumstance of mass freeze over the spread of the infection. This will permit the brand to control operations from any place. The cloud, moreover, makes a difference with portable concierge frameworks, hassle-free nourishment requesting, and contactless nourishment conveyance. The cloud, too, remotely works a few assignments, such as deals, trade advancement, computerised promoting, e-commerce, and advanced showcasing.
[bookmark: _Toc140071382]Reach out to millennials:
At this time, millennials in this nation are the foremost frantic portion of society to return to commonality. In any case, their want to encounter special experiences worldwide can decide their offer. With expendable salaries, millennials will end up the spine of neighbourliness perseverance. Carrying out support and repairs is essential for lodging. Lockdowns and pandemics do not cruel Marriott will be near their entryways and, as it were, open when confinements are lifted. In reality, presently is the culminating time to begin learning approximately the genuine domain advancement plans the Marriott recently had the widespread hit. Concurring to the Modern York Post, the younger generation or the millennials, are likely to be the primary to travel once limitations are facilitated. Subsequently, a key step in Marriott's trade recuperation plan is to precisely determine how to draw in and lock them in. 96% of millennials esteem brand genuineness over a predominantly perfect lodging message. They esteem straightforwardness, belief and brand validity. When communicating almost coronavirus, the lodging must attempt to communicate what they would do early, regularly, and transparently. Tech-savvy travellers need versatile visitor encounters, personalised messages, offers and rewards, 24/7 service, and more. In any case, the significance of having a concierge app cannot be overemphasised.
[bookmark: _Toc140071383]Shrewdly water framework:
Based on the present condition of water deficiencies, sparing water is fundamental. Utilising the most recent innovation, designers can introduce perceptive water frameworks that can spare water in both commercial and private buildings related to the Marriott. By utilising clever water frameworks, modellers cannot, as it were, spare water but too reuse it.
[bookmark: _Toc140071384]Audit current well-being and security conventions, approaches, and methods:
Individuals will mainly endow their lives with the inn company during these periods. This could be cruel, and many things have to be reconsidered. Most importantly, the security strategies Marriott follows to guarantee that the well-being of its visitors is not endangered.
[bookmark: _Toc140071385]Remain up-to-date and give the same and accurate data:
However, making beyond any doubt the communication of this data accurate to its clients and prospects will assist in constructing belief within the brand and recuperating from the repercussions of lockdowns.
[bookmark: _Toc140071386]Use cloud innovation:
These days, further work is getting to be the norm. Appreciation for development and innovation, inaccessible work is on the rise indeed in human-centric businesses like neighbourliness. In truth, hoteliers ought to oversee all the inn forms without being on location. With the execution of a cloud source administration framework, the hotel can control all the forms anytime, anywhere. The application of this would help to approach within the sustainable boundaries. 
[bookmark: _Toc140071387]PMS frameworks:
In times like these, in any case, the framework may offer more prominent benefits. In case the company's program incorporates a versatile base concierge app, the lodging can lock in visitors from check-in to requesting nourishment and administrations with the lesser mode to deal with one-on-one interaction in real. This aspect of technicality will permit hoteliers to transit a few of their hotel employments to further work, counting Trade Deals or commerce advancement positions, e-commerce, advanced marketing, etc.
[bookmark: _Toc140071388]
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