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Executive Summary 

The report briefly describes the marketing strategy taken by the company and the implication of these strategies. Marketing is needed for “Marriott International” to maintain a relationship with its customers. With effective marketing strategies Marriott International” can reach the expected and targeted customers worldwide. With social media marketing during the pandemic, “Marriott International '' has connected to customers through multiple social media platforms such as Instagram, Facebook and YouTube. During the covid-19 crisis, “Marriott International” successfully maintained its strong market and brand reputation. The social message that the company spread through online posts and the tagline “We will Travel again” are some of the major strategies that the company had taken to improve and engage more customers. 
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[bookmark: _Toc141453277]Introduction 
The following report is based on the marketing strategy that was followed by the Company Marriot International during the time of Covid 19 pandemic. The report briefly describes the marketing strategy taken by the company and the implication of these strategies. It also describes the strategies that the company can further implement to improve business in post pandemic era. 
[bookmark: _Toc141453278]Task 1: A Critical Evaluation of the Effectiveness of the Marketing Theories and Strategies used by Marriott International during the Covid Crisis 
[bookmark: _Toc141453279]Importance of Marketing during the Covid Crisis
The pandemic has imposed multiple types of ever-changing challenges on businesses worldwide. But business organisations need to be survived in the pandemic times and this can be done with effective marketing. Marketing is needed for  “Marriott International” to maintain a relationship with its customers. With effective marketing strategies Marriott International” can reach the expected and targeted customers worldwide (Marriott Bonvoy, 2023). The hotel industry is one of the worst hit during the times of pandemic. COVID-19 has created strong and ever-lasting implications for the travel and tourism business worldwide. To get a foothold in these unprecedented times, “Marriott International” has taken support from marketing strategies. “Marriott International” can come over from the pandemic by keeping its customers inclined to the brand with its marketing strategies (Wang et al., 2020). ‌
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Figure 1: Advertisement
(Source: Marriott Bonvoy, 2023)
The marketing strategies have significantly aided in further development. In times of the pandemic, “Marriott International” cannot do direct marketing due to multiple restrictions. But that does not imply that they have accepted the failure. “Marriott International” adopted social media marketing as their alternative marketing strategy which is more effective than direct marketing (Lai, and Wong, 2020). With social media marketing during the pandemic, “Marriott International '' has connected to customers through multiple social media platforms such as Instagram, Facebook and YouTube. So social media marketing helped the brand to present its innovative services to keep the customers safe during the pandemic times (Van Apeldoorn, and De Graaff, 2022). They have presented their safety and sanitation policies which aim to attract customers even during the pandemic period. Connecting with people through social media platforms and extending adherence to safety protocols have significantly helped “Marriott International”. To sum up, marketing strategies have an evident role in maintaining a competitive position even in the pandemic period. 
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Figure 2: Marriot International
(Source: Marriott Bonvoy, 2023)
[bookmark: _Toc141453280]Resource distribution 
[bookmark: _heading=h.2et92p0]Undoubtedly the hotel industry is among the hardest hit by the times of pandemic. “Marriott International” is not excluded from this unprecedented hit. The major resources of “Marriott International” are its consumers, customer service, staff, and food service (Marketline, 2020). Before going to an in-depth analysis of the resources management in “Marriott International”, a close look should be cast at the major resources of the company. The resources are already mentioned in this section. The resources are majorly those attributes that are used for a smooth and profitable function and operation of a business (Worby, and Chang, 2020). The major resources of “Marriott International” are its consumers, customer service, staff, and food service. All these resources are used in the marketing strategies to elevate the position of the brand and share different perspectives. 
[bookmark: _Toc141453281]SWOT analysis of Marriott International during the Covid Crisis
	Factors 
	Analysis 

	Strengths 
	During the covid-19 crisis, “Marriott International” successfully maintained its strong market and brand reputation. Due to the strong market reputation of more than 30 brands in approximately 130 countries and a diversified portfolio, the brand has been successful in maintaining a strong impression (Benzaghta et al., 2021). 
