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Part 1
Introduction
The COVID-19 pandemic has significantly impacted the hotel industry, with Marriott International being no exception. As recovery efforts progress globally, Marriott International is making forward-looking plans for the post-pandemic era. This paper will delve into the company's marketing strategies used amidst the pandemic, offering an analysis of their implications and lessons drawn from the crisis management approach. It will culminate in a series of recommendations for Marriott International to navigate the post-pandemic landscape effectively.
Concept and importance of Marketing during the Covid Crisis
In the face of a crisis, marketing assumes a pivotal role in maintaining customer communication, reshaping strategies to align with emerging needs, and fortifying brand resilience. Marriott International exemplifies this, utilizing its marketing prowess to regularly update customers about safety measures and advertise new, flexible booking policies during the COVID-19 pandemic.
The significance of these strategies is two-fold. Firstly, it reassured customers that Marriott was actively addressing the pandemic, prioritizing their health and safety amid the initial uncertainty surrounding the virus. Secondly, these strategies catered to prospective customers seeking safe, flexible accommodation options. Offering flexibility in bookings with cancellations or changes devoid of penalties, Marriott International appealed to many customers' needs during this unpredictable period.
Adapting strategies to new needs and market conditions
The COVID-19 pandemic has changed the way people live and work. This has led to changes in the needs and preferences of consumers. Businesses need to adapt their marketing strategies to reflect these changes. For example, businesses may need to focus on marketing their products and services to a new target audience, or they may need to change their pricing strategy.
Building brand resilience
A crisis can damage a brand's reputation. However, businesses can build brand resilience by taking steps to protect their brand during a crisis. This can be done by being transparent with customers, by responding quickly to customer concerns, and by taking steps to mitigate the damage to the brand.
Marketing Theories and Strategies used by Marriott International
Marriott International used a number of marketing theories and strategies during the COVID-19 crisis. These included:
· Segmentation: Marriott International effectively segmented customers by their unique needs and preferences, enabling customized marketing approaches for each group.
· Positioning: Marriott International established its brand as a secure and hygienic option during the pandemic, catering to health and safety-conscious customers.
· Personalization: Marriott International utilized CRM data for personalized marketing, enhancing customer appreciation and fostering loyalty.
· Technology: Marriott International leveraged technology, such as a mobile app, to interact with customers and provide services like room check-ins, room service orders, and more.
· Partnerships: Marriott International partnered with businesses like airlines and travel agencies, broadening its audience reach through joint discounts and promotions.
· Critical Evaluation
During the COVID-19 crisis, Marriott International's marketing strategies proved largely successful, maintaining the brand's reputation, fostering customer connections, and weathering the pandemic's turbulence. Notwithstanding, there are areas for future improvement, such as an increased focus on international travelers and devising marketing strategies specifically for the post-pandemic era. Overall, Marriott International demonstrated effective adaptability to consumers' evolving needs and preferences, thereby bolstering its brand resilience. These strategies present a blueprint for other businesses within the travel and tourism industry to handle future economic downturns and health crises effectively.
Specifically in terms of providing updates on safety measures and promoting new booking flexibility policies, Marriott International used the following marketing strategies:
· Social media: The company used its social media channels to share information about its safety measures and booking flexibility policies. This included posts, videos, and infographics.
· Email: The company sent emails to its customers with updates on its safety measures and booking flexibility policies. These emails also included links to more information on the company's website.
· Website: The company updated its website with information about its safety measures and booking flexibility policies. This information was prominently displayed on the homepage and in other key areas of the website.
· Advertising: The company ran advertising campaigns that highlighted its safety measures and booking flexibility policies.

SWOT analysis of Marriott International:
· Strengths:
Strong Brand: Marriott's reputation as a leading hotel chain gives them an edge in the competitive market.
Customer Loyalty Program: The company's loyalty program, Marriott Bonvoy, with its vast membership, ensures a committed customer base.
Geographical Presence: With properties in over 130 countries, Marriott has the advantage of a wide global reach.
Financial Stability: Being a financially robust entity, Marriott is well-equipped to handle crises and invest in future opportunities.

· Weaknesses:
Business Travel Dependence: With substantial revenue from business travel, Marriott was severely impacted by its reduction during the pandemic.
High Operating Costs: The company's large-scale operations and complexity lead to substantial operating costs.
Aging Hotel Portfolio: Marriott's older hotel portfolio necessitates continuous investment in renovations and upgrades to stay competitive.

· Opportunities:
Pivot to Local Tourism: Marriott can boost local tourism by catering more to leisure travellers and visiting individuals.
Emphasize Health and Safety: By implementing and publicizing safety protocols, Marriott can appeal to health-conscious customers.
Flexible Booking Options: Providing options like free cancellations or changes could draw customers uncertain about their travel plans due to unpredictability.

