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[bookmark: _Toc136879218]Introduction
The Covid-19 outbreak has significantly impacted the global travel and tourism sector, providing hitherto unheard-of challenges to firms in this sector. The well-known hotel firm Marriott International experienced significant disruptions and immediately altered its marketing strategies and tactics to successfully handle the crisis. The effectiveness of Marriott International's marketing concepts and tactics during the Covid crisis is highlighted in this study, which also offers suggestions for the post-pandemic era (Shin et al. 2021). The case study, "Marriott International Marriott's Response to the COVID Crisis as the Travel and Tourism Industry Struggles," serves as the basis for this investigation. Analysing Marriott's actions and strategies during the crisis might reveal important information about the efficacy of its marketing initiatives and their ability to lessen the pandemic's adverse effects. An in-depth analysis of Marriott International's principles and practices will be conducted throughout the paper. 
This study aims to assess Marriott International's customer relationship management, communication strategies, crisis management procedures, and digital marketing initiatives during the Covid problem. Additionally, it will provide suggestions and enhancements that companies should take into account during the post-pandemic era, such as adjusting marketing strategies to the new normal, restoring the confidence of customers, and taking advantage of fresh opportunities in the travel and tourism industry.
[bookmark: _9gcc8rmupez]

[bookmark: _8uxev4ky65u2][bookmark: _Toc136879219]Task 1: Critical Evaluation of the Effectiveness of the Marketing Theories and Strategies Used by Marriott International during the Covid Crisis.
[bookmark: _c6i1wsvh62ee][bookmark: _Toc136879220]The Concept and Importance of Marketing during the Covid Crisis
Businesses like Marriott International and others needed marketing in order to successfully deal with the Covid dilemma. Companies must come up with fresh strategies for connecting with their target markets, disseminating pertinent information, and adapting their products to changing consumer demands. Effective marketing during this period required quick decision-making, resource allocation that was responsive to shifting market conditions, and a solid awareness of customer sentiment. Marriott International made several investments in its marketing operations during the Covid crisis, including search engine optimisation, search engine marketing, as well as social media advertising. Additionally, they collaborated with influencers and various other parties to market their goods and properties through creative and motivating content (Marriott Bonvoy, 2023). This was seen as a financial investment in generating future sales, interacting with clients, and maintaining brand recognition. Customers were able to develop a relationship of trust with Marriott and have faith in the organisation's dedication to their security and well-being.
Marriott International's marketing actions during the Covid incident showed flexibility and responsiveness, but ongoing assessment and plan revision was needed to address the situation's continual change. In the post-pandemic context, it is proposed that Marriott focuses on digital marketing strategies and channels such as website optimisation, individualised marketing campaigns, as well as increased social media participation. Additionally, Marriott might adapt its marketing initiatives as necessary by using data analytics and market research to get insights into changing customer preferences. Marketing was essential in enabling the company to retain brand awareness, interact with customers, and adapt to shifting market conditions throughout the Covid crisis. Marriott will need to continuously prioritise digital strategies, customer-focused marketing, and data-driven analytics to succeed in the post-pandemic era.
[bookmark: _9b0vqnvexuit][bookmark: _Toc136879221]Critical Evaluation of Marriott International's SWOT Analysis during the Covid Crisis
The SWOT analysis helps firms assess their internal strengths and weaknesses as well as external opportunities and dangers. Examining Marriott International's SWOT analysis during the Covid crisis provides insights into the company's strategic position and capabilities to tackle the challenges presented by the pandemic, as emphasised in the case study. To identify the SWOT analysis' flaws and possible development areas, it is crucial to examine it critically.
[bookmark: _kkj39165dwhh][bookmark: _Toc136879222]Strengths
The SWOT analysis of Marriott International found that the company was able to maximise the value of its brand while reacting to shifting customer demands thanks to its strong brand recognition, global presence, and diversified hotel portfolio (ALHALABI and ERGUVAN, 2021). Due to its sound financial situation and easy access to resources, it was also able to invest in marketing initiatives and put security measures in place to guarantee the satisfaction and safety of its visitors.
