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[bookmark: _Toc140087362]Introduction
JW Marriot is a renowned company that mainly engages with the hotel business. The company operates with the hotel business; therefore, the company operates from the very long time as per Akman (2020). In this report, the discussion is based on the Covid situation. Covid is a big problem in the world in the year of 2020. Therefore, that increases the development in the situation of the emergency as well. The profitability is also effected with the situation as well according to Goyal, (2020). Hence, the overall discussion is based on the management quality of the company as well as to the organisational perspective of the situation. Through increasing the management situation, the organisation is setting up new rules and regulations to understand the situation. 
[bookmark: _Toc140087363]Task 1: The perception and prominence of marketing in the time of Covid-19
Accoridng to Syahri and Robiyanto (2020) particular period the sales and other services become affected.   Measures taken at this critical moment are more important than others for marketing concepts business hours are. Allocation of resources, including sales and other services affected during this particular period. Accumulated increase in customer acquisition made the survey into the importance of marketing for the mentioned hotel chain. Market analysis of the mention brand consists of promoting their overall hotel business through social platforms and other networking facilities (Syahri and Robiyanto 2020). Place an ad or apply a promo code to get additional benefits hotel. The allocation of resources as per the tourists are concerned displayed a drastic fell by 51% to 71% in 2021. This contributes to the total 1.2% of the international tourism market enables operations. 
[bookmark: _Toc140087364]Growth of customer acquisition
The importance of marketing for the Marriott hotel is to promote their business by social platform and by other network facility by publish advertise and apply promo code for giving extra staying capacity.  International tourists have been down by 45% to 65% in 2020.  Just 1.6% of the international tourist market allows operations as per Syahri and Robiyanto (2020).
[image: ]
Figure 1: Marketing in the time of Covid 19
(Source: Syahri and Robiyanto 2020)
The GREEN LINE shows the growth of hotel industry in the current year
The BLUE LINE shows the growth of hotel industry in Pandemic situation
[bookmark: _Toc140087365]The precarious assessment of the SWOT analysis of Marriott International during Pandemic
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Figure 2: SWOT ANALYSIS
(Source: Chaudhary, Bakhshi and Gupta 2020)
[bookmark: _Toc140087366]Strengths of Marriot
Marriot hotel survives the extreme position during pandemic. Faced many of obstacles where the many-reputed hotel has shut down their running business due to loss of financial sector and excessive debt. Focusing of the diagram the swot analysis gives a perfect picture of adaptation of situation by a reputed hotel in that segment of crisis time as per Chaudhary, Bakhshi and Gupta (2020).
The strength must be the primary part of strong area of a business. Some of the key factors where Marriott hotel working on are:
· EBITDA margin
· Online reviews and rankings
· Real time availability with online support
· Customer acquisition power
· Control of the associated business decisions
· Highly trained staff
· Attractive tour packages
· Excellent customer service
[bookmark: _Toc140087367]Weakness of Marriot
· Fixed Price level 
· High tax rate
· Seasonality
· Other Industry Affects
· Unnecessary operation cost
· Difficultly in on ground operations
High price with high tax rate makes difficulties on making deals with consumers. Most of the consumers focus on the reasonable price rate with affordable stay as per Chaudhary, Bakhshi and Gupta (2020). The preference of the customers to visit on the winter season instead of summer and monsoon determined as one of the crucial point of considerations. The operating costs are too high for this type of luxurious hotel industry.
[bookmark: _Toc140087368]Opportunities of Marriot
That time of pandemic, some of the major adaptive opportunities by Marriott provided the extreme support for generating customer reviews and pre bookings.
· Business class
· Expected growth
· International tourist
· Continuous innovation
· Optimum use of highly trained employees
· Personalized services
· Improved service delivery
The opportunity for operators is to market the applied set of citizens from specific countries that have been less impacted by COVID-19 in the business aspect (e.g. Australia, New Zealand). With this, visiting some international tourist with proper guidance opened the door of opportunities as per Alam, Alam and Chavali (2020).
[bookmark: _Toc140087369]Threats of Marriot
Although threats are usually beyond their control, if they are not attended, they could harm the overall service delivery, operations, and the revenue generation.Pandemic affects the forecast of the threats of Marriott in the hospitality sector as per Alam, Alam and Chavali (2020).
These major issues described below:
· Rigid labour market
· Terrorism and political uneasiness
· Intense competition in the industry
· High taxes
Government implies new taxes slab in every year hence, taking on issues about the political uneasiness with rigid employee demand made more difficult to survive in the pandemic situation. Other countries economic situation created threat for the hotel as per Alam, Alam and Chavali (2020). Therefore, as visitors, they have plenty of choice of their staying capacities.