The robust cash reserves help the brand to keep them sustainable during the pandemic times. The reason behind this is the several funding lines. 
Sound operation networks pose a major strength for the hotel. 
A strong existence in North America yields multiple benefits due to large numbers of visitors, and the economic prosperity of the country. 

	Weaknesses 
	During the pandemic times, one of the major hindrances to “Marriott International” was employee shortage. Even before the pandemic, the organization suffered employee-related issues due to the presence of unions (Marriott Bonvoy, 2023). 
Another major weakness is the acceleration of accumulated debt. Despite cash reserves, the debt has created a grave issue. 

	Opportunities 
	The extensive investment pipeline posed an impressive opportunity for the company (Panteleiev, 2023). 
Due to its participation in multiple joint ventures, the company has financial flourishing attributes post-pandemic times. 

	Threats 
	The ongoing pandemic itself is a major threat to “Marriott International”. The major competitors in this industry are Hyatt, Hilton, and Accor. Even after the pandemic, “Marriott International” will face the same level of fierce competition as its rivals (Jiang, 2023). 
The price war among the giant players is another threat to the brand. 
The shortage of labour and labour backlash due to unions can continue to be a major threat in the post-pandemic as it is now. 



[bookmark: _Toc141453282]Marketing strategies deployed by Marriott International during the Covid Crisis
“Marriott International” has adopted multiple marketing strategies during the pandemic times to keep maintain its competitive position in the market. The marketing strategies of the company will be illustrated by the “Marketing Mix”. 
The “Price Strategy” of the “Marriott International” includes the following: 
“Marriott International” has taken an initiative in the pandemic times to reduce the salaries of its staff. The company has announced that they are going to make a 50% decline in the salary of the executive team. It has also thought of furloughing staff.  They have cut down administrative costs which include the costs associated with the staff. Not only the company has worked on salary cutting, but they have also limited or shortened the working hours (Marriott Bonvoy, 2023). The travel costs have been deducted and spending has been reduced by “Marriott International”. Those initiatives they have helped the company to save nearly $140 million which they reinvested in that department that is suffering from the bad effects of the pandemic. As the staff are asking for unpaid leaves the company has left with no other alternative than cutting the salaries (Santoki, and Parekh, 2020). With a hope for betterment, the company has decided that they will make a hike in the salaries once the pandemic gets over. 
The large cash reserve is a strength for the company as the company will be supported by the cash reserve in the pandemic times. 
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Figure 3: Marketing Mix
(Source: Santoki, and Parekh, 2020)
The “Place Strategy” of the “Marriott International” includes the following:
“Marriott International” has closed all outlets for food and beverage. They have taken this decision to limit the spread of coronavirus among its staff. In the hotel industry, it is very common to spread a virus due to human interactions and social norms. To adhere to the social distancing norms the company has decided to close its outlets (Sudari et al., 2019). This initiative has minimised the interactions among the guests and the staff resulting in less chance of getting infected. This initiative is significantly dampens the total revenue of the company. But to maintain the social distancing norms, the company was left with no other alternative (Dash, Kiefer, and Paul, 2021). 
The “Product Strategy” of the “Marriott International” includes the following:
The company has decided to stop any type of renovation during the pandemic period. “Marriott International” has used smart rooms for providing safe service to the staff (Hanaysha, Al Shaikh, and Alzoubi, 2021). Those smart rooms were properly sanitised and had all the safety protocols. The rooms are also connected with mobile solutions to address the customer needs. 
The “Promotional Strategy” of “Marriott International” includes the following:
 “Marriott International” opted for social media marketing to provide service to the guests. With digital marketing, guests were attracted and connected to the brand. Additionally, Analytics and AI have been used to improve service quality (Morgan et al., 2019). Customised mobile service was launched to provide customer service to the guests. They are putting more effort into keeping people safe and happy during the pandemic periods. But they are also making less investment in marketing activities so that the customers. 