[bookmark: _xckxjblw9i0z][bookmark: _Toc136879223]Weaknesses
The SWOT analysis potentially identified operational weaknesses at Marriott International during the Covid issue. Because travel restrictions as well as cancellations significantly damaged both the company's reliance on international travel and business conferences, for instance, this dependence may have been seen as a danger. The case study may also have shown potential weaknesses in the organisation's supply chain and procurement procedures, which may have made it challenging to maintain a constant level of service quality along with the availability of essential resources throughout the crisis.
[bookmark: _cdvzvop78ibz][bookmark: _Toc136879224]Opportunities
The SWOT analysis has included opportunities that the outbreak presented to Marriott International. A change towards domestic and leisure travel as people sought out local holidays may have been one of these options. By promoting its properties domestically and providing alluring deals and experiences, Marriott may have capitalised on this trend (Marriott International, 2022). The research may have also uncovered opportunities in the rising demand for nontraditional hotel options, including vacation rentals, where Marriott might have expanded its offerings or forged new alliances to satisfy changing consumer tastes.
[bookmark: _l5yx9wtt5mdr][bookmark: _Toc136879225]Threats
The SWOT analysis emphasised the risks that Marriott International faced during the Covid incident. The case study may have shown threats including dwindling consumer confidence in travel, shifting governmental regulations, and ferocious competition within the sector. These difficulties might affect Marriott's occupancy rates, sources of income, and profitability. The research may have revealed potential threats from fresh competitors or game-changing technologies that might eventually change the hospitality industry.
[bookmark: _ugufqmrzgthl][bookmark: _Toc136879226]Analysis of Marketing Strategies Deployed by Marriott International during the Covid Crisis and Their Effect on Stakeholders
Marriott International employed a range of marketing strategies to overcome the pandemic's challenges during the Covid issue. These strategies aimed to address the needs and concerns of internal and external stakeholders while adapting to the rapidly shifting market conditions. A framework for examining Marriott International's strategies and their impact on stakeholders is provided by the marketing mix.
[bookmark: _c4p39c1vg9cw][bookmark: _Toc136879227]Product
In response to changing customer preferences, Marriott International modified its product offers during the Covid issue. Stronger cleaning procedures and safety precautions were established by the organisation to protect visitors' well-being, which eased both internal and external stakeholders (Liu, 2022). By putting a priority on guest safety and well-being, Marriott demonstrated its dedication to providing a better product and upholding trust with both customers and employees.
[bookmark: _60xfp03zhusu][bookmark: _Toc136879228]Price
Marriott International changed its pricing strategies to be competitive in a challenging industry. The company offered flexible booking options and discounted rates to encourage reservations and incentive trips. This tactic was designed to allay the concerns of clients who were on a tight budget regarding the financial risks associated with travel. Marriott used variable pricing strategies to draw clients without incurring significant financial implications for stakeholders.
[bookmark: _ub05fsj5jr62][bookmark: _Toc136879229]Place
Because of its extensive global reach, Marriott International was able to change its distribution networks during the Covid crisis. The company made advantage of partnerships, travel agents, and online channels to get in touch with customers and make reservations easier. By expanding its distribution channels and responding to the shift to digital platforms, Marriott ensured customer accessibility and convenience while opening up business opportunities for external stakeholders like travel agents as well as online travel agencies.
[bookmark: _w0n4vxfheqpq][bookmark: _Toc136879230]Promotion
Marriott International used marketing strategies to include stakeholders and maintain brand recognition during the crisis. To reassure viewers and rebuild consumer confidence in travel, these adverts emphasise cleanliness, safety, and flexible booking options. They also updated stakeholders on changes, safety rules, and marketing promotions.
