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Marriott International is a popular worldwide hotel organisation with a long history, and roots with  J. Willard Marriott and his wife, Alice Marriott, who founded the company in 1927. The corporation, established in Bethesda, Maryland, USA, has expanded to become one of the world's largest and most known hotel chains in current times.

Marriott International has a wide range of hotels, resorts, and different accommodation locations, as well as a variety of brands to offer to various market groups and travel preferences. Marriott's brand variety assures that it can fulfill the requirements of many types of visitors, from premium hotels to more affordable choices.
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· Marriott established Marriott Corporation in 1967, representing the corporation's wider mission as a multinational hospitality business. The company's hotel business was expanded more by launching new brands and acquiring existing hotel chains.

· Over the years, Marriott International has launched multiple well-known brands, including Courtyard by Marriott in 1983 and Marriott Executive Apartments in 1997.

· In 1969, the company launched into foreign markets by opening its first overseas hotel in Acapulco, Mexico. Marriott's worldwide reach started with this, and it is now spread into multiple nations on all continents.
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· Marriott Corporation launched an acquisition company, purchasing known hotel chains including The Ritz-Carlton Hotel Company in 1995 and Starwood Hotels & Resorts Worldwide in the year 2016. The acquisition of Starwood Hotels, which introduced brands such as Sheraton, Westin, and W Hotels into Marriott's portfolio, greatly extended the company's offerings and secured its position as the world's largest hotel operator. (marriott.com)
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· Contact and Comfort -
                                         In times of crisis, consumers choose companies they trust for safety. Marriott International utilises marketing to engage with consumers, provide updates on security protocols, and manage every question related to their stays. (Connell, J., 1997)

· Brand Visibility – 
                               With the worldwide epidemic disturbing travel plans and decreasing overall demand, Marriott is required to maintain its brand identity. They maintained consumers by continuing advertising campaigns, which proved important once travel restrictions were lifted.


· Adaptation and Innovation – 
                                                    During the period of crisis, marketing enabled Marriott to illustrate its capacity to modify and develop. To deal with customer issues, they promote contactless registration procedures, enhanced sanitation rules, and other safety measures. (Verevka, T.V., 2019)
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· Community Support – 
                                        Marketing strategies used to highlight Marriott's activities to support the neighborhood while the pandemic, including donations, fundraising events, or collaborations with local companies.
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· Digital Marketing Focus - 
                                                                   consumers expending more time on the internet during lockdowns and restrictions, Marriott moved resources to digital marketing tools. That involves social media promotion, email advertising, search engine optimisation, and the design of online content that attracts potential buyers. (Slootweg, E. and Rowson, B., 2018)
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· Social Media and Virtual Events – 
                                                             Marriott concentrated on increasing its company reputation and consumer engagement with digital channels. They organized online activities, live streaming, or seminars on travel tips, location information, and safety recommendations.

· Content Marketing – 
                                      Marriott invested in producing media to provide interesting and helpful information to potential tourists. This includes blog information, films, and live events that attract and motivate consumers when travel is restricted at the time.

· Collaborations and Partnerships – 
                                                             Marriott has partnered with other companies, social media influencers, and tourism partners to reach more consumers and boost their advertising campaigns. (Wernick, D.A. and Von Glinow, M.A., 2012)

· Local Marketing - 
                                Restrictions on international travel in location, Marriott has shifted its attention to local and national markets, targeting advertising messages to local consumers who are seeking to safeguard.
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Strengths – 
· Marriott's worldwide chain of hotels and resorts enables them to adjust their tactics to changing marketplace conditions and regulations in different countries.

· Because of a diverse portfolio of brands targeting multiple market categories, Marriott targeted a wide range of consumer groups, offering flexibility during times of crisis.

· In the face of unpredictability, Marriott Bonvoy's reward program has been beneficial in encouraging additional purchases from loyal consumers.

Weakness –

· Marriott's main revenue stream is mainly dependent on travel and tourism, which makes it weak during a crisis like COVID-19 when travel bans and restrictions impacted demand.