· Threats:
Travel Restrictions: Government-imposed travel restrictions during crises can impact Marriott's operations significantly.
Changes in Consumer Behaviour: Post-COVID shifts in behaviour, like staying home or preferring local travel, could impact Marriott if it can't adapt.
Rise of Competitors: The popularity of homestay platforms like Airbnb presents a competitive challenge to Marriott.
Overall, Marriott International is a strong company with a number of strengths. However, the company also faces a number of challenges, such as the decline in business travel and the rise of Airbnb. The company will need to address these challenges in order to maintain its competitive position in the future.
· Porter’s Five forces evaluate Marriott international
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Discussion of the marketing strategies used by Marriott International and the effects of these strategies on its stakeholders:
Digital communication
Marriott International has effectively utilized digital communication to engage with its customers across multiple platforms. With a significant social media presence, it disseminates information regarding its hotels, events, and promotions. Its mobile app further simplifies the process of room booking and check-ins/outs, and access to other services. This digital approach has resulted in numerous advantages for all stakeholders. It offers customers an easy avenue to book rooms, access hotel information, and stay connected with the company. Employees gain a modern method of interacting with customers and remain informed about company news. Meanwhile, shareholders witness enhanced brand awareness and stimulated sales growth.

Changes in service offerings
Marriott International has also made changes to its service offerings in order to meet the needs of its customers. For example, the company has introduced new amenities, such as fitness centers and business centers, in its hotels. Marriott International has also introduced new loyalty programs, such as Marriott Bonvoy, which offer customers rewards for staying at Marriott hotels.
The changes in service offerings have had a positive effect on Marriott International's stakeholders. For customers, it has made hotels more attractive and has given them more reasons to stay at Marriott hotels. For employees, it has created new opportunities for job growth and development. For shareholders, it has helped to increase revenue and profits.
Price strategies
Marriott International deployed pricing strategies, including discounts and promotions, to entice new customers and retain the existing ones. Furthermore, price differentiation targeting distinct customer segments was also utilized, with room rates varying based on the hotel's location, season, and duration of stay. These pricing strategies favorably impacted Marriott International's stakeholders. Customers benefited from more affordable and varied options, while employees saw an uptick in revenue and profits. Shareholders experienced an increase in the company's valuation. Collectively, Marriott International's diverse marketing strategies effectively enhanced brand awareness, boosted sales, and amplified customer satisfaction.
Effects on stakeholders
Marriott International's marketing strategies have greatly benefited its stakeholders. Customers enjoy streamlined booking and accessibility to information, while employees benefit from modernized customer communication and company updates. Shareholders witness enhanced brand recognition and increased sales.
· Customers: Customers have significantly benefited from Marriott International's digital communication. The company's social media and mobile app have simplified the process of staying informed, booking rooms, and accessing services.
· Employees: Marriott International's digital communication has facilitated better employee interactions and access to company news. The mobile app further simplifies information access and task completion for employees.
· Shareholders: Shareholders have profited from Marriott International's marketing strategies, which have amplified brand awareness, boosted sales, and subsequently enhanced the company's valuation.
· The marketing strategies used by Marriott International have had a positive effect on its stakeholders. These strategies have helped to increase brand awareness, drive sales, and improve customer satisfaction.
Competitive analysis of Marriott International's marketing strategies compared to those of other hotel chains like Hilton and Hyatt:
	Hotel Chain
	Strengths
	Weaknesses
	Strategies

	Marriott International
	Strong brand recognition 
	High dependence on business travel 
	Focus on digital communication 

	
	Wide geographical presence 
	Aging hotel portfolio
	Offer flexible booking options 

	
	Established loyalty program 
	 
	Emphasize health and safety 

	
	Strong financial position
	 
	Invest in renovations and upgrades

	 
	 
	 
	 

	Hilton
	Strong brand recognition 
	High operating costs 
	Focus on luxury hotels 

	
	Wide geographical presence 
	Not as innovative as some competitors
	Offer unique experiences 

	
	Established loyalty program 
	 
	Invest in technology

	
	Strong financial position
	 
	 

	 
	 
	 
	 

	Hyatt
	Strong brand recognition 
	Not as large as some competitors 
	Focus on experiential marketing 