[bookmark: _1ewrlrjmx2mr][bookmark: _Toc136879231]Effect on Stakeholders
Marriott International's marketing strategies had a significant impact on its stakeholders during the Covid issue. The company's focus on visitor safety and the implementation of enhanced cleaning practices provided comfort to employees and other internal stakeholders. The external stakeholders impacted by Marriott's marketing initiatives included customers, travel brokers, and online travel agencies. By stressing communication, transparency, and responsiveness, Marriott maintained strong relationships with its stakeholders and established itself as a trustworthy and trusted brand throughout a trying time (Kwok et al. 2022). By altering its product offerings, pricing tactics, distribution networks, as well as promotional campaigns, Marriott was able to effectively navigate the pandemic challenges and maintain its position as a top brand in the hotel industry.
[bookmark: _o0z1qsr40nno][bookmark: _Toc136879232]Competitive Analysis of Strategies Used by Marriott International during the Covid Crisis
As companies adapted to the Covid crisis' new market conditions, Marriott International saw strong competition in the hotel sector (Sucheran, 2021). A competitive analysis of Marriott's tactics can show how the company has positioned itself concerning its rivals and evaluate the effectiveness of its approach.
[bookmark: _35evtbgflhlz][bookmark: _Toc136879233]Crisis Management
Marriott International demonstrated effective crisis management techniques during the Covid issue. The business swiftly enhanced its cleanliness and safety procedures, ensuring the security of both visitors and staff (Walker et al. 2021). This proactive approach set Marriott apart from rivals that were either slow to respond or less forthright in their communication, making it a leader in the field of guest safety.
[bookmark: _4osqxpe03eiy][bookmark: _Toc136879234]Communication and Transparency
During the crisis, Marriott placed a high value on direct and honest communication with all parties involved, including customers, employees, and investors. The company provided regular updates on security measures, flexible booking options, and operational changes via several channels, including dedicated websites, email newsletters, as well as social media (Fu, 2023). By fostering trust and loyalty among stakeholders via open communication, Marriott was given an advantage over rivals who would have found it difficult to effectively communicate their crisis response.
[bookmark: _cbg1jmpysvk2][bookmark: _Toc136879235]Flexibility in Offerings
Marriott International showed adaptability in its product offerings and pricing strategies throughout the Covid crisis. Thanks to the company's flexible booking options, clients may alter or cancel appointments without incurring fees. Marriott distinguished itself from rivals with stricter cancellation policies or less flexibility because of its customer-focused business model. By offering alluring and adaptable options, Marriott was able to expand its share of the market and meet shifting customer needs.
[bookmark: _fqkq4r65lapp][bookmark: _Toc136879236]Digital Marketing and Engagement
Marriott implemented digital marketing as well as engagement strategies to maintain brand awareness and stay in touch with customers during the crisis. The company used search engine marketing, social media advertising, and virtual experiences to entice new customers and keep in contact with existing ones (Leroi et al. 2021). Because of this digital focus, Marriott was able to respond to the growing reliance on online portals for travel planning and booking, giving it a competitive advantage over rivals who were slower to adopt digital marketing techniques.
[bookmark: _poouwu2nc8yk][bookmark: _Toc136879237]Customer Relationship Management
Marriott International focused on customer relationship management throughout the crisis by focusing on individualised and targeted marketing initiatives. The company leveraged customer information and loyalty schemes to provide specialised offers, exclusive benefits, and individualised communications. This tactic helped Marriott stand out from rivals who may have employed a more all-encompassing marketing plan while also boosting customer satisfaction and creating loyalty.
[bookmark: _icogji57c65q][bookmark: _Toc136879238]Impact of Technology on the Strategies Implemented by Marriott International during the Crisis
Marriott International's procedures during the Covid incident mainly relied on technology. In order to adapt its marketing, communication, as well as internationalisation activities to the pandemic's challenges, the company made extensive use of technological advancements.
[bookmark: _45of1vaw0lxx][bookmark: _Toc136879239]Digital Marketing
Marriott implemented digital marketing strategies to maintain brand recognition and reach out to customers during the crisis. The company employed social media campaigns, search engine marketing, as well as online advertising to advertise its products and reach a wider audience (Hsieh et al. 	2021). By investing in digital marketing, Marriott was able to gain a foothold in the increasingly online-dependent world of travel planning and booking. This made it possible for the business to better target and engage with its clientele, which had an impact on their travel plans and created demand.
