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1. Summary 

Marketing is an interaction and administrative procedure in which individuals and businesses attain their goals and desires by creating and trading goods (Kotler et al, 2017). Marriott International has been at the forefront of the tourist business for a long time.  Nonetheless, there may be evidence that its marketing strategy has played a bigger role in sustaining the company's performance over its history.  This case study focuses on Marriott International's target demographic, marketing strategy, and technology presence, as well as Marriott's reaction to the pandemic issue as it pertains to tourism and travel methods, a complete research of concepts, and an appraisal of strategies used. The JW Marriott, a premium brand developed by Marriott International, caters to guests seeking a tranquil and opulent environment during their stay. By concentrating on the demands of its customers, Marriott International has efficiently set up several target markets within its business. As a consequence, their clients are often individualistic, intellectual, and self-defined tourists willing to spend more money on their accommodations, as well as for business objectives.




















2. Evaluation of Marketing theories and strategies used by Marriott during COVID – 19
A marketing mix is a term used to describe a company's set of techniques for communicating with its target market. A marketing mix may also be used to understand what a firm is doing from a marketing viewpoint. It covers the four Ps of a business (Product, Price, Place, and Promotion). Marketing may also be defined as "the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit." (2012) (Kotler). According to the American Market Association (AMA), it is "the activity, set of institutions, and processes for creating, communicating, and exchanging offers of value to customers, clients, partners, and society at large." Shin, S. (2017, p211)

[bookmark: _Toc141442559]2.1. Product Strategy of Marriott International
One of the most well-known luxury hotel chains is Marriott. It has a specific product strategy centred on high-end travellers. A sort of hospitality services is Marriott's primary product in the marketing mix. Their product strategy covers all facets of hotel management. They have around 30 brands, including well-known hotel chains such as Ritz-Carlton, Sheraton, and Renaissance. The company has classified its brands into four categories: Luxury, Premium, Select, and Longer Stays. Following that, customers may select hotels based on their holiday plans and budget.  Marriott International strives to deliver excellent service.  customer service in every single one as well as through every avenue throughout all its various trademark hotels and resorts. It additionally works tirelessly on creating emerging businesses on the basis of different topics which attract to current as well as prospective customers. (Marriott , 2023)


[bookmark: _Toc141442560]2.2Price Strategy of Marriott International
Despite significant competition price cuts, decreased volume, and more hotel availability, Marriott International is one of the few organisations that has maintained pricing supremacy. The pricing at Marriott International vary based on the hotel, customer, and area. The fundamental purpose of the organisation is to give a first-rate service that exceeds client satisfaction for the price they pay. It has mostly worked because different hotel brands have maintained distinct value propositions in terms of brand promise and brand appeal.


2.3 Place Strategy of Marriott International

Marriott International is well-known and is one of the largest hotel chain firms in the world in terms of the number of hotels it manages and operates both globally and in the United States. Choosing the best location and distribution strategy has been critical to Marriott's success throughout the years. It has positioned its footprint in over 131 different nations since its inception, with majority of its facilities located within or near a country's major cities and towns.

2.4 [bookmark: _Toc141442561]Promotion Strategy of Marriott International

[bookmark: _Toc141442562]Marriott International has been in the hotel sector for about a decade, and the name "Marriott" is self-explanatory. It is one of the beneficial outcomes of "word of mouth" marketing. Aside from that, Marriott mostly promotes itself and its businesses through digital channels.

· [bookmark: _Toc141442563]It features an outstanding website design that exhibits all of the company's products in depth, enticing consumers to reserve the accommodation right away.

· [bookmark: _Toc141442564]It has additionally been working on a User Generated Content strategy and has collaborated with an assortment of public figures.

