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[bookmark: _Toc149398882]Introduction
The report aims to present strategic marketing analysis on Marriott hotel at the time pandemic. The Marriott Hotels and Resorts is the brand of Marriott International providing the full-service resorts and hotels and it is headquartered in the region of Bethesda, Maryland (Marriott, 2023). According to the company’s annual report currently Marriott has approximately 582 resorts and hotels with almost 205,053 rooms that are operating under Marriott’s brand. Furthermore, the company is planning to open more 160 hotels almost with 47,765 rooms in near future (Marriott, 2023). The findings from the strategic marketing analysis on Marriott hotel performed in this assessment will help in providing the useful recommendations to the hotel. 
[bookmark: _Toc149398883]Task 1: Critical Evaluation of the Marketing Effectiveness and Strategies of Marriott International in COVID crisis 
[bookmark: _Toc149398884]Concept and importance of Marketing 
Past scholars have viewed the marketing concept as satisfying the wants of customers by identifying needs and wants of target audience and then offering goods that are aligned with the identified customer wants. It is also defined as being customer led by fulfilling the needs of customers better than the competitors (Way et al., 2022). With time, the concept of marketing has also evolved and include activities like creating value for customers, communicating, delivering and exchanging offers for products or services that are valuable for customers, businesses, and society at whole (Brunswick, 2020). In the case of Marriott International, the concept of marketing is showcasing a receptive approach due to COVID crisis. Marriott has identified the needs of its target customers (i.e. postponing travel due to COVID lock down situation) and also forecasted the competitors move to stay relevant in its marketing efforts during COVID. 
The importance of marketing immense in the current competitive world. During the COVID crisis, the marketing concept shifted to understanding the needs and wants of customers as per the external crisis. Moreover, the emphasis on alternate marketing efforts also increased during COVID crisis to adapt with the challenging situation (Hoekstra and Leeflang, 2020). Also marketing has allowed to connect with the customers through digital and innovative mediums (Mason, Narcum and Mason, 2021). It is found that structural changes in marketing plan also play an important function during crisis to meet with the crisis situation (Way et al., 2022). In the case of Marriott International, the importance of marketing during COVID was to ensure structural changes in the marketing plan by reducing costs to adapt with the COVID situation and also secure losses instead of attracting hotels. It planned strategically that even if the marketing investments are reduced, brand visibility will stay strong due to prominent presence of Marriott among customers from decades.
From the case of Marriott International, the resources were distributed in following ways for marketing activities. Marriott International reduced costs of its marketing programs to compensate for the losses. It also reduced nearly one third of its 2020 investment plan, and focusing on other efforts to compete with the global crisis while keeping marketing activities receptive. Hence it paused its marketing efforts at the face of COVID crisis. 
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Source: (Marriott, 2023)
Likewise, it allocated the marketing resources on digital marketing activities realizing its importance in the current crisis situation. It invested in social media approach as part of its omni channel marketing to ensure that it engages with the target customers in a personalized manner. Facebook Messenger, and WeChat was used to connect with hotel employees and guests. It also launched a marketing command center called the M Live studios to track its success of marketing activities. 
The company also used loyalty programs to engage with the target audience. The loyalty scheme was launched known as Marriott Bonvoy. The aim of this scheme was to ensure that the loyal customers stay dedicated to Marriott and also offer them reward in exchange of their loyalty with the hotel company. The customers can take benefit of the loyalty scheme once the travel restrictions have ended. 
To reflect, the marketing activities and resources planned by Marriott hotels were in compliance with the COVID crisis. The hotel company looked for shifting customer needs, financial changes, competitors move, receptive marketing, and digital initiatives. The strategic marketing efforts and cashing on loyal customers made Marriott International stand out from its competitors (Oliver, 2023).  
[bookmark: _Toc149398885]Critical evaluation of SWOT analysis 
To critically evaluate the Marriott International during the COVID crisis; 
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Source: (Pascual and Cain, 2021)
Strengths 
The strengths of Marriott International during COVID include; 
· Strong presence/brand recognition:  The presence of Marriott International in the market is quite strong as it has been serving the customers from decades and engaging them effectively. Due to its strong presence, Marriott was able to cut down on its marketing activities as it knew it has strong brand visibility. 