· High fixed expenses linked with property maintenance have put an impact on the company's profitability during times of limited usage.

· Limited Cash Reserves – 
                                                      Marriott did not have large cash reserves or was heavily in debt before the crisis, which limited its ability to survive the storm.
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Opportunity – 

· important travel continuing during the time of crisis, Marriott has prioritised doctors, nurses, government officials, and various other travellers.

· focusing markets in the area with fewer travel limitations has resulted in new sources of income.

·  The development of working from home during the pandemic has offered possibilities for Marriott to experiment with innovative approaches such as day-use accommodations for employees who work from home.

Threats – 

· Restrictions and lockdowns issued by the government have an immediate impact on hotel occupancy and income.

· The worldwide financial crisis that occurred during the epidemic has resulted in lower consumer spending on tourism and hotels.

· Increased health and safety concerns have stopped possible hotel customers from staying, reducing demand.
(Thomson, H.N., 2010)
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1. Product - 
· Safety Protocols - 
                                  To satisfy consumers, employees, and partners, Marriott most likely prioritised health and safety measures in its buildings. To reduce safety risks for customers and staff members improved sanitation practices, contactless check-ins, and strategies for social distancing were most likely used.
· Flexible Booking Policies – 
                                                To deal with shifting travel plans, Marriott may have provided alternative cancellation and refund options, assuring that consumers feel secure in planning their stays in the face of risks.
· Effect on Stakeholders - 
· External stakeholders (guests) – 
                                                                         Improved safety measures and adjustable booking regulations have increased consumer trust and satisfaction, boosting reservations and developing a positive guest experience.
· Internal stakeholders (employees) – 
                                                                  The adoption of safety protocols surely resulted in a safer working environment, improving worker satisfaction with their work.

2. Price - 
· Promotional Pricing - 
                                       During times of lack of demand, Marriott gives discounts and special promotions to motivate tourism and attract consumers.

· Value-Added Packages – 
                                             Introducing additional value packages, like complimentary meals or memberships to health amenities, to attract guests and improve the entire guest experience.
· Effects on Stakeholders - 
· External stakeholders (guests) – 
                                                          Low rates and additional value packages have attracted consumers to make reservations with Marriott, resulting in favourable reviews of the company and promoting loyalty.
· Internal stakeholders (franchisees) -  
                                                                   Because of lower income, franchisees within the Marriott business have experienced financial difficulties. Discounted rates and packages that have been properly managed might improve franchisee profitability during the crisis.
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3. Place -  
· Local and Regional Marketing - 
                                                        Because of limitations on international travel, Marriot moved its advertising focus to markets that are nearby or regional, promoting vacations or short-distance travel.
· Leveraging Online Channels – 
                                                          Marriott most likely prioritised digital marketing efforts to reach new clients and keep up connections via social media, email campaigns, and its website.
· Effect on Stakeholders
· External stakeholders (local communities) – 
                                                                                               By promoting regional as well as local tourism, Marriott has helped to boost local economies and supported local businesses.
· Internal stakeholders (company employees) – 
                                                                                  The growing dependence on digital marketing possibly required more work on the part of the marketing and communications teams, so affecting workloads and job duties.
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4. Promotion - 
· Messaging and Communication – 
                                                              To tackle safety and health issues while keeping customers aware of the happening situation, Marriott has been required to adopt caring and respectful communication tactics.
· CSR Initiatives -  
                            The corporation shared its corporate social responsibility (CSR) operations, like protecting front-line personnel or populations affected by the epidemic.
· Effect on Stakeholder - 

· External stakeholders (customers and partners) - 
                                                                                         Clarified, transparent interaction increased their faith and trust in Marriott as an ethical and responsible brand.