	
	Upscale hotels 
	Not as well-known in some markets
	Partner with other brands 

	
	Innovative marketing campaigns
	 
	Expand into new markets



Each hotel chain, with its strengths and weaknesses, caters to a different market segment. Marriott International, the world's largest chain, is renowned for its digital communication and appeals to business travelers and families. Hilton stands out with its luxury hotels and unique experiences, targeting luxury seekers. Hyatt, known for upscale accommodations and innovative marketing, attracts upscale travelers and innovation enthusiasts.
· Technology has impacted the marketing strategies of Marriott International:
· Increased use of digital marketing: Marriott International has amplified its digital marketing efforts, utilizing channels such as social media, email, and SEO. This has broadened its audience reach and enhanced message targeting efficacy
· Implementation of mobile check-in options: Marriott International offers mobile check-in at several hotels, enabling guests to manage their stay via smartphones. This convenience streamlines the process and minimizes waiting times for guests. 
· Enhanced cleaning technologies: Marriott International's investment in advanced cleaning technologies bolsters its hotel sanitation and guest safety, reinforcing its reputation for hygiene and security.
Beyond specific instances, technology broadly shapes Marriott International's marketing by enabling customer data collection and analysis. This data fosters understanding of customer needs and enables more tailored marketing.
· Evaluation of the success of Marriott International's marketing strategies:
· Sales: Marriott International's sales have been growing steadily in recent years. In 2022, the company's revenue was $71.4 billion, an increase of 12% from 2021. This growth is likely due in part to the company's successful marketing strategies.
· Market share: Marriott International's market share has also been growing in recent years. In 2022, the company had a market share of 13.3%, up from 12.5% in 2021. This growth is also likely due in part to the company's successful marketing strategies.
· Customer retention: Marriott International's customer retention rate is high. In 2022, the company's customer retention rate was 81%, up from 78% in 2021. This high customer retention rate is a sign that the company's marketing strategies are effective at building loyalty among customers.
· Brand image: Marriott International has a strong brand image. The company is consistently ranked among the top hotel brands in the world. This strong brand image is a result of the company's commitment to quality and its focus on customer service.
· If Marriott International's marketing strategies were ineffective, there are a number of control measures that the company could take. These measures include:
· Gathering customer feedback: Marriott International could gather customer feedback to get a better understanding of what customers want and need. This feedback could then be used to improve the company's marketing strategies.
· Conducting regular reviews: Marriott International could conduct regular reviews of its marketing strategies to ensure that they are still effective. These reviews could be conducted by the company's marketing team or by an outside consultant.
· Making changes to the strategies: If the reviews find that the marketing strategies are not effective, Marriott International could make changes to the strategies. These changes could include changing the target audience, the messaging, or the channels used to reach customers.
Marriott International's marketing strategies have been successful in increasing sales, market share, customer retention, and brand image. However, the company should continue to gather customer feedback and conduct regular reviews to ensure that its marketing strategies remain effective.


Part 2

The managerial implications of the marketing strategies used by Marriott International are as follows:
· Alignment with company goals and values: The strategies used by Marriott International were aligned with the company's goals and values. The company's goal is to be the world's leading hotel company, and its values include putting people first, being a force for good, and embracing the power of difference. The marketing strategies used by the company reflected these goals and values. For example, the company's focus on customer service and its commitment to diversity and inclusion were reflected in its marketing messages.
· Adaptation to the changing environment: The managers at Marriott International were able to adapt to the changing environment and guide their teams effectively. The company faced a number of challenges during the COVID-19 pandemic, including a decline in business travel and a decrease in demand for hotel rooms. However, the managers were able to adapt to these challenges and develop new marketing strategies that helped the company to weather the storm. For example, the company focused on marketing to leisure travelers and families, and it also implemented new safety protocols to reassure customers.
· Empathy and emotional intelligence: The strategies used by Marriott International employed empathy and emotional intelligence. The company understood that customers were facing a difficult time during the COVID-19 pandemic, and it wanted to provide them with a sense of comfort and security. The company's marketing messages were often empathetic and emotional, and they helped to build trust and loyalty among customers.
· Lessons learned from crisis management: Marriott International learned a number of lessons from its crisis management during the COVID-19 pandemic. The company learned the importance of being agile and adaptable, and it also learned the importance of putting customers first. The company also learned the importance of communication and transparency. Marriott International communicated regularly with customers and employees, and it was transparent about the challenges that it was facing.
The managerial implications of Marriott International's marketing strategies during the COVID-19 pandemic were overwhelmingly positive, showcasing the company's ability to adapt and thrive in challenging circumstances. These strategies were carefully aligned with the company's overarching goals and values, enabling Marriott to navigate the unprecedented environment effectively. By adopting a customer-centric approach, Marriott demonstrated empathy and emotional intelligence, fostering trust and loyalty among customers during a time of uncertainty and anxiety for travellers.

One of the key strengths of Marriott's marketing strategies was its agility in responding quickly to the evolving situation. As travel restrictions and safety concerns fluctuated, Marriott swiftly implemented safety and cleanliness measures, along with innovative contactless solutions, to meet customer expectations. This adaptability allowed the company to remain relevant and maintain customer trust, even as circumstances continued to change.