· Strategic decision making: Considering the decisions took by the Marriott International at the face of COVID crisis, it can be added as its strength. The hotel company was able to identify the needs of customers and also the shift in the hospitality trends during COVID. Its decisions were adaptive and competitive. 
· Loyal customer base: The loyal customer base of Marriott International served as its strength. Loyal customers demonstrate the effectiveness of Marriott International in capturing and engaging the customer base (Pascual and Cain, 2021). 
· Cash reserves: Marriott International has huge cash reserves that it can use to invest on further development opportunities and to reimburse for the losses due to COVID crisis. 
Weaknesses
· Debt: Due to the crisis faced by COVID, the challenge of economic recovery has become severe (Ncube et al., 2021). The hospitality industry also has a threat to cope with the challenge of existing debt. Though for Marriott International the debt threat is minor (comparative to competitors) due to its cash reserves but it still persists.  
· Threat from union: Marriott International is having Union threats as they have successfully pulled up the strikes in different states and attracted new members from Marriott. This can overpower the unions over Marriott. 
Opportunities 
· Development opportunities: As Marriott has strong cash reserves, it can invest them for further development opportunities such as joint ventures and technology; post COVID. 
· Joint ventures: As Marriott has collaborated for joint ventures before successfully, it can further work on this opportunity after COVID to improve customer experience. 
· The travel opportunities for Marriott will resume and gain the momentum after pandemic, hence it should use this opportunity to make most of it. 

Threats 
· Competitors: As Hospitality Industry is quite concentrated and highly competitive, hence a threat persists for Marriott to lead the market (Xia et al., 2018). Prominent competitors include; Hilton hotel group. 
· Shift in consumer preferences is another concern that could threatened Marriott after COVID crisis ends (Osti and Nava, 2020). 
 To reflect, the SWOT analysis has identified that Marriott has strong brand recognition, customer base, and cash reserves that are working in its favor to cope with the COVID crisis, however, it needs to work on its weaknesses by exploiting the opportunities in the market (technology, joint venture and customer experience). For instance; Hotel Hilton has invested on digital initiatives more during and after pandemic to ensure that the customer experience for guests is relevant to their shifting preferences (Hilton.com, 2020). Literature has also highlighted on digital initiatives and customer experience to combat with pandemic crisis and stay connected with the customers (Bharwani and Mathews, 2021).  
[bookmark: _Toc149398886]Marketing strategies 
A marketing mix is presented to evaluate the marketing strategies of Marriott International during COVID crisis. 
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Source: (Hilton, 2020)
Product:
Marriott has accommodated its customers by ensuring flexible policies in its service in terms of cancellation and rebooking. It also satisfied the need of hygiene and health of customers by ensuring safety measures. Literature has also highlighted that customer demands and preferences should be considered to satisfy the customers (Osti and Nava, 2020). Several hotels like Hilton, and four seasons used the product strategy to meet with shifting customer demands during COVID (Hilton.com, 2020). 
Price:
A study has demonstrated that COVID crisis bought severe changes in the price sensitivity of customers as the income spending were impacted due to economic downfall (Hoekstra and Leeflang, 2020). Considering the economic situation during pandemic and also the travel bans, Marriott ensured discounted prices and packages for its customers. It also launched loyalty program to benefit the loyal customers in terms of discounts and other perks. Loyalty schemes play a vital role in retaining customers and spreading positive word of mouth (Pascual and Cain, 2021). 
Promotion 
As there was a shift in promotional trends during COVID, hence Marriott used digital marketing efforts to capture the customers and connect with them. It used social media, and virtual events to engage with its guests and employees. It is found that social media acted as an influential and effective tool for promotions during COVID and the opportunity for tech based promotions have increased after pandemic.  The strategy was also used by Hilton hotels by launching a customer service application (Sperance, 2022). 
Place: 
Marriott used online channels to collaborate with the audience and travel partners. The channels include booking websites, applications, social media, and virtual meetings. Literature has provided divided findings on the adaption of technology during COVID as the tech tools were helping to connect but also creating technical skills and communication gaps (Das, Sarkar and Debroy, 2022). In the case of Marriott, the virtual mediums worked in favour. 