· [bookmark: _Toc141442565]Marriott has a client retention programme branded Bonvoy which offers various kinds of incentives for the company's clients.
3.MITIGATION PLANS
COVID-19 had a detrimental financial and operational impact on the organisation, thus it took many proactive actions to counteract it. Business contingency plans were put in place and have been tweaked in response to the worldwide scenario. Preparedness strategies at the level of the facility encompass steps which include limiting food and beverage outlets, decreasing personnel, and suspending floors or even whole properties.  To assist owners and franchisees, the firm has temporarily postponed most brand requirements, including postponing improvements due in 2020 by one year, deferring mandatory furniture, fixtures, and equipment funding, and postponing brand quality assessments.
These moves included considerable cutbacks in top executive compensation, imposing temporary vacations in North America, cutting work weeks globally, and cancelling non-essential travel and expenditures. Marriott estimates that these cost-cutting efforts could  save at least $140 million in corporate general and administrative costs by 2020. This figure was likely to rise when further precautions were put in place. The firm additionally implemented significant measures to decrease expenses related to programmes and services with which hotels compensated it, which included advertising expenses, making them greater in accordance with the predicted drop in financing due to reduced systemwide earnings.
4. BALANCE SHEET UPDATED
The preservation of liquidity was a crucial objective during COVID. To provide liquidity when needed, Marriott has a $4.5 billion revolving credit facility that was set to expire in June 2024. The corporation has taken down $2.5 billion as of March 17, 2020, mostly to fund commercial debt commitments.  Marriott's lever safeguarded money by decreasing or avoiding repurchases of shares, postponing the funds dividend, reducing payroll as well as other expenses, and decreasing investment expenditures.

5. MARRIOTS  SWOT  ANALYSIS
A swot analysis is required to uncover the internal and external elements that influence any organization's decisions and performance,   as is the case with Marriott International.
5.1 STRENGTHS
LOYAL CUSTOMERS
· Every business has unique assets that allow it to thrive in its sector while establishing a distinct client base. Organisations possessing a wider range of capabilities than flaws flourish, whereas other businesses collapse.
GLOBAL PRESENCE
· Each organisation aspires to extend its operations abroad. Organisations desire this since having a worldwide presence boosts profits and minimises cost by reducing reliance on a single branch. This is applicable to Marriott International, whose worldwide endeavours are regarded as its main asset.  Marriott operates in 139 nations and domains, broadening the extent of its presence. This enables businesses to gain income while sharing risk. As an instance, while income in one location drops, profit in other areas will continue to sustain the business's balance sheet.
MARKET LEADER
· Being a market leader grants firms tremendous influence and dominance in the industry. Organisations compete for years to become market leaders since they hold the most revenue and are dominant in the market.Marriott is unquestionably the market leader in the hotel sectorIt has over 30 brands and over 8000 properties globally.  Marriott reaps the advantages of economies of scale due to its size.
BRAND AND MARKET RECOGNITION
· Marriott's global and diversified brand repertoire and market reputation spanning 30 brands in 130 countries is a strength; this continues  to be asset for the organisation regardless of Covid -19. A strong functioning structure enabled the organisation to disperse risk and reduce effect wherever feasible.Marriot is said to have a sizable financial reserve along with numerous finance channels.When it comes to Hotel customers, brand awareness of Marriott in the UK was at 80% , 28% of UK customers like Marriott and 38% like the brand.12% of UK customers  use Marriott,35% of people like the brand.
5.2 WEAKNESS
Marriott workers happen to be associated with an established labour association, which has had an unfavourable effect, since recent strikes in the United States have resulted in unions acquiring additional members, for instance, in Baltimore and San Francisco. The aforementioned has culminated in multiple prevails, that might be a risk to Marriott Hotels in the years to come, as debts can present hurdles to a company, but this is not a concern for Marriott as it is privileged to have an enormous amount of funds reserve for future use.
5.3 OPPORTUNITIES
Extensive development pipeline- with significant cash reserves, served as a competitive advantage even after the pandemic. In the past, Marriott participated in joint ventures that encouraged the organization's innovative spirit to flourish, with ideas such as automated facial check-ins at some its chain of hotels in Asia. These initiatives were delayed until 2021 to allow certain funds to circulate unrestricted that assisted in reducing costs during the period of the pandemic.


5.4 THREATS
· The hospitality sector is extremely fiercely competitive thus The Marriott may face insolvency. Despite it makes up one among the sector's leading businesses, the market is tremendously congested with rivals like as Accor, Hilton, and Hyatt.