[bookmark: _Toc140087370]Technological variations executed by Marriott 
Specific discounts and promos through mobile base application: The Company offered several mode of promos and advertisements to premium as well as new customers based on their respective usage of the facilities provided by Marriott application (Singh, Steele and Singh 2021).
Using YouTube, company website, Instagram and push notifications to get new customers: The actual placement of the selected omni channel mode of marketing helped the company to gain more active millennials or the younger customer range, mainly from the universities. Along with certain big business tycoons and influencers as well
Application of artificial intelligence in internationalisation aspect: This helped the brand to reach out more diverse mode of people from the global aspect based on identifying their native language and translating to English for best use, for customers and for the workers of the Hotel as well (Singh, Steele and Singh 2021)
[bookmark: _Toc140087371]Marketing strategies applied by Marriott during the Covid-19
Marketing strategies is difficult to overstate but to optimizing the number of bookings can generate. It converted some of the major difficulties into a practice of to provide the best possible services. Adopting the right hotel marketing strategy by Marriott in the right situation was crucial. Below some of the strategies that respond to the corona virus pandemic.
· The SEO Staples
· Get Recommended by Real Authority
· Keep an Eye on Reviews and Recommendations
· Personalization services
· Invest More During High Season
[bookmark: _Toc140087372]Competitive advantage
The taken a toll cutting details received by Marriott made strides the money related condition that made a difference the company to gather an income of around 8.9 million U.S. Dollars. This was amid the widespread stage, which spared funding helped the other more influenced segments of the business, just like the providers, the labourers the inventories dealers who were made a difference with the budgetary subsidizing by the brand. 
	Marriott Hotel:
Average packages for premium packages is around 120 pound
	Rival companies
	KPI

	
	Hyatt
	Average package170 pound

	
	Carlson
	Average packages 185 pound

	
	Hilton
	Average packages 210 pound



[bookmark: _Toc140087373]Impact on stakeholders of Marriott during pandemic
J.W Marriott made the potential move in terms of financial and other related sectors which are directly associated with the market as per Do and Vu (2020).In early May, occupancy was less than 10 percent for luxury hotels and around 52 percent for economy. The investment was blocked, all international travel is stopped, and the mobility of tourists is prohibited as per Do and Vu (2020).
The collective impact of stakeholder’s theory Include employee, financer, government, customer supplier and many more based on which J W Marriot maintained a good and healthy relationships.
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Figure 3: stakeholder’s theory
(Source: Do and Vu 2020)

The 6 principles of stakeholder theory are:
· Principle of entry and exit: Marriott must be alert about their hiring process and firing as well
· Principles of externalities: the hotel must stage the stakeholders and the non-stakeholders along the same line in order to make the later one more part of the decision making process (Singh, Steele and Singh 2021)
· Principle of agency: Decision making must be promptly analysed by the managerial section decided by the stakeholders of the hotel
· Principle of governance: Collaboration mode of approach by the hotel and the stakeholders as per Singh, Steele and Singh (2021)
· Principle of contractual cost: Equal percentage of profit and loss distributed among the hotel’s stakeholders 
· Principle of limited immortality: The hotel must focus on long term aims to earn loyalty from its stakeholders for future growth 
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Figure 4: Stakeholder principles
(Source: Singh, Steele and Singh 2021)
[bookmark: _Toc140087374]7P model of marketing mix of J.W Marriott during pandemic
[bookmark: _Toc140087375]Product
The Marriott product as the comprehensive service offered to meet customers’ needs and requirements in highly competitive markets. During pandemic, some services have been withdrawn by the management, which is actually cost, oriented. New launch services have been introduced which produces more packages in reducing rate (Ho, Liu and Chen 2022). 
[bookmark: _Toc140087376]Price
The price for rooms and other services have clearly defined in the tariff list. Some price have been modified during the pandemic phase. Revised price with revised tour packages made bit more revenue in the Covid time as per El Junusi, (2020). For example, guest stay at hotel will always like to prefer some hard drinks. That price with reduced packages made consumers more demanding and the price was not constant all the time. 
[bookmark: _Toc140087377]Promotion
Personalize the marketing at this time, using segmentation and automation tools, and test different approaches to see what customers respond to best. By using social media like Facebook (stories), LinkedIn (bio profile), Instagram (reels) provided the extreme expiations of the product. YouTube (shorts) provided the live and most recent conditions and other inner and outer aspects of the hotel. 