Both internal and external stakeholders were influenced by the marketing strategies of Marriott. Customers were able to have convenience and engagement through technology and discounted schemes. The customer experience also improved as part of flexible marketing strategies. The employees also felt secured as they were connected through the company remotely. The safety of employees was also ensured. The investors and business partners were also able to connect and participate through the digital channels adapted by Marriott. There can be negative influence as well as too much emphasis on technology was put suddenly (Standaert, Muylle and Basu, 2021), however trainings could reduce the technical ambiguities. 
[bookmark: _Toc149398887]Competitive analysis 
The COVID crisis were evident and difficult for every business. The hospitality industry also suffered from losses and closure of hotels as they were unable to cope with the COVID crisis. Marriott and its competitors used following tactics to survive the pandemic. 
Marriott tapped on customer experience by prioritizing the health and safety of its guests and employees. It also provided customers with relief in price through discounts and rebooking policies. To connect with customers and partners it used virtual platforms and channels to engage them. The process was customer centric and collaborative all and all (Good et al., 2021). Likewise, it also went through cost restructuring and reduced its investment share for 2020 seeing the crisis situation. The health authorities were also partnered in the process like WHO where as digital technologies acted as a cushion to bridge the engagement gap.
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Source: (Good et al., 2021)
Benchmarking with other Organizations:
In comparison, Hotel Hilton a prominent competitor of Marriott used the strategy of improving guest experience by providing them safety and CSR efforts where it donated its room for patients. To keep the customers and investors entertained, it also announced new construction projects in the upcoming times (Sperance, 2022). It also extended support to its team members through assistance and funds. Digital initiatives were already strong for Hilton. 
To compare, the strategies by Hilton were more CSR led as it included initiatives for community, frontline heroes, and its team members. On the other hand, the strategies used by the Marriott International were more customer oriented and there was less focus on CSR. CSR is found to have pivotal influence on communities and tend to create a positive word of mouth as evident in the case of Hilton over Marriott (Marom and Lussier, 2020). 
[image: ]
Source: (Kemmis, 2023)
Furthermore, comparing the marketing strategy of Marriot with another competitor Hyatt Hotels, which is the American hospitality multinational company that is headquartered in Riverside Plaza region of Chicago, which franchises and manages the business and luxury hotels, vacation properties and resorts (Hyatt, 2009). The chart above shows that according to “nerdwallet.com” both Hilton and Hyatt hotels outperformed Marriot in terms of their response to the pandemic (Kemmis, 2023). The reason behind their better performance during the pandemic was their booking policies which were consistently flexible along with the comprehensive and clear safety measures (Kemmis, 2023).
[bookmark: _Toc149398888]Technology 
Technology played a notable role during COVID crisis to implement the coping strategies. With the help of technology, digital marketing initiatives were possible as the hotels were able to promote and engage with customers on digital mediums like social media. The digital marketing gave rise to online advertisement, social media influencer marketing, and E commerce trend (Peter and Vecchia, 2020). It is found that through the digital marketing initiatives, even the small businesses or startups were able to survive the crisis situation (Ritz, Wolf and McQuitty, 2019). 
Through technology, an ease in communication has been brought. For instance during COVID, when physical communication was not possible, digital channels act as an anchor. The hotels were able to communicate through virtual platforms and even work remotely (Good et al., 2021). An interactive and innovative communication was also able through technology such as social media. Though literature shows that there were communication gaps and fatigue in communicating through tech channels but a wide range of studies have favoured the transformation (Standaert, Muylle and Basu, 2021).  
Internationalization has also improved through technology. It is found that businesses are able to grow, analyze the international customers and also tap on international markets as the boundaries are reduced after technology (Lecerf and Omrani, 2019). Similarly, ecommerce and communication features have further enhanced the ease for internationalization by enabling the businesses to sell products to an extended audience, worldwide shipping opportunities and also bridging the communication gap (Ritz, Wolf and McQuitty, 2019). 