[bookmark: _g0abngthdxht][bookmark: _Toc136879240]Communication
Improved communication between Marriott and its stakeholders was made possible thanks to technology. The company employed several digital communication channels, including email, social media, as well as specialised websites, to provide frequent information on safety precautions, operational changes, and flexible booking options. Using these channels, Marriott was able to communicate swiftly and consistently with a large number of customers and stakeholders at once. Marriott leveraged technology during the crisis to show its dedication to transparency, maintain stakeholder confidence, and quickly communicate crucial information.
[bookmark: _z04zgk7oxbik][bookmark: _Toc136879241]Internationalisation
Improved communication between Marriott and its stakeholders was made possible thanks to technology. The company employed several electronic means of communication, including social media, email, as well as specialised websites, to provide frequent information on safety precautions, operational changes, as well as flexible booking options. Using these channels, Marriott was able to communicate swiftly and consistently with a large number of customers and stakeholders at once (Halafoff et al. 2021). Marriott leveraged technology during the crisis to show its dedication to transparency, maintain stakeholder confidence, and quickly communicate crucial information.
[bookmark: _75uxzdme40fi][bookmark: _Toc136879242]Critical Evaluation of the Success of Strategies Implemented by Marriott International during the Covid Crisis
Marriott International employed a range of strategies to tackle the pandemic during the Covid problem. Examining the assessment techniques used and their usefulness is necessary to determine the effectiveness of these strategies. The satisfaction of the customers is a crucial factor in evaluating the effectiveness of the strategies. Important measures of an internal strategy's success include employee retention and satisfaction. Marriott may track employee satisfaction, attrition rates, as well as engagement levels to gauge the success of its initiatives.
The fact that turnover rates were lower and employee satisfaction increased suggests that the strategies were successful in attracting and retaining talent. Extensive market research and analysis, regular campaign and project monitoring and evaluation, and data-driven decision-making processes may have improved Marriott's marketing strategies (Davahli et al. 2020). This would have enabled quick updates and revisions by enabling Marriott to find any problems or places for improvement in real-time. Customer satisfaction, revenue and occupancy rates, and staff satisfaction metrics may all be used to evaluate Marriott's performance in the Covid matter. 
[bookmark: _c0zc3ju33nv]

[bookmark: _ccud9428l5qy][bookmark: _Toc136879243]Task 2: Critical Evaluation of the Success of Strategies Implemented by Marriott International during the Covid Crisis
The marketing strategies used by Marriott International in the wake of the Covid scandal will have a significant managerial impact on both the company and other hospitality businesses.
[bookmark: _9of2be3qweum][bookmark: _Toc136879244]Importance of Crisis Management
The Covid catastrophe served as a reminder of the hospitality industry's necessity for capable crisis management. Crisis readiness should be prioritised, and comprehensive crisis management protocols should be developed by Marriott and other organisations. This includes developing effective communication channels, implementing strict safety and sanitary standards, and training staff to handle emergency scenarios. By proactively preparing for potential disasters, organisations may reduce the harm to their brand's reputation and effectively manage challenging situations.
[bookmark: _f6588thw9y7k][bookmark: _Toc136879245]Focus on Customer Safety and Trust
Marriott's focus on customer safety during the crisis highlights how crucial it is to win and maintain consumer trust. Businesses should emphasise safety and well-being as core values and incorporate them into their marketing strategies, according to the management's opinion. This entails upholding stringent cleanliness standards, being transparent about safety measures, and providing flexible booking options. (Ntounis et al. 2022). By placing a high priority on customer safety and consistently keeping their promises, businesses may increase consumer trust and loyalty.