[bookmark: _Toc141453283]Impact of marketing strategies on internal and external stakeholders
The major internal and external stakeholders of “Marriott International” are the customers, the investors, the suppliers, the staff, and the board members (Wu, Wang, and Wu, 2021). The customers are the major part of the company. “Marriott International” have taken the best care of customers and guests during the pandemic times. The salary of the staff is deducted during the pandemic times. But the company has taken care of the staff and their health. The investors have to suffer due to the loss incurred in that time. Suppliers and board members equally incurred the loss (Loureiro,  Romero, and Bilro, 2020). 
[bookmark: _Toc141453284]A competitive analysis of the strategies used by Marriott International during the Covid Crisis 
Marriott International's marketing strategy, amidst the post-pandemic situations, has led to a shift from offline to online. Instead of employing the conventional marketing strategy, it has altered its emphasis to advertising itself more digitally (The Wall Street Journal, 2021). Quoting the statement of the Late Arne Sorensen (President of Marriott International) from the reports of Forbes: 
“What social media is allowing us to do is not draw attention to ourselves, but to see our guests in their own spotlight (Gallo, 2020)”. 
For the marketing strategies used by the brand during the pandemic, it was noted that to enhance the customer experience, the company have developed M Live, which has led to shaping as well as moulding the communities of Marriot hotels in different locations. The M Live team of Marriott International tracks a range of globally hot subjects and organises its material around them on the M Live platform. Additionally, it targets people on an individual basis. M Live gives Marriott the ability to engage in one-on-one conversations with guests on social media sites where they are already actively engaged and to engage in more individually personalised interactions with them (Nyangwe and  Buhalis, 2018).  This was noted in the reports of Marriott International (2020), that M Live has leveraged the business to make real-time monitoring and assessment of current trends, conversations, marketing initiatives and global performance, and brand reputation across social media platforms to identify possibilities for Marriott to engage customers with its 19 brands and over 4,600 properties globally. 
[bookmark: _Toc141453285]Impact of technology on the strategies implemented during the crisis (digital marketing, communication, and internationalisation) 
The impact of industry 4.0 technology significantly aided the business in evaluating and determining the basic requirements of global customer bases and delivering services that are respectively meeting the needfuls. During the pandemic, as personal or direct communication was not possible, the top-tier management significantly utilised video conferencing (Digital communication) to convey and deliver the insights of company to respective stakeholders worldwide. 
For example, the video message by Late Arne Sorensen, released on Linkedin, presented his concerns regarding the worsened situation of COVID-19 in the global hospitality industry. In the video message, he conveyed that he would forgo his salary to diminish and lessen the cost-cutting and job loss, therefore boosting employee motivation (Pinedo, 2020).  
Moreover, in order to broaden the brand’s scope to deliver the maximum to the global customer bases, the digital marketing strategy wherein the employment of website marketing and newsroom aided the intent. 
For example, the “Rooms for Responders” initiative was curated on the website, wherein the company committed to providing $10.01 million worth of rooms for healthcare professionals and individuals to battle the pandemic (Marriott International, 2020). This initiative was primarily focused on the geography of major cities in the US, amidst which the US was one of the hardest-hit nations  (Las Vegas Review-Journal, 2020). This strategy, it also inclined brand awareness on the global stage and benefited positioned the brand to be reliable during times of such crisis. 
Additionally, with such initiatives, Marriot Internation also launched the “Global Cleanliness Council”, wherein modern technologies of cleanliness like hospital-grade electrostatic disinfectant sprayers would be utilised to sanitise and sterilise the surfaced hotel rooms and objects. The incorporation of the technology and communication was mainly done through website marketing, where customer bases would be conveyed the steps and measures adhered to to mitigate guests' health, safety and hygiene concerns (Marriott International, 2020). 
[bookmark: _Toc141453286]The success of the strategies implemented by Marriott International during the Covid Crisis 
The various strategies that were taken by the brand during the Severe impact of Covod 19 have provided a mixed result to the company. For example, the net income of the company in the year 2019, 2020, and 2021 can be used to analyse the success of the strategies that have been taken by the company to mitigate the severe effect of the Covid 19 pandemic. The net income of the company can be considered one of the brilliant measurement matrices as it shows the profit generated by the company after reducing all the expenses during its operation (Radivojević, Dimovski, and Mitić, 2023). As it is an all-inclusive metric of profitability it can be used as a brilliant tool for measuring the success of the strategies taken by the company to improve its profitability and sustain its business during teh time of Covid 19. 