· Internal stakeholders (workers) – 
                                                            Communication between employees is critical to remaining staff aware of the company's actions and maintaining unity and communication during a period of lack of clarity.
(Salman, D., Tawfik, Y., Samy, M. and Artal-Tur, A., 2017)
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· Emphasis on Health and Safety -
                                                                          During the pandemic, Marriott International focused health and safety of its customers and staff members. Among its facilities, the business established strict sanitation processes, contactless check-in choices, and social distancing measures. Regarding health issues, this strategy was designed to assure consumers and establish Marriott as a responsible and trustworthy company.
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Many different hotel chains and hospitality companies adopted similar in terms of health and safety. Marriott International, on the other hand, was able to quickly execute and explain these procedures across its wide range of locations, possibly providing it a competitive advantage concerning brand trust and dedication.



· Flexible Cancellation and Booking Policies - 
                                                                                             Marriott developed more flexible reservation and cancellation procedures to reduce the confusion surrounding trips during the pandemic. This enabled clients to make changes to their arrangements without facing penalties, which was important in attracting bookings in a period of variable travel limitations.
During the epidemic of travel, adjustable reservation policies became an industry standard, and numerous competitors provided similar rewards. While this method failed to provide a large business advantage for itself, it was critical for maintaining consumers and avoiding booking cancellations. ( Volgger, M., Taplin, R. and Aebli, A., 2021)
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· Leveraging Digital Marketing and Technology - 
                                                                                                    To engage consumers and create a seamless booking experience, Marriott increased its dependence on digital marketing and technology. To stay in touch with its consumers and market its products and services, the firm used social media platforms, email advertising, and a website.
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During the crisis, digital marketing became critical for retaining client engagement, and Marriott's competitors increased their online efforts as well. Businesses that first began to adapt to the online market had a competitive advantage in reaching out to possible buyers and keeping top-of-mind.

· focused CSR initiatives - 
                                                            During the pandemic, Marriott International announced its CSR initiatives, like helping employees in the field, giving relief money, and supporting populations affected by natural disasters. These programs wanted to illustrate Marriott's dedication to ethical business and charity work.
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· Innovative Remote Work Solutions -
                                                                                Marriott studied inventive ways to meet the increasing popularity of working from home. The organisation provided day-use rooms as flexible workplaces for workers from abroad who needed a break from their home offices.
While some other companies followed accordingly, confident small hotels and workplaces provided equivalent work-friendly amenities. Marriott's debut in this sector permitted it to expand its reach into a particular market segment, but its overall competitive effect was likely to be small.
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During COVID-19, modern technology played a crucial part in Marriott International's operation, allowing businesses to change with the times, interact with one another, and conquer the obstacles faced by the pandemic.

· Digital Marketing and Communication – 
                                                                        In the time of crisis, there was an appreciable rise in dependence on digital marketing and communication platforms. Marriott utilised technology to keep consumers engaged, provide extremely important updates, and market its products and services. (Kapoor, R. and Kapoor, K., 2021)
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· Social Media – 
                            Marriott uses Facebook and Twitter platforms to stay in touch with its target audience, communicate safety changes, and assure customers about its safety and health regulations.

· Email Campaigns – 
                                  To interact personally with consumers, the organisation used targeted email campaigns to alert them of changes in booking processes travel limitations, and any new products and services.

· Website Updates – 
                                    Marriott's website has become a vital resource of data for consumers, providing information on its health and safety regulations, variable booking choices, and local market activities.

· Virtual Tours – 
                           The use of virtual tours and 360-degree images was most likely employed on Marriott's webpage to enable consumers to experience a property without physically visiting locations.



· Internationalisation and Remote Work Solutions – 
                                                                                          Regarding travel obstacles, technology-aided Marriott's internationalisation plans. The company extended its offerings and attracted consumers' desire for an alternative atmosphere from their home locations by offering work-from-home alternatives, like day-use rooms for online employees:

· Online Booking Platforms – 
                                                  Without real travel restrictions, Marriott's dominant online booking platform enabled visitors to quickly book day-use rooms or browse international locations.

· Video Conferencing Facilities – 
                                                            A few Marriott locations may have current videoconferencing technology in their conference rooms for hosting separate corporate meetings and virtual events.