· Furloughing employees was the correct organisational preference, but the outcry from the personnel and employees union was negative. Marriott executives might have grown conscious of the predicament and taken initiatives to mitigate its effects. which means  Allowing vacancies in jobs imposed hiring costs.

· As COVID 19 caused millions of dollars in damages daily throughout the epidemic, Marriott implemented the necessary precautions to minimise its effect and avert collapse. Marriott created the International hygiene Council to encourage enhanced levels of hygiene in the era of COVID-19, this innovative multi-prolonged structure elevated security precautions for customers as well as employees, the group consisted of Counselling individuals, Senior collaborate a researcher, food security & health professionals for Ecolab, infectious illnesses experts, and others, this caused assurance to customers as well as supported with enhancing revenue of and organisation, adding labour, as well as funds.(Marriott. 2020)










[bookmark: _Toc141442566]6.Evaluation of SWOT analysis of Marriott International during Covid Crisis

[bookmark: _Toc141442567]Based on the SWOT analysis, it is unavoidable that Marriott International's investment in systems as well as individuals has aided the corporation in developing the technological horizon; Marriott internet services played a role in expanding Mobile Apple users by 32% by 2022. And this is a good thing for the organisation, as one tech wire story stated, "Marriott International during the pandemic did focus on two components in CX - the physical and digital aspect.".(Roy . 2019). Digital nightly rates increased to 27%, with digital income [image: A screenshot of a computer

Description automatically generated]increasing to 41%. (2022.Marriott)
[bookmark: _Toc141442568]

Pie chart illustration  of effectiveness of  Internet usage (Source ; writer).









[bookmark: _Toc141442569]7.Marketing Strategy of Mariott International

Marriott International's approach to advertising has shifted from analogue to online in recent years. It has moved its attention to digital marketing rather than conventional advertising. "What social media is allowing them tto accomplish is not draw focus to oneself, but to see their clients in their individual spotlight," said Arne Sorensen, President of Marriott International, on his blog.
(Marriott , 2023)Marriot's  methods and programmes that it has put in place to improve total customer relationship and experience.

[bookmark: _Toc141442570]6.1 Marriott International’s M Live

[bookmark: _Toc141442571]Marriott International's M Live has been defining the future of the hospitality sector. M Live is an avenue whereby the M Live team follows a wide range of hot subjects throughout the world and organises its material around these themes. Additionally, it targets people on an individual basis. (Li, M.W., et al 2020).Li and the friends elaborates and analyses the Importance of understanding innovative approach on Hospitality industry and for Marriott international and its success , and In this regard, a visitor could tweet an inquiry with regard to hotels in Nashville, Tennessee, and receive beneficial replies from M Live. Not only did the M Live team recommends accommodations, but it also provides pertinent knowledge about how Nashville's nightlife might improve the touring experience.

7. Marketing & Advertising Campaigns of Marriott International and digital strategy prior and after COVID

Marriott's marketing effort focuses on highlighting the comfort, care, and wealth of the company's upscale hotel network. The adverts highlight the hotel chain's magnificent rooms, hospitality services, and calm atmosphere. Marriott's marketing campaign approach has so far succeeded in favourably engaging its viewers and resulting in consistent customer engagement growth, thanks to memorable digital campaigns that have caught people's attention to the firm.( (Tan, 2023) Understanding evolving client's  wants and requests is a problem, as the organisation set new criteria and parameters to ensure visitor safety. As a consequence, marketing tactic approaches tend to give a broader view than the comprehensive version.  This approach made it feasible to comprehend the significance of advancements in marketing by recognising client concerns.  In this instance, applying the concept of "selling knowledge" is extremely beneficial for gathering essential information as well as detecting crucial consumer trends in the market. This also adds momentum to the administrative consequence of controlling consumers' transit options as well as improving their entire experience. As described below, investing in digitization has assisted Marriott in seamlessly adapting to post-pandemic business conditions.