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Figure 4: Net income of the Marriot International
(Source: Statista, 2022)
The report also suggests how the management team of the company has handled the situation during the Covid 19 pandemic. 
The net income report from the above figure has suggested that since 2020 the company has successfully improved its net income which suggests strong growth of the company. But despite all the strategies taken the company has suffered a loss of almost 267 million US Dollars (Statista, 2022). Though this is a huge loss for the company it is still less than the ney income it has generated in the year 2009. Though as a result of these strategies the company has reverted back strongly and has generated 1099 million US Dollars in the year 2021. This suggests that the strategy taken by the management team was successful. 


[bookmark: _Toc141453287]Task 2: A Managerial Implication on Marketing Strategies implemented by Marriott International during the Covid Crisis 
[bookmark: _Toc141453288]Managerial implication on the marketing strategies
The adoption of the marketing strategy taken by the company during the Covid 19 has several implications. But the decision taken by the company set an example for other brands in the hotel industry (Wei, and Jingyi, 2021). From the managerial implications of the marketing decisions, other brands that are competing in the market can learn some lessons which can help these companies to survive in future upon encountering any similar situation. 
Improving the brand image is one of the most important parts of marketing. 
One of the strategies that the company took to assist the hospitals as well as the doctors and nurses was providing room for the responders. The strategy of helping the doctors and nurses to provide a stay was one of the very important steps for the company towards brand image improvement. Supposing the frontline heroes that were fighting against the Pandemic in metro cities like New York City, Chicago, and Los angles were one of the most essential steps. Though the cost or loss incurred by the company to implement this strategy was almost 10 million US dollars approximately. The huge benefit considering the improved brand image as well as the assistance that it provided to the company overweigh the cost. 
Cancellation fee waivers were one of the major strategies that the company had taken during the Covid 19 (Ghannadian, and Vahlberg, 2022). This also helped the company to improve its brand image. As the company has top refund a huge amount of money to the customers that were cancelling their bookings due to the sudden outbreak of the Pandemic and the imposed regulation as well as the lockdown a huge amount of loss the company had to incur during its operation. The company even introduced a new strategy to attract customers which resulted in the success of the company during The Covid 19 pandemic (Shin et al., 2021). As the company changes its policy and adopted a 24-hour cancellation policy, the customers that were not sure or certain about their planned trip benefitted. This type of strategy helped the company to improve its brand image as well as earn a loyal customer base.  
Behavioural segmentation is one of the major strategies that is effectively used by the company in its business operation at the current time. The same strategy of the company was followed by the management as well as the marketing team, during the Covbid 19. 
 The company strongly believe that rewarding the customer with a different type of benefit is one of the major strategies which can help them to attract more customer as well as maintain the loyal customer base that the company has achieved in its operation (Sharma et al., 2021). 
The management strategy of the company that the company had taken to improve customer loyalty and retain loyal customers during the Covid 19 is the customer loyalty programme the company had taken to The company announced that the loyalty status of the customer will be extended. The marvellous reward programme that the company implemented during its operation during the Covid 19 had helped the company to attain more loyal customers (Jiang, and Wen, 2020). 
[image: An Update from our CEO | Marriott News Center]
Figure 5: We Will travel again Post
(Source: Santoki, and Parekh, 2020)
The digital marketing strategy that the company had taken to improve its brand image as well as attract more customers is one of the most important steps as this strategy has helped the company to attract more customers (Santoki, and Parekh, 2020). Engaging with customers with the help of social media is one of the most important steps in marketing. The social message that the company spread through online posts and the tagline “We will Travel again” are some of the major strategies that the company had taken to improve and engage more customers. Though the decisions that were taken to reduce tghe loss or avoid the severity of the cost as much as possible one of the major issues that happened due to this marketing decision were that the total net income in the financial year 2019 declined massively (Eschenbrenner et al., 2023). But one of the major advantages that the company had got due to the Covid 19b was the improved brand image, recognition and a lesson which has helped the company to improve its net profit. As a result of these marketing strategies the net income of the company has increased by more than double rate in 2021 and the profit further increased in 2022 and reached almost 2358 million US Dollars which is even better than the results before Covid 19 pandemic. 

