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Introduction
Marriott International, a well-known global hospitality company, encountered tremendous challenges during the Covid-19 issue. The marketing ideas and strategies employed by Marriott International to effectively manage the situation are examined in this critical examination. It is evaluated how well these theories and actions support company operations and reduce pandemic damage. (Piro, F., 2021)
During the Covid-19 crisis, marketing was crucial for businesses, most notably Marriott International. This study discusses the idea of marketing, its importance during this crisis, and how Marriott invested money in marketing campaigns. 
Task 1: Analysing the marketing theories and tactics employed by Marriott International during the Covid Crisis critically. 
Technology was primarily a significant factor in Marriott International's marketing theories and strategies during the Covid Crisis. Marriott saw the need to adapt its marketing efforts to reach customers where they were — online — as people transitioned to using digital platforms for communication, work, and pleasure. Here are some crucial areas where technology has a significant impact:
1. Digital marketing: To promote its properties and attract potential customers, Marriott used a variety of digital marketing channels. The importance of content marketing, web-based entertainment advertising, and email marketing has grown when it comes to retaining customers. 
Marriott was able to conduct targeted campaigns and increase their impact because to the ability to customise messaging and offers based on consumer information (Desai and Vidyapeeth 2019).

2. Contactless Services: Marriott embraced technology to support contactless services in order to address concerns about consumer health and safety. To reduce actual interactions during a visitor's visit, portable check-in and check-out, keyless passage frameworks, and flexible instalment alternatives were implemented. This improved the visiting experience and gave clients confidence in Marriott's dedication to their security 
3. Virtual Experiences: With travel limitations in place, Marriott promoted its properties and travel-related amenities through virtual visits and experiences. Advancements in virtual reality (VR) and augmented reality (AR) allowed prospective customers to research hotel rooms, amenities, and nearby attractions from the comfort of their homes. With the help of this creative strategy, Marriott was able to stay at the forefront of travellers' minds going forward 
4. Data analytics: Technology enabled Marriott to compile and analyse vast volumes of data, delivering crucial insights into patron behaviour, preferences, and booking trends. With the help of this data-driven strategy, Marriott was able to make wise marketing decisions, optimise pricing plans, and tailor promotions to specific client segments (Dubey et al., 2021).
Strengths; "Marriott International" was succeeded in preserving its strong market and brand reputation throughout the COVID-19 crisis. The brand has been effective in retaining a strong impression because of the solid market reputation of more than 30 brands in around 130 countries and a varied portfolio (Benzaghta et al., 2021). 
The brand is able to remain viable during pandemic times thanks to its substantial cash reserves. The several funding channels are the cause of this. 
A key advantage for the hotel is its reliable operation networks. 
As a result of the numerous tourists who come to the region and its thriving economy, a strong presence in North America brings about a variety of advantages.
Weaknesses:  Employee scarcity was one of "Marriott International"'s main challenges during the pandemic. Due to the existence of unions, the organisation already experienced employee-related problems prior to the pandemic (Marriott Bonvoy, 2023). 
The increase of amassed debt is yet another significant issue. Despite having cash on hand, the debt has become a serious problem. 
Opportunities: The substantial investment pipeline presented the business with a significant opportunity (Panteleiev, 2023). 
The corporation has financial prospering characteristics in the post-pandemic era as a result of its involvement in numerous joint ventures. 
Threats: "Marriott International" is seriously threatened by the ongoing pandemic. Hyatt, Hilton, and Accor are the main rivals in this sector. "Marriott International" would still experience intense competition from its rivals even after the epidemic (Jiang, 2023). 
Another risk to the brand is the price war between the major companies. 
In the aftermath of the epidemic, the worker scarcity and union retaliation could still pose a serious threat. 
Marriott International used marketing techniques during the Covid Crisis.
To retain its competitive position in the market throughout the pandemic, "Marriott International" has implemented a number of marketing techniques. The "Marketing Mix" will serve as an example of the company's marketing efforts. 
The following is a list of the "Price Strategy" of "Marriott International": 
In the midst of the pandemic, "Marriott International" has taken action to lower employee compensation. The organisation has stated that it will reduce the executive team's salaries by 50%. It has also considered laying off employees.  They have reduced administrative expenses, including those related to the staff. In addition to attempting to reduce salaries, the corporation has also attempted to reduce or shorten working hours (Marriott Bonvoy, 2023). Spending has been decreased by after the travel expenses have been subtracted. 
The "Marriott International". Through these actions, the corporation was able to save around to $140 million, which was then reinvested in the division that is suffering from the pandemic's negative consequences. The corporation has little choice but to reduce compensation as a result of the staff's requests for unpaid time off (Santoki and Parekh, 2020). The business has determined that after the pandemic is gone, they would raise salaries in the hopes of improving things. 
The company's huge cash reserve is a strength because it will protect it during pandemic situations. 
The following is a list of the "Place Strategy" of "Marriott International":
The "Marriott International" chain has shut down all of its food and beverage establishments. They made this choice to prevent the coronavirus from spreading among their workforce. Due to social norms and human interactions, it is highly frequent in the hotel industry to spread viruses. The corporation has made the decision to close its locations in order to follow the social distance norms (Sudari et al., 2019). This programme has reduced interactions between visitors and workers, which lowers the risk of infection. This strategy dramatically reduces the company's overall revenue. But the business has no choice but to uphold the social distance norms (Dash, Kiefer, and Paul, 2021). 
The following is a list of the "Product Strategy" of "Marriott International":
During the pandemic, the corporation has chosen to halt all renovations. (Hanaysha, Al Shaikh, and Alzoubi, 2021) "Marriott International" has employed smart rooms to provide secure services to the workforce. Those smart rooms adhered to all safety requirements and were appropriately sanitised. To meet consumer needs, mobile solutions are now connected to the rooms. 
These are some of the "Promotional Strategy" elements of "Marriott International":
 To serve the visitors, "Marriott International" chose social media marketing. Through digital marketing, visitors were drawn in and made connections with the brand. Additionally, AI and analytics have been employed to raise the calibre of services (Morgan et al., 2019). To provide guests with customer service, a customised mobile service was introduced. During the pandemic periods, greater effort is being made to keep people secure and content. However, they are also spending less on marketing initiatives in order to attract customers.  
Marketing tactics' effects on internal and external stakeholders
Customers, investors, suppliers, employees, and board members are "Marriott International"'s primary internal and external stakeholders (Wu, Wang, and Wu, 2021). The majority of the business is made up of its customers. During the epidemic, "Marriott International" provided the greatest care for its clients and visitors. During the epidemic, the staff's salary is withheld. However, the corporation has provided for the health of its employees. Due to the loss incurred at that time, investors must suffer. The loss was shared evenly among suppliers and board members (Loureiro, Romero, and Bilro, 2020). 
A comparison of the tactics Marriott International employed during the Covid Crisis 
In the wake of the epidemic, Marriott International's marketing approach has caused a shift from offline to online sales. It has changed its attention to emphasise more digital advertising of itself rather than using the traditional marketing plan (The Wall Street Journal, 2021). Citing a quote from late Marriott International President Arne Sorensen from Forbes reports: 