7.1 EXPERIENCE! A PERSONALISED MOBILE EXPERIENCE

By means of applications available via tools such as mobile devices, laptops, and tablets, by personalising contents and assisting to provide services customised to the needs of clients, for instance, the app's interface may adjust in accordance with the visitor's excursion, demonstrating individuals reservation, such is a favourable for Marriott as it not just encourages advances in innovations but additionally retains its outstanding level of service that it provides to its clients, leaving them with a sense of being acknowledged and valued clients prior to their arrival.Marriott customers can use mobile devices to unlock the bedroom doors, accessing YouTube, NETFLIX, and Hulu accounts, as well as utilise these accounts to provide extra comfort to consumers (Hotel management,2023).Vise President of Brand Management for Asia and Pacific Marriott International also stated that , “The acceleration to return to travelhas grown exponentially, and that is  one of the key factors to drive the trend on how to cope with the post pandemic”.(Tan , 2022)

7.2 INCREASE OF NEW CLIENTS; A POSITIVE DIGITAL MARKETING APPROACH

The utilisation of M Live studio has been beneficial, relate to point [6.1] to monitor the digital blend of customers ,using the hashtags as well as GPS surrounding hotel areas, enabling Marriott to recognise emerging brand appearance, user patterns, and responses to market and offer products and services in a more effective manner (Tan, J. (2023). Marriott invites visitors to interact with concierge services in actual time via social networking applications such as Facebook Messenger, Instagram, and WeChat, which can be beneficial.  The author of lifestyle Asia.com disclosed a note from a member of the Marriott Hotel executives, who additionally included the phrase of reassurance, "we are all social beings that require interaction to ensure and the globe stays an amazing destination with astounding attractions, interesting creatures, as well as cherished memories." Marriott International profited from the development of innovation.

7.3 USE OF ARTIFICIAL INTELIGENCE (AI)

The deployment of analytics and artificial intelligence has benefited Marriott as it has demonstrated the ability to enhance the standard of service by recognising and attracting customers who are most lucrative and regions of service. It has also assisted the organisation in collecting enormous quantities of client data, which includes families’ profiles, expert and earnings data, consumption habits, and journey types and frequency, so that Marriott is able to offer tailored superior services. Examining data at the regional level has assisted Marriott in understanding gaps in demand for new locations; more thoroughly, Marriott's usage of chatbots with artificial intelligence has contributed to making it simple for customers to check in, check their balances, interact with hotel personnel for bookings, and so on (, Marriott hotels Internationa   clients  have option of using smart phone application  or  a ggood example is the marriott Hotel  Kensington , London.(Huang . 2022) Explaine well the effectiveness of IA application  to the Marriott International  and its effectiveness , ,A way forward  not replacing staff but  embrassing the ennovations and transfomattions caused for  employees , customers,stakeholders and shreholders

7.4 SMART ROOMS

Marriott collaborated with SAMSUNG and Legrand to deploy voice and portable activated gadgets to supply visitors with a high degree of ownership and personalised experience by utilising Samsung's end to end IoT service, as part of Marriott's stay connected strategy. Marriott smart rooms are phototype designed with a connected solution  To enlight this  , the Legrand Hotel , in North America, was a good example of market development. They considered personalising the area depending on the clients' wants and tastes. It was about bringing that home feel to the hotel and introducing it to Marriott guests. And this is still a plus for Marriott International.(Inspire design.2022) including mobile and voice optimised controls and personalised pre-set for client choices, thus introducing a seamless encounter.(Koo . 2020)




8.POSITIVE IMPACTS OF COVID 19 to THE MARRIOTT

8.1 EXPANSION

As with all other hotel brands, there is still much to be determined regarding future business; some were positives. If the hospitality industry had gone via several lockdown circumstances with little or no government help, it would have proven difficult for them to stay afloat. On the contrary, Marriott was relatively well situated, and possibilities may have arisen in the future.
As previously discussed, the COVID 19 outbreak had an impact that resulted in market a downtrend, which implies that if travel limitations lasted an additional season, particularly for seasonal hotel locations, travellers would not have travelled due to restrictions, and a greater financial burden (due to personal circumstances
following COVID), many small to medium hotels would have filed for bankruptcy, and large hotel chains might have filed for insolvency.  Large hotel chains would be better able to withstand this damage, perhaps opening the door for larger corporations to step in by inducing market concentration.  This was a plus for Marriott given that it had a huge financial reserve, allowing it to grow its brand portfolio and recover fast from the damage ,on the first quarter of pandemic Marriott International struggled however on the end quoter, it totalled over 7800 hotels  and exclusives peoperties  with almost  1.4 million rooms .This was emphasized well as stated in (Marriott .2023 ) and  (Li . 2020)