[bookmark: _Toc140087378]Place
The home services are much more in demand and the Marriott faces the big in the time of pandemic as per Jayati (2021). The overall atmosphere was not in favour of the industry. The bookings and other information’s provided mobile app; phone call; or text, WhatsApp, or social media message.
[bookmark: _Toc140087379]Process
The process defines the operations of the hotel industry. The hotel has built an IT process chart that specifies the software applications you use and the tasks they perform.
[bookmark: _Toc140087380]Physical evidence
Physical evidence refers to the tangible and intangible elements customers come across when interacting with the industry. An easily navigable website or mobile app that is well designed, loads quickly, and supports multiple payment options has helped to create a positive impression on their customers
[bookmark: _Toc140087381]People
People or human resources are their most valuable asset. Their manners, attitude, hospitality, and other traits will be matched/associated. Marriott’sefficient staff makes this hotel superior in the particular frame of time. Many staff has lots their work during this pandemic crisis. Where on the other hand lot of faces the huge financial loss. Marriott tried to keep those trained staff all the time for making the system on process.
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Figure 5: 7Ps marketing strategy
(Source: Jayati 2021)
[bookmark: _Toc140087382]Marketing implications post pandemic situation:
The most important perspective in this situation is to understand the task after the pandemic because there are so many restrictions that the company needs to do at that moment as per Kristianda (2020). 
Increase the carefulness: The company or the organisation was very particular about the new rules and regulation that were going with the situation to increase the carefulness in the company. The company is continuously telling the customers and consumers to take care about themselves and maintaining the protocols properly to increase the situational development in the organisation as per Kristianda (2020).
Increase the medical testing in the organisation: the main objective of the post pandemic period is to develop a healthy environment to increase the carefulness within the company. As the most valuable persons of the company were the employees of the company as per Singh, Steele and Singh (2021). 
Cutting off the expenses but invest in right sector: the company is cutting off the expenses because the company needs re-develop the whole infrastructure from the core that is why the company is pulling off the expenses and also invest on the right department to increase the variability in the business as per Singh, Steele and Singh (2021). 
[bookmark: _Toc140087383]Task 2: Management implication strategies to handle Covid crisis
Here in this report the selected company is JW Marriot, the management strategies are implemented to increase the management in the situation of Covid as per Andreadakis et al (2020). In 2020, the covid hit to the world and everything was locked down within some period. Some strategies are implemented in this respect to increase the variability in the company to increase the organisational development. 
Cut off the salaries of the staff: To fight against the Covid situation, the company has cut off the salaries of the stuff as per Anastasiu, Gavriş and Maier (2020). In this time there are so many companies that reduce the company’s stuff numbers by laying off the employees in the company. Therefore, the firm does not cut off their stuffs but cut off their salaries as per Andreadakis et al (2020). 
Expenses cutting: Through stopping the food supply and service in the hotels and within the premises helped, the company to reduce their costs, hence that also reduced the expenses. Through cutting the expenses, the company allows to manage the total fund in the company. As in the Covid situation, the hotel business is getting off in the area of working properly as per Barbarossa (2020).
Increase the prices of the food items: The food items are little increased during this period, because the company wants get over the losses of the company. The reason behind the price increase is to take over the charges from the customers who are engaged with the company’s services. 
Reduce marketing investment: First of all JW Marriott invests less in the marketing section but now the company is establishing the idea to make the marketing investment is very less or nearly zero as per Barbarossa (2020). Thus, that reduces the overall investments in the company. 
Money making business is not focused during the time: The whole management team during this time were not focused to increase the expenses but at the same time the company do not focus to increase the money making policy but to increase the carefulness in the firm as per Anastasiu, Gavriş and Maier (2020). 
In the above discussion the whole segment is focused to implement the right process and management capabilities in the business to indulge the responsibility in the time. 
[bookmark: _Toc140087384]Application of porter’s five forces:
Porter’s five forces are mainly five components that establish the idea in the market and the execution of the overall managerial things in the business.
[bookmark: _Toc140087385]Threat of new entry:
JW Marriott is a renowned company in the whole world in respect of their hotel business. Thus, in this case the company is following up the business segmentation throughout the time as per David, Creek and David (2019). Threats of new entry are focused to establish prospection in the new entry zone. As JW Marriot is an old company that revolves so many things and implementing modern tools and techniques to increase development in the company.