The company's focus on technology and digital marketing was also instrumental in reaching customers during the pandemic. By investing in digital platforms, social media, and email marketing, Marriott effectively engaged with customers who were spending more time online. This digital presence not only helped Marriott promote its services and offerings but also provided a means to communicate crucial health and safety information, further reinforcing trust with customers.

Moreover, Marriott's commitment to its loyalty program, Marriott Bonvoy, played a significant role in customer retention. By continuing to reward and engage loyal customers, even during periods of limited travel, Marriott ensured its customer base remained connected and loyal to the brand.

Additionally, Marriott's strategies showcased a strong emphasis on building trust and emotional intelligence. Proactively addressing customer feedback and concerns demonstrated empathy and understanding towards customers' needs and preferences, fostering a sense of loyalty and affinity for the brand.

The crisis management during the COVID-19 pandemic provided Marriott International with invaluable lessons that will better prepare the company for future crises. These lessons include the importance of agility and adaptability in responding to rapidly changing circumstances, the value of technology in reaching and engaging customers, and the significance of customer-centricity and empathy in building strong relationships.

Moving forward, Marriott should continue to leverage these lessons and incorporate them into its post-pandemic marketing strategies. By maintaining a customer-centric approach, investing in digital marketing and technology, and prioritizing trust and loyalty, Marriott can position itself for sustained success in the dynamic and competitive hospitality industry. The ability to learn from the past and adapt to future challenges will undoubtedly contribute to Marriott's continued resilience and success in the ever-evolving global market.

Part 3
 Recommendations for Marriott International in the post-pandemic era:
· As we transition into the post-pandemic world, the hospitality industry, Marriott International included, must capitalize on digital technology advancements to cater to the evolving needs of guests. Here's a rephrased outline:

· Implementing digital check-in and check-out services: As digital transactions become the norm, Marriott could facilitate check-in and check-out procedures through an app or website. This minimizes physical interaction and provides flexibility with check-in timings, thereby suiting the varied schedules of guests.

· Smartphone-operated room amenities: By integrating rooms with smart tech, Marriott could allow guests to manage room amenities like temperature, lights, and even television through a dedicated app. This kind of control leads to a tailored guest experience, enhancing their comfort level and satisfaction.

· Delivering food and beverages without physical contact: To cater to the surge in room service demand and minimize contact, Marriott could implement tech-driven, contactless delivery methods. This could include app-based food ordering and robotized systems for order delivery.

· Hotel virtual tours: Using AR or VR technologies, Marriott could provide guests with a virtual walkthrough of their hotels. This enables guests to explore rooms and facilities from their homes prior to booking, ensuring they have a thorough understanding of what the hotel offers and thereby make a well-informed choice.

· All these measures could help Marriott International enhance their guest service, create exceptional experiences, and effectively adapt to the changing norms in the post-pandemic world.
· Diversification: Marriott can look to diversify its offerings for different market segments. This could include things like:
· Offering more packages for local tourism
· Providing longer-stay options for guests who are working remotely
· Creating special packages for families
· Partnering with other businesses to offer unique experiences, such as cooking classes or spa treatments
· Sustainability: Post-pandemic, there is an increased global focus on sustainability. Marriott can incorporate more eco-friendly practices in its operations and marketing. This could include things like:
· Using recycled materials in its hotels
· Installing solar panels on its roofs
· Offering guests, the option to offset their carbon footprint
· Promoting sustainable tourism practices
These are just a few recommendations for Marriott International in the post-pandemic era. By implementing these strategies, the company can position itself for continued success in the years to come.
In addition to these recommendations, Marriott International could also consider the following:
· Investing in employee training: Marriott International can invest in employee training to ensure that its staff is up-to-date on the latest technologies and best practices. This will help to ensure that guests have a positive experience at Marriott hotels.
· Partnering with other businesses: Marriott International can partner with other businesses to offer its guests discounts and other benefits. This could include partnering with airlines, restaurants, and attractions.
· Expanding into new markets: Marriott International can expand into new markets to reach a wider audience. This could include expanding into developing countries or into new regions within existing markets.
By following these recommendations, Marriott International can position itself for continued success in the post-pandemic era.
· Conclusion
To conclude, Marriott International's effective marketing strategies have proven adaptable amidst the COVID-19 pandemic, steering its teams adroitly through the crisis. Valuable lessons from this period equip the company for future crises. Based on these lessons, key recommendations for the post-pandemic era include enhancing digital technology use across marketing and service delivery, diversifying offerings for varied market segments, and emphasizing sustainability in operations and marketing. By adopting these strategies, Marriott International is poised for sustained success in the post-pandemic landscape.
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