8.2 ROOM RATE STAGNATION

Marriott kept the room rate stagnant as before  COVID 19 However if its competitors would have done that, Marriott and its brand  would have to reduce price power this would prolong the recovery of the industry.“Corona Virus fast became most significant event to ever impact our business”.(Sorenson. 2020) Marriott Global RevPAR went down by 0.3 % year over year and up to 3.2% worldwide excluding Asia. On the year by December RevPAR in Asia region declined 24.7% Greater China 51.2% and rest of Asia and Pacific  8.4%. (Fox . 2020). The above went hand in hand with the demand worldwide  the occupancy rates fell drastically  ; North America and Europe  were under 25%.(Kunst , 2023)
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Recommendation

Customers' spending patterns are continually changing, and the high fluctuation rate may present logistical obstacles for Marriott International. At this pace, the post-pandemic period could turn into an urgent concern for the company's operations, since diminishing buying power may be damaging to the company's growth. It is now encouraged to employ data analysis and AI in marketing more effectively, which is accompanied by a greater emphasis on insight into marketing.  This will aid in identifying important market trends and client purchase intentions (Huang and Rust, 2022). Furthermore, with the assistance of statistical analysis, the company could decide to take proactive approach in developing essential advertising tactics and identifying new customers.By showing award charts, the credit and loyalty programme is being revised. Customers may be dissatisfied with absence award charts since they limit their ability to see their credits. Furthermore, in the absence of these reward charts, the cost of hotel rooms could shift swiftly, causing enterprises to observe a decline in their rate of advancement.  It is advised that the firm utilise a revamped "credit and loyalty programme" to give additional amenities to clients in order to further enhance their customer journey. According to Koo et al. (2020), reward schemes may be enhanced more desirable by employing a customer demand and individualised framework that aids in the creation of a successful loyalty and credit scheme. 

In this setting, it is critical to adopt an effective strategy when curating loyalty programmes. Furthermore, giving complimentary services once in a while and assisting clients in using recreational amenities can keep them delighted. As a consequence, the firm may be able to attract clients more effectively, and occurrences of sinking growth could decrease in future periods.  Furthermore, marketing products must take a holistic approach by providing collective credits and a greater range of options in the case of accepting any incentives (Dastjerdiet al. 2019). As a result, introducing comprehensive features to loyalty programmes may assist Marriott International in attracting additional prospective customers and, as a result, boosting the quantity of registrations.Social media marketing technique that is actively used Marriott already employs a "community engagement advertising approach" through enabling consumers to interact in real time via Facebook and WeChat. 

It is immensely effective; however it is not without constraints since different methods have been overlooked, thus narrowing its conceptual reach. It has been suggested that the different "digital social networking networks" be used to provide useful content and ensure that it reaches the intended audience promptly.  According to Dubbelinket et al. (2021), "marketing through social media" has given new structure to content marketing, ultimately changing the dynamics of marketing operations. The application of the idea of planned behaviour holds substantial ground in this context, allowing firms to analyse consumers' actions at each turn and phase. As a result, it can be claimed that by creating more helpful and quality content, businesses may retain consumers and increase customer loyalty. Furthermore, it can be determined that the implementation of this strategy necessitates the creation of a suitable tactical front with an action plan in order to successfully monitor the activity.



Conclusion
According to the report, Marriott International provides an improved "social media marketing strategy," and the use of AI assisted in personalising material. Furthermore, developing loyalty programmes for the company's purpose aided in efficiently recruiting clients. The management ramifications also include better segmentation strategy and successfully boosting market position. However, the limited deployment of "social media platforms" creates several gaps in the advertising plan.  A result of this, it  is suggested that firms boost their operations in the post-pandemic period by focusing on analytics and adding more dynamism in management implications in terms of studying client data.
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