[bookmark: _Toc140087386]Threat of substitution:
JW Marriot is a renowned company and at the same time, the company has some rivalry. Threat of substitution means the company has the rivalry to other companies and that is substitution. The rivals of JW Marriot are like HYTT as per David, Creek and David (2019). If people are not getting service properly then they will choose substitution. Company like JW Marriot always prepares for the future and for that, the company is also establishing in a well manner. 
[bookmark: _Toc140087387]Power of buyer:
Here, the buyer of the company is very vital in respect to get the customers to the company back to the business as per Baxter (2019). Business reliability is very much important to increase the development procedure to implement the technical features as per Hutabarat and Asnur (2022). 
[bookmark: _Toc140087388]Power of suppliers:
The company needs to establish a good relationship with the suppliers in the business mainly through the proper communication with the suppliers to give the customers more satisfaction in the business. In JW Marriot, the supplier’s power is big because if the suppliers did not give full satisfaction then it will affect the operations in the business as per Hutabarat and Asnur (2022).
[bookmark: _Toc140087389]Competition with the existing company: This is called rivalry in the Industry. JW Marriot is a renowned company; therefore, the company has lots of competition in the market. For instance, Hytt is one of the popular competitors of the organisation. The sales and services are the main sources of competition, which exploits the management capabilities in the companyAnastasiu, Gavriş and Maier (2020). 
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Figure 6: Porter’s five forces
(Source: Akman 2020)
[bookmark: _Toc140087390]Task 3: Recommendation
There are some recommendations that the company needs to follow to increase the consistency of the firm whether before and after Covid situation. Therefore, the company needs proper execution of tools and techniques to increase the development criteria of the organisation. The recommendations are discussed below:
Management team building: This needs to be proper in case of management capability. Through proper management, any situation can be overcome. Thus, the company needs to develop good management team to develop a good situation in the company.
Laying off salaries: According to the data, the company has cut off the salary by 30%, which is quite a big deal for the employees of the company because Covid is a tough period for all. That is why the company needs to develop more prominent data to increase the variability in the business to understand the core quality in the organisation. It also affects the profitability within the organisation to increase the development.
Understanding the seriousness of the situation: In the Covid period the company is evaluating the overall task in a practical way but there are some situations that the company is not thinking practically like the cut off salary and the laying off employees. Therefore, the company needs to understand the task properly and understand the situation of the seriousness of the management quality as well.
Increase the carefulness among the employees: The Company needs to increase3 the carefulness among the employees and increase the variability in the business. Thus the most important thing in this case is to understand the employees perspectives and at the same time customer’s perspective and balance it over with that. 
Increase the awareness camp: Here in the post-pandemic situation the most important segment is to understand the seriousness of the situation and increase the variability. Therefore, the most important thing in this respect is to create or arrange awareness programme for the employees. Employees are the backbone of the organisations. Thus, the organisation should arrange awareness campaign to increase the carefulness of the company. 
Hygienic arrangement in the company: The Company should arrange a hygiene campaign to increase the variability of the hygienic situation. The hygiene maintenance is very much important to implement the right models and techniques to increase the carefulness in the organisation. JW Marriot is a renowned company that occupies the hygienic preference to increase the developmental situation in a proper way. 
Therefore, from the above discussion it is very important to understand the development situation to increase the flexibility of the organisational development.Hence, the profitability is also increased through the proper management of the company. Hotel business is also very crucial in this situation to increase the development features in the company or the organisation. 
[bookmark: _Toc140087391]Conclusion
In the conclusion, it can be said that the overall situation in this case is really valuable and crucial because Covid is a serious topic and problem in the whole world. Companies, whether thriving or suffering because of the pandemic, are finding ways to become trusted resources for their key international audiences. Marriot international, a trusted and reputed hospitality company believes that the action took for the concept of the marketing during that decisive moment is equal important with compare to the other time of business.  The company needs to implement important thing to increase the management quality in the organisation to impose the effectiveness in the business which is also reflect able in the steps that are taken by the company. Therefore, it can be said that the company is managing the tasks properly but still it is facing problems to understand the task in a proper way. 
The main thing is the company is also focusing on the profitability at the same tie and that is why the company has increased the food and beverages prices at that time. It is not a bad decision because the company also think about its employees but the customers are not happy with the decision. Thus, that affects the sales of the business. Thus, the company needs to understand importance of the situation. H3nce to implement the right things and stick on to it is very important to increase the volume of trade in the business. 
In a conclusive way to increase, the overall situational development is to increase the workings in the business. Most important thing is to understand the needs of the customers and organisational development to improve the working management to apply the situational leadership in the business as well. Thus, the important concept is to secure the overall situational leadership in a proper way. 
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