Social media gives us the opportunity to showcase our guests rather of focusing on ourselves (Gallo, 2020). 
In reference to the marketing tactics employed by the company during the pandemic, it was stated that M Live, which the company designed to improve the customer experience, had shaped and moulded the communities of Marriot hotels in various regions. The Marriott International M Live team keeps tabs on a variety of globally popular topics and arranges its content on the M Live platform around them. Additionally, it specifically targets different individuals. 
Marriott now has access to M Live, which enables it to interact more personally and one-on-one with its customers on social media platforms where they are already active users (Nyangwe and Buhalis, 2018).  The reports of Marriott International (2020) made note of this, stating that M Live had used the company to make real-time monitoring and assessment of current trends, conversations, marketing initiatives and global performance, as well as brand reputation across social media platforms, in order to identify opportunities for Marriott to engage customers with its 19 brands and more than 4,600 properties globally. 


Task 2: Managerial Implications of Marriott International's Marketing Strategies Used During the Covid Crisis 
Impact of management on marketing strategy
The company's decision to implement its marketing approach from COVID 19 has various ramifications. However, the company's choice served as a model for other hotel brand names (Wei and Jingyi, 2021). Other businesses that compete in the market can learn from the managerial ramifications of marketing decisions some lessons that can allow these companies to survive in the future upon meeting any comparable situation. 
One of the most crucial aspects of marketing is enhancing brand perception. 
The corporation used housing for the responders as one of its techniques for helping the hospitals and the doctors and nurses. One of the crucial actions taken by the organisation to enhance its brand image was the idea of assisting the doctors and nurses in providing a place to stay. One of the most important phases was assuming the heroes on the front lines combating the pandemic in major cities like New York City, Chicago, and Los Angeles. Although the corporation lost close to $10 million US dollars in the process of implementing this plan. The cost is greatly outweighed by the enormous benefits, including the enhanced brand image and the help it gave the business. 
One of the main tactics the business used during the COVID 19 was the forgiveness of cancellation fees (Ghannadian and Vahlberg, 2022). Additionally, the company's brand image was enhanced as a result. Due to the rapid pandemic breakout, the imposed regulations, and the lockdown, the company had to make large refunds to clients who cancelled their reservations, causing the company to suffer significant operational losses. The business also devised a fresh marketing plan to draw in clients, which contributed to its success during the Covid 19 pandemic (Shin et al., 2021).
Customers who weren't sure or confident about their intended vacation benefited as the business changed its policy and embraced a 24-hour cancellation policy. This kind of approach assisted the business in building a loyal customer base and improving the perception of its brand.  
One of the main tactics that the corporation currently employs successfully in its business operations is behavioural segmentation. During Covid 19, both the management and the marketing team adhered to the same corporate strategy. 
The business fervently believes that rewarding customers with various benefits is one of the key tactics that can assist them both draw in new clients and keep the existing clientele that has supported them throughout their operations (Sharma et al., 2021). 
The customer loyalty programme is the management technique the company adopted to increase customer loyalty and keep devoted clients throughout the Covid 19 The business declared that the customer's loyalty status would be increased. The fantastic incentive system the business put in place while operating during the Covid 19 had assisted the business in gaining more devoted clients (Jiang, and Wen, 2020).
One of the most crucial measures was the company's adoption of a digital marketing strategy that helped it increase client attraction while also improving the company's brand image (Santoki and Parekh, 2020). One of the most crucial marketing tasks is using social media to interact with customers. Some of the key tactics the business used to enhance and attract more clients included the social message it communicated through internet posts and the slogan "We will travel again." One of the primary problems caused by this marketing strategy was that the overall net income in the fiscal year 2019 significantly decreased (Eschenbrenner et al., 2023), notwithstanding the efforts made to minimise the loss or lessen the severity of the cost. However, one of the main benefits that the company received from the Covid 19b was the enhanced brand awareness and image, as well as a lesson that helped the company increase its net profit. Due to these marketing tactics, the company's net income climbed by more than twice as much in 2021, and profits continued to rise in 2022, reaching about 2358 million US Dollars, which is even better than the figures prior to the Covid 19 pandemic.