[bookmark: _Toc149398889]Task 2: Managerial implication on Marketing Strategies implemented by Marriott International during the Covid Crisis
Marriott, in response to COVID, has proposed different marketing strategies ranging from personalized mobile application and use of social media. This section aims to present managerial implications on the Marriott’s approach to marketing in response to COVID. For the first marketing strategy that Marriott implemented was giving personalized mobile experience to the customers. Proposing the personalized mobile experience approach seemed to be effective for Marriott as it has allowed to offer new and useful platform to the customers. The inculcation of such platform resulted in embracing design thinking and customized content to the customers as per their needs. For example, the home screen of the app was aligned with the journey of guest and reservations. The hotel also provided customized content to the rewards in order to provide personalized services to the customers. 
[image: How Marriott International is Delivering a Richer Customer Experience  through its Mobile App]
Source: (Acquah et al., 2021)
Linking the personalize mobile experience with Maslow’s need theory, it can be stated that dissatisfaction motivates the consumer and to cope up with dissatisfaction issue, there is a need for the companies to propose personalize services for the customers in order for them to stay motivated (Acquah et al., 2021). This theory can be signified and integrated with Marriotts approach by stating that when customers were in discontenting phase due to lack of outing and complete social distance, the company came up with personalize options to feel being at the hotel only and making decisions appropriately (Hopper, 2020). This draws the implication that Marriotts’ approach for personalization by using mobile is effective in catering customer demand (Navy, 2020). 
Apart from personalized mobile experience, the hotel adopted another strategy which is social media approach to conduct the digital marketing. Marriott used social media to target the new guest by integrating omni-channel marketing in the hotel. The hotel has launched a real-time marketing command across different locations in order to track the social media pulse of guest by following the hashtags and geofence strategy. Applying this strategy benefitted the hotel to address the brand presence. Commenting on this strategy of Marriott hotel, it can be stated that social media marketing approach by the hotel has been an impressive one as it benefitted the hotel to experience hotel rooms live to allow the customers to have real-time experience for the hotel amenities. The social exchange theory is this view can be resonated by stating that social media has become important to be added in the marketing strategy as social media is reliant on users providing content and knowing their motives (Wong et al., 2023). In addition to this, Chaffey’s theory also stated that evaluating and facilitating the customer interaction and sharing by means of digital media encourages positive engagement with the company and increasing brand value (Wong et al., 2023). Analysing Marriotts’ approach to social media, the managerial implication could be drawn that the hotel’s social media strategy is indeed suitable to create customer engagement. However, one drawback in the segmentation strategy of the hotel is that it has less targeted families with children. The major push behind its strategy is for the individuals in their 20s and 30s who are called as social media moguls and liberated travelers. 
[image: Marriott is preparing for the return of travel with a new Pinterest  partnership]
Source: (Wong et al., 2023)
Apart from social media marketing strategy, the use of AI and analytics have also been an important part of strategy for Marriott. The use of AI and analytics has been a useful tool for the hotel to improve service quality of the hotel. The hotel makes use of predictive analytics to address and attract the most profitable customers and service areas. This allows the company to assess higher customer base such as it targets salaried people and professionals (Nam et al., 2021). The hotel also analyses this at the regional scale as it helps to know the unmet needs of customers. For example, it uses AI-driven chatbots at many hotels for guest to chat with staff for reservations and keeping a track check on account balances. 

[image: Marriott introduces AI-based design platform]
Source: (Nam et al., 2021)
For this marketing strategy of Marriott, the managerial implication can be drawn that the hotel has been essentially making most of the AI driven features, however, this is limited to some hotels only. Marketing scholars, in this context have stated that if a company makes use of AI, it benefits them to explore the customer needs and purchasing habits (Hogberg, 2021). Based on this, customers are also able to segment the customers appropriately. It has also been implied that the use of AI would help to process the customer leads and data by seeing their buying patterns and making effective decision making (Saleh et al., 2021). Similarly, Marriott’s use of AI has also benefitted the hotel to personalize customer experiences and their journey. The use of AI-driven features has helped to promote customer interactions with the hotel respectively. 
The negative impact of pandemic has led Marriott to close its hotels on a temporarily basis. This is due to its low occupancy rates. The closing down of hotel makes most of the financial sense and Marriott has been reported to postponed its projects related to construction. These measures have resulted in significantly damaging the profits of the hotel. 