· Mobile Apps – 
                           Marriott's mobile app probably included functions like the reservation process, checking in, and using virtual amenities, allowing passengers to manage their stays and work requirements remotely.

· Contactless Services and Operations - 
                                                                    To reduce human contact and increase tourist safety, technology allowed the installation of numerous contactless services.
(Bharwani, S. and Mathews, D., 2021)
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· Mobile Check-ins and Check-outs – 
                                                                Marriott probably offers smartphone check-in and check-out options via its app, minimising the requirement for actual meets at the reception desk.


· Mobile Key – 
                        Several hotels may have provided mobile key gadgets, permitting tourists to unlock their accommodations using their mobile devices.

· Contactless Payments – 
                                            Marriott likely supported contactless debit and credit card solutions to avoid payments in cash and contact with payment devices.
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The success of Marriott's strategies during the pandemic can be critically evaluated using various measurement metrics.

· Occupancy Rates – 
                                Monitoring variations in occupancy rates at hotels would indicate the efficiency of efforts for attracting tourists during the period of crisis. A rise in utilisation with time represents an excellent indicator of achievement. (Fagyas, C. and Datta, P., 2023.)

· Revenue Per Available Room (RevPAR) – 
                                                                     RevPAR is an important operational statistic for the hotel sector, and tracking movements in RevPAR gives insights into the effects of strategy on average room prices and occupation.

· Customer Satisfaction Scores – 
                                                    Collecting surveys about guest satisfaction can assist measure how effectively Marriott's efforts met client demands and dealt with problems about health and safety. (Barsky, J. and Nash, L., 2003)

· Brand Reputation - 
                               Monitoring internet feelings reviews, and opinions about a brand can help evaluate the effectiveness of tactics to keep a favorable perception of the company during a time of crisis.

If the marketing strategies were deemed ineffective, Marriott could have controlled the marketing functions.

· Enhancing Personalization – 
                                              Using buyer's information and choices to provide personalised rewards and experiences, building more intimate relationships with clients.

· Using Loyalty Programmes – 
                                               Expanding the loyalty programme to keep and engage buyers, introducing rewards for repeating reservations, and promoting customer recommendations. (Zuo, L., Xiong, S. and Iida, H., 2017)

· Emphasising CSR Initiatives – 
                                                 Presenting successful CSR actions that interact with customer amounts, resulting in boosting the business's reputation and value.

· Communication and Training -  
                                                  Promote excellent communication and instructional materials for employees for providing reliable information and illustrate enthusiasm for guest safety and satisfaction.
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· Flexibility and agility – 
                                         The COVID-19 crisis revealed the important role of flexibility and agility in marketing strategy. The capacity of Marriott rapidly adapting its messages, promotions, and services according to shifting market circumstances and consumer demands was vital for survival. The management lesson here is that businesses need to promote a flexible environment that allows marketing teams to change direction quickly in reaction to unexpected situations. This involves allowing employees to make choices based on data, creating open communication channels, and lowering administrative obstacles to executing fast marketing improvements.

· Customer-Centricity -
                                                     During the recession, Marriott International prioritised customer service. The organisation prioritised tourist safety, provided alternative booking options, and provided value for money. The management finalisation is that advertising methods should continuously concentrate on knowing and addressing the wants and needs of consumers. Continuously collecting and examining feedback from consumers, utilising data-driven insights, and personalising marketing communications are all critical practices for ensuring that advertising campaigns stay focused on consumers even during difficult periods. (Capon, N. and Senn, C., 2017)


· Transformation of the digital world – 
                                                                   The COVID-19 situation increased the importance of technological change in the hotel business. The achievement of Marriott's online advertising, contactless services, and working-from-home options illustrated the importance of digital connectivity. Companies must make investments in online skills and technology for enhanced consumer experiences and effectiveness in operations, according to the executive impact. This involves improving websites and mobile apps, using statistical analysis of data for improved decision-making, and incorporating innovative technologies that meet developing consumer requirements. (Westerman, G. and Bonnet, D., 2015)

· Brand Resilience and Reputation Management – This Photo by Unknown Author is licensed under CC BY

                                                                                       Marriott's outstanding brand image helped the company survive the financial storm. The management effect is that corporations must engage in marketing initiatives even when situations are good because a solid reputation can help a company deal with obstacles and disasters. Successful brand management needs continuous brand communication, displaying corporate social responsibility, and tracking online reputation.