Task 3. POSTPANDEMIC MARKETING STRATEGIES
By taking into account managerial repercussions and adapting to shifting market dynamics in the post-pandemic environment, Marriott International may boost its marketing strategy. Here are a few concepts: 
• Enhance the online booking process and digital presence: Marriott has to prioritise making changes to its website and mobile app as digital channels become more crucial. Make sure the booking process is quick, the navigation is easy, and the user experience is consistent. By spending money on SEO and pay-per-click (PPC) advertising, online platforms can gain more visibility and traffic.
• Emphasise safety and health precautions: Given the growing emphasis on health and safety, Marriott should make it abundantly clear how they have enhanced their cleaning procedures and safety measures. (Y.J. Hsieh, Y.L. Chen, and Y.C. Wang, 2021) Use digital marketing channels to let customers know what steps have been made to ensure their safety when visiting. Encouragement of contactless check-in and check-out, improved sanitization, and appropriate ventilation systems can be examples of this.
• Tailoring customer experiences Utilise customer information to create individualised offers and recommendations.
• Due to restrictions on foreign travel and evolving travel preferences, Marriott should focus more of its marketing efforts on domestic and local passengers. Staycation packages, working with regional tourism organisations, and promoting nearby attractions are all excellent plans. Highlight special features and services that are tailored to the requirements and tastes of domestic passengers.
• Use influencer marketing and social media to engage customers: Engage with clients via social media sites like Facebook, Instagram, and Twitter. Social media update for 2014, Duggan, M., Ellison, N.B., Lampe, C., Lenhart, and Madden (2015) Encourage visitors to post about their experiences on social media by producing and sharing compelling material and user-generated content. 
Working together with bloggers or influencers in the travel industry can help you reach a wider audience and spark conversation about Marriott properties.
• Offer flexible cancellation and refund policies: Having flexible cancellation and refund policies is crucial given the unpredictability of travel plans.
• Enhance loyalty programmes: Specifically, enhance the benefits and rewards offered by Marriott's loyalty schemes, like Marriott Bonvoy. Promote the advantages of loyalty membership and provide special perks to entice customers to return. Utilise information from loyalty programmes to tailor member messaging and offers.
• Work together with neighbourhood businesses and travel partners: Create strategic alliances with airlines, travel companies, and other related industries to offer bundled deals and cross-promotions. Yau, M.K., Lam, P., Packer, T., and McKercher (2003) • Actively monitor online review sites and social media channels to handle customer comments and reviews as soon as possible. • Work with regional businesses, such as restaurants and attractions, to create unique experiences and packages that will appeal to tourists. Positive criticism can be applied to marketing goals.


Conclusion.
Overall, The Covid Crisis posed unprecedented difficulties for the hotel sector, forcing Marriott International to implement strategic marketing methods to navigate through uncertainties and protect its place in the market. A comprehensive analysis of Marriott's pandemic marketing tactics revealed commendable adaptability, customer-centricity, and resilience. In order to address changing client expectations and safety concerns, the organisation showed effective asset allocation by putting an emphasis on digital marketing, personalised communication, and contactless services.
The strengths of Marriott's brand awareness around the world, its wide range of properties, and its loyalty programme were identified by its SWOT analysis. The susceptibility to foreign travel restrictions and heavy reliance on clear-cut market sectors, however, were limitations. The use of technology, the increase in demand for regional experiences, and the opportunity for revenue stream diversification all presented opportunities. 
This evaluation of Marriott's marketing initiatives during the Covid Crisis found favourable effects on both internal and external stakeholders. Marriott improved their brand reputation and client loyalty by giving employees autonomy, being open with communication, and putting customer safety first. Utilising technology-enabled virtual experiences and digital marketing increased client engagement during travel restrictions, providing competitive advantages in a changing market. Overall, Marriott International's marketing approaches during the Covid Crisis showed adaptability and a focus on the client, supported by strong managerial implications. Accepting the post-pandemic recommendations will provide Marriott the tools it needs to navigate uncertainties, solidify its market position, and keep providing top-notch service in the constantly changing hospitality world.
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