[bookmark: _h5y6m0t366hk][bookmark: _Toc136879246]Agility and Adaptability
The Covid crisis significantly altered the hotel business, requiring firms to be adaptable and agile. The managerial implication is that businesses need to foster a culture of innovation and agility in order to quickly adjust to shifting market conditions (Shin et al. 2021). This includes establishing flexible pricing strategies, utilising digital technologies, and looking into new revenue streams. By anticipating trends and proactively reacting to shifting customer expectations, organisations may stay competitive in challenging times.
[bookmark: _hiu51vnyemip][bookmark: _Toc136879247]Leveraging Digital Marketing
The need of employing digital channels and platforms is demonstrated by the success of Marriott's digital marketing operations during the crisis. Organisations ought to invest in digital marketing skills and use technology to effectively engage with clients, according to the management conclusion. Examples of this involve utilising search engine optimisation (SEO), employing social media channels, and enhancing the online booking experience. By enhancing their online presence as well as interacting with clients via digital platforms, businesses may grow their clientele and promote customer engagement.
[bookmark: _fmp15ljyu16k][bookmark: _Toc136879248]Customer Relationship Management
Marriott's customised marketing initiatives throughout the crisis emphasised the need for customer relationship management (CRM). Organisations should invest in CRM practices and technology to effectively manage client contacts, according to the management implication. Examples of this include using consumer data to tailor services, building individualised experiences, and encouraging steadfast customer loyalty. By understanding client preferences and offering customised experiences, businesses may boost customer satisfaction and encourage repeat business.
[bookmark: _jnahw6fibwz8][bookmark: _Toc136879249]Strategic Partnerships and Collaborations
Marriott's collaboration with local partners and online travel agencies serves as an example of the advantages of strategic partnerships. Organisations should actively seek out partnerships that complement and broaden their reach as a management result. Collaboration with local tourist bureaus, online travel agencies, or other industry players may help businesses expand into new areas, attract more customers, and profit from their combined marketing efforts (Sanabria et al. 2021). By doing so, businesses may improve their reputation and draw in additional clients.
[bookmark: _afodisj4k43y][bookmark: _Toc136879250]Continuous Evaluation and Learning
The Covid issue illustrated the value of continual research into and education about marketing strategies. Employing data analytics along with market insights, organisations must foster a culture of ongoing learning and growth. Monitoring key performance metrics, assessing customer feedback, as well as carrying out market research can help JW Marriot identify areas for improvement and make data-driven decisions.
[bookmark: _gp7h6ganeige][bookmark: _Toc136879251]Task 3: Recommendations for Improving Marketing Strategies at Marriott International in the Post-Pandemic Era
Based on the management implications learned from an analysis of Marriott International's marketing strategies used during the Covid problem, the following suggestions may be made to enhance Marriott International's marketing strategies in the post-pandemic era. These suggestions take into account the resources and profitability of Marriott International.
[bookmark: _t0xhy4xof3np][bookmark: _Toc136879252]Improving Crisis Readiness
Marriott should keep placing a high priority on disaster preparedness by evaluating and improving its crisis management techniques. This involves doing periodic risk assessments, creating backup plans, and setting up effective communication channels. By being always aware of and ready for unforeseen events, Marriott can prevent delays and ensure a rapid and effective response.
[bookmark: _kpboptdrngt3][bookmark: _Toc136879253]Strengthening Customer Trust and Safety
In order to expand on their focus on client safety during the Covid crisis, Marriott should continue to prioritise safety and well-being. In order to achieve this, strict cleanliness standards must be followed and communicated (Sharma et al. 2021). Additionally, cutting-edge technology, such as contactless check-in and keyless entry, must be included. By providing a secure environment, Marriott can increase visitor confidence and set itself apart from other hotels.
[bookmark: _kopjhchhf77w][bookmark: _Toc136879254]Embracing Digital Transformation
Marriott needs to move quickly with its digital transformation projects if it wants to remain competitive after the epidemic. Making investments in IT infrastructure, enhancing their online presence, and using data analytics to get customer insights are all part of this. In addition to updating its website along with booking tools, Marriott may tailor its promotions based on the interests of its customers. In order to enhance visitor experiences and engagement, the business should also look at emerging technologies like AI and augmented reality.