· Community Engagement and Sustainability –
                                                                                 During this epidemic, Marriott actively engaged in charitable giving and CSR efforts. The management decision is that businesses should think about their entire impact on society and the environment. Environmental follows and community participation not only benefits society but also improve the business's reputation and consumer loyalty.
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· Quick and Data-Driven Decision-Making -
                                                                                       Create an adaptable and data-driven decision-making environment within Marriott's marketing departments. Promote analysing information on a regular schedule for identifying client preferences, developing patterns, and market demands. Establish collaboration teams capable of responding fast to fluctuating market conditions and customer requests, maintaining Marriott's profitability and ability to adjust in the post-pandemic age.

· Work and Events that are Hybrid - 
                                                                            By offering flexible working environments and conference facilities, you can build on the achievement of remote work alternatives during the epidemic. Convert certain parts of the property into work-friendly rooms equipped with modern amenities for virtual meetings. Promote these services to attract company executives and remote workers, taking advantage of the increasing popularity of working from home.

· Marketing to Customers – 
                                                In advertising campaigns, develop a strong focus on the consumer's priority. Collect and evaluate feedback from customers regularly to recognise their changing requirements and preferences. modify advertising strategies that target specific customer groups, creating unique interactions to promote loyalty and satisfaction. (Nyangwe, S. and Buhalis, D., 2018)

· Strategic Partnership –
                                         Evaluate strategic partnerships as well as collaborations involving travel-related businesses, airlines, and regional companies. To promote each other products and improve client reach, create combined advertising strategies and deals. Collaboration may assist Marriott reach new markets and provide customers with unique experiences.
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· Enhanced Digital Customer Experience -
                                                                         Invest in enhancing Marriott's online consumer experience by maximising the website and mobile app. Maintain an easy-to-use interface, simple navigation, and smooth booking procedures. Add advanced customization features to provide customised recommendations and offers based on consumer preferences and historical behaviours. Integrate chatbots with artificial intelligence to give immediate support and respond to client questions quickly. (Bilgihan, A., Kandampully, J. and Zhang, T., 2016)

· Sustainable Initiatives and CSR – 
                                                          Grow on the pandemic's impact on involvement in the community and CSR activities. To connect with environment-conscious shoppers, adopt environmentally friendly procedures like saving energy and waste reduction across all properties. Marriott's desire for the environment should be promoted via promotional campaigns that showcase its contributions to the neighbourhood and ecosystems.
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[bookmark: _Toc141316391]Conclusion

In conclusion, via effective marketing methods, Marriott International presented flexibility and adaptation during the COVID-19 crisis. The capacity of the business to respond quickly to shifting marketplace circumstances and customer demands was essential in protecting its reputation as a leading hotel brand. The findings' effects on leadership shine the spotlight on the most important factors, highlighting the importance of flexibility, customer focus, digital transformation, environmental responsibility, and crisis management.

Based on this effect, recommendations are provided for strengthening Marriott's post-pandemic marketing efforts. These suggestions focus on improving the digital experience for consumers, making use of data-driven decision-making, maintaining CSR initiatives, adopting hybrid work solutions, boosting reputation management, increasing loyalty programs, and looking for strategic partnerships.

The COVID-19 problem inspired Marriott to reconsider its advertising tactics and innovate due to the changing hospitality sector. Marriott's efforts in customer service, digital transformation, and environmentally friendly practices will be key in maintaining the company's competitive advantage and achieving long-term success in the worldwide hospitality sector as the industry improves and moves into the post-pandemic period.
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