[bookmark: _Toc141453289]Task 3: Recommendations to improve marketing strategies in the Post-pandemic era
[bookmark: _Toc141453290]Recommendations 
As the above section analysed that providing “room for the responders” was one of the measures, the corporation took to support the hospitals as well as the physicians and nurses.  One of the crucial actions Marriott International took to strengthen its brand image was the idea of assisting the doctors and nurses in providing lodging. One of the most crucial steps was assuming that the front-line heroes battling the Pandemic in major cities like New York City, Chicago, and Los Angeles were heroes (LeBreck, 2020). Since the marketing of this initiative was mainly done by website promotion and advertisements, it could be recommended that promotion of such noble initiatives in other platforms like Social media platforms, influencers marketing and others could have enabled to widespread of the initiative to a global audience. In current terms, 73% of travel agencies and hospitality sector entities report a feasible interaction with customers via social media strategy, whereas 98% of millennials share pictures and videos on social media platforms (Greenlaw, 2022). The recommendation for Marriot International to enhance its presence on platforms like Facebook, Instagram, YouTube, Linked In, Reddit and more could help significantly. By enabling the company to post stories and content that is pertinent to the brand such as promotion, blogs, and more, social media marketing may aid Marriott in raising the brand’s image, awareness and recognition. Additionally, social media also makes it simpler for customers to find the company's business and share material with their followers. 
For SMM, it is also recommended that Marriot use targeted ads since it enhances its marketing strategy. Chu, Deng and Cheng (2020) present that with the deployment of targeted ads, on social media platforms like Facebook, Marriott’s hotels will be able to connect with potential customer bases who may not be aware of the company. For consumers who are intrigued by what they have to offer based on demographic data like age group, motivational factors, goals, geography, behavioural, personal interests, and more, Marriott will be able to deliver relevant content and services via Targeted ads (Gursoy, Malodia and  Dhir, 2022). 
Undertaking information from the reports of Pinedo (2020), the corporation suffered a loss of almost $10 million as a result of implementing this plan; given the enhanced brand image and the help it gave the business, the cost is much outweighed by the return. Yet on the flip side, if other sources of marketing (social media marketing) had been implemented for marketing, then it could have aided Marriot International to incline the revenue streamline. Such marketing approaches for “room fo the responder” initiatives would also have enabled the company to incline its awareness and give a competitive edge over its global competitors (Sanchez-Casado, Artal-Tur and  Tomaseti-Solano, 2019).
The above section also evaluated that one of the company's primary strategies during COVID-19 was the elimination of cancellation fees. Thus, the corporation's brand image was also enhanced as a result. For the post-pandemic era, it is recommended that the brand must focus on enhancing its brand image using the Marriott International M Live strategy. Through the M Live design, Marriot would be able to analyse and present business operations and behavioural segmentation of target audiences globally. Through the M Live strategy, the management and the marketing staff of Marriot should adhere to providing the customer with a variety of benefits such as a live tract of the room vacant, readiness and cleanliness status, and more. Additionally, M Live will be able to assist its customers with trending stories across the globe, and this will also leverage key tactics that can help them draw in new clients while also retaining the existing, loyal clientele that has helped the business succeed throughout its operations. Additionally, Marriot International could assess how well campaigns are doing so that adjustments can be made as needed for greater outcomes in the future with the use of efficient tracking solutions of M LIve.
[bookmark: _Toc141453291]Conclusion
Marketing is one the most important part which focuses on improving the business as well as attracting more customers to buy its product and services. The report has suggested that the major focus of the company was on improving the brand image. This provided advantage to the company as the sales as well as net income of the company as a result of these strategies has increased rapidly. 
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