[bookmark: _Toc149398890]Task 3: Recommendations for Marriott hotel
The pandemic has proved to show many challenges aspects and a challenging time for Marriott hotel in the last 93 years history. After 2020, the company has reported to have a major loss of $ 267 million. This loss was reported has seemed to be one of the largest losses in the year 2009. While the hotels have been shuttered and countries have been reported to close their borders due to travel restrictions, the travel wanderlust has become stronger for the customers. However, the hotel is hopeful that the vaccines could result in boosting the hotel revenues. As per the negative consequences of the pandemic and slow recovery of the economy, following recommendations are drawn to the hotel. 
[bookmark: _Toc149398891]Digitization
It has been predicted that there are major concerns about the accumulated consumer savings which has been reported to run out. The government support from the Pandemic has stopped and inflation is growing along with rising interest rates which is making the travel very expensive. As a result of these complexities, it is assumed that few people would travel in the year 2023 and people would prefer to choose lower-category hotels and would also prefer to take short trips by also travelling closer to home (Kapoor and Kapoor, 2021). All these limitations in travel also presents major opportunities for Marriott hotel. As per the fact every lead should be better and efficient, the hotel is recommended to invest in the digital marketing in order to engage, acquire and retain more customers. The hotel can use strategies including brand messaging, content marketing, programmatic display etc. As per the fact that hotel industry is quite competitive, it is essential to navigate the use of technology with care and with focusing on core values for welcoming guest (Khalayleh, M., and Al-Hawary, 2021). 
[image: Digitalization in Marketing: What is Digital Marketing & How Digital  Marketing Works in 2023?]
Source: (Kapoor and Kapoor, 2021)

[bookmark: _Toc149398892]Simplifying Customer Journey
In line with digitization, it is recommended that Marriott hotel should gives major focus to making use of technology in fingertips (Lang and Lang, 2021). The technology should be categorized in the form of pre-visit, on-property and post-visit (Bange et al., 2020). For the pre-visit category, social media should be used and chatbots should be use pre-visiting the hotel. For the on-property, the hotel should use digital check-ins, keyless entry and guest apps to personalize their experience. Lastly, for the post-visit strategy, the hotel should make use of digital touchpoints after the guest checks out. This must be noted that interaction is critical as they serve as the building block of the customer experience. The marketers should consider this approach in their storytelling and posting it across all the channels (Ben et al., 2019). This would help to create emotional resonation and consistent content for the hotel.
[image: Strategic Considerations in a Complex Customer Journey]


[bookmark: _Toc149398893]Improving Search Quality
Search quality is one other recommended strategy which should be used. The time has changed today and winning approach for today’s changing time is keyword stuffing (Ziakis et al., 2019). In the present time especially after post-pandemic era, search engine would emerge as the most essential strategy. The hotel in this view, is recommended to prioritize information which answers the guest questions which could also guide them in their emotional journey. In addition to this, it is equally important that the hotel deliver on the online promises that it commits it will ensure upon guest arrival (Amin and Priyansah, 2019). This would make the guest feel positive about the customer journey at the hotel. 
[image: Google Updates Quality Rater Guidelines to Improve Search Results]
Source: (Amin and Priyansah, 2019)
[bookmark: _Toc149398894]Personalize Experience
The bottom line here is giving priority to provide better experience to the customers. The pandemic has transformed how every business operates. It is however also bringing incredible opportunities to the hotel industry (Hu et al., 2021). Today, customer have high expectations in terms of digitization. It is important to connect with the audience online. It is also critical to use the digital opportunity in order to enhance the overall guest experience as a whole. Goals must be set by the hotel as this would help to demonstrate that which actions would be likely to drive success. 
[bookmark: _Toc149398895]Conclusion
The pandemic has proved to show many challenges aspects and a challenging time for Marriott hotel in the last 93 years history. After 2020, the company has reported to have a major loss of $ 267 million. This loss was reported has seemed to be one of the largest losses in the year 2009. While the hotels have been shuttered and countries have been reported to close their borders due to travel restrictions, the travel wanderlust has become stronger for the customers. However, the hotel is hopeful that the vaccines could result in boosting the hotel revenues. Today, customer have high expectations in terms of digitization. It is important to connect with the audience online. It is also critical to use the digital opportunity in order to enhance the overall guest experience as a whole.
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