[bookmark: _iqdtxjol6h2q][bookmark: _Toc136879255]Fostering a Culture of Agility and Adaptability
Marriott needs to build an organisational culture of agility and flexibility to deal with the shifting market conditions. This entails encouraging creativity and enabling personnel to experiment with fresh concepts and strategies. To predict emerging trends, research competitors, and come up with original ideas, Marriott should create cross-functional teams. By fostering an agile culture, Marriott can respond quickly to shifting consumer preferences and market conditions.
[bookmark: _y0zi60pfsn10][bookmark: _Toc136879256]Strengthening Customer Relationship Management
In order to increase guest loyalty and pleasure, Marriott should invest in solid customer relationship management (CRM) systems and practices. This entails using data analytics to learn about visitor preferences, behaviour, and booking trends. Marriott should personalise messages and offerings to meet the demands of each unique consumer (Hemmington and Neill, 2022). Furthermore, the firm should use its loyalty programme to deliver special advantages, personalised experiences, and prizes in order to increase visitor loyalty.
[bookmark: _58bn7su9w0uy][bookmark: _Toc136879257]Developing Strategic Partnerships
In order to increase its reach and enter new areas, Marriott should actively pursue strategic alliances with online travel firms, local tourist boards, and various other industry stakeholders. Collaborating with related businesses may help Marriott reach a larger client base and raise brand awareness. Strategic alliances may also help Marriott utilise joint marketing activities and benefit from pooled resources, increasing its marketing effect.
[bookmark: _iqigme9ugwxj][bookmark: _Toc136879258]Continuously Evaluating and Learning
Marriott has to have a strong system for evaluating and learning from marketing initiatives. This entails monitoring important performance indicators, regularly doing market research, and getting customer feedback. In order to identify areas for improvement while creating data-driven decisions, Marriott ought to conduct data analysis. By promoting a culture of continuous learning, Marriott can stay one step ahead of the competition, identify emerging trends, and optimise their marketing initiatives.
[bookmark: _ge6kxy6zvys5][bookmark: _Toc136879259]Prioritising Sustainability and Social Responsibility
In the wake of the epidemic, consumers are more concerned about sustainability and social responsibility. Sustainable business practices and social responsibility initiatives should be incorporated into Marriott's marketing strategies. This includes promoting ecologically friendly behaviours, reducing carbon emissions, supporting local communities, and engaging in charity endeavours (Jones and Comfort, 2020). By showcasing their dedication to sustainability and social responsibility, Marriott can draw in tourists who care about the environment and the world around them.
[bookmark: _xufqv2adyqxs][bookmark: _Toc136879260]Adapting Marketing Mix Elements
In order to prepare for post-pandemic business realities, Marriott should assess and modify some components of its marketing mix. Adapt to shifting customer preferences, this entails looking at current offers and considering new services or experiences. The pricing strategies used by Marriott should be modified to reflect market demand and consumer willingness to spend. Additionally, the organisation should review its distribution strategies and develop partnerships with online travel agencies and digital platforms in order to successfully reach a wider audience.
[bookmark: _92a9kcw7muyz]

[bookmark: _6hpmvganndis][bookmark: _Toc136879261]Conclusion
The study of Marriott International's marketing strategies used during the Covid crisis provides important managerial lessons for the company in the post-pandemic era. By giving priority to crisis preparedness, emphasising customer safety and trust, adopting digital transformation, cultivating agility along with adaptability, bolstering managing customer relationships, developing strategic partnerships, regularly assessing and learning, and giving sustainability and social responsibility importance, while adapting marketing mix components, Marriott can enhance its marketing strategies as well as navigate the changing market landscape. The Marriott International case study, existing marketing theories, and research support these concepts. By implementing these concepts, Marriott International may set itself up for long-term success, strengthen its brand reputation, and meet the rising demands and expectations of customers in the post-pandemic period.
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