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Marketing is an essential strategy that helps companies from different industries advance their work and ensure benefits for employment. One of the marketing strategy's main impacts is that it helps companies concentrate on scarce resources to find the best possible opportunities to advance sales (Claudy et al. 2021). This analysis is done to critically analyse the marketing strategy used by Marriott based on a given case study. Through the course of the research, there is a critical analysis of the effectiveness of marketing and the implication of the marketing strategy. 
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Marketing during Covid-19 is essential to communicate the changes in the operation. Some of the customers' primary demand during Covid-19 is reducing cost and providing good quality service to protect health. In the case of Marriott, they need to continue connecting with their customer base during the time of Covid-19. Even though a limited number of customers would give importance to the marketing message immediately, on a long-term basis, Marriott can gain optimum advantage (Pitardi & Marriott, 2021). Hence, in such a scenario, Marriott needs to market their reduced cost price through marketing to develop a better customer relationship. 
Financial and human resources are different resources distributed towards the marketing activity. Marriott has made sure that they save financial resources by reducing the remuneration of the staff and diverting it towards other vital causes like marketing. The wage of the high-paying staff is reduced, and the compensation packages are also put on hold to limit the possible loss for the company. Based on the case study, Marriott has saved around $140 million, and a significant portion of the cost is being diverted toward marketing activities. Another area where the money has been saved is by reducing the spending on the food and beverage service (Ikebuchi et al. 2022). Due to the reduction of the incoming customer during the Covid-19 pandemic, there is a reduction in food purchases. The high-paying chefs have also been told to take unpaid leave to ensure solid and sufficient benefits for work. The money saved from such actions has been partially diverted to the marketing method to continue customer interaction. Even though the fact that the marketing is projected to reach towards 
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The use of the SWOT analysis is influential in analysing the macro environment to advance the surrounding of the company. Some significant factors discussed in the SWOT analysis are Strengths, Weaknesses, Opportunities, and Threats. 
While speaking about the strength of Marriott International, financial resources and brand recognition are critical factors. While speaking about the strength, the main factor is the strong brand recognition of the hotel. With a presence in more than 130 nations and a diversified portfolio, brand recognition is one of the main strengths of the hotel. North America has always been the headquarter of the work due to the high economic wealth of the nation. However, with the US coming out as the new epicentre of the Covid-19 pandemic, the business in the respective area have been affected (McLean et al. 2022). As a result, employees in North America have seen a drop of 20% in terms of pay cuts to advance the benefit (Gagliolo, 2022). Despite such challenges, having a strong economy is one of the significant factors that help the hotel to come out of the challenging phase. Along with this, there is also the presence of large cash reserves due to having diversified funding lines. Such a form of cash reserve is integral for advancing the work and ensuring robust and practical benefits in the workplace. 
While speaking about the weakness, the main challenge is the staff unionisation and the debt level. Staff unionisation is a significant factor that has caused challenging situations in different places. The union has had recent success in conducting strikes in different areas, and because of this, members from different portfolios have been added to the blocks. Adding around 1,000 staff in different leagues is one of the significant factors that can pose an additional threat of further protest in other areas (Seriasih et al. 2022). There is also a weakness in having debt that creates enough challenges for the recovery of the hotels. 
Marriott has an opportunity and a significant investment pipeline along with its weakness. Even though the investment has been delayed till 2021 due to Covid-19, the investment can be effective once the pandemic is over and the situation returns to normal. There is a continuous opportunity to have innovative ideas like Cashless payment, touchless check-in, and can smart sign-in that help industries bounce back (Karim and Priansa, 2020). After the travel and tourism industry bounce back and people start travelling, such innovative method can provide better service to staff. 
Lastly, based on the case study, the main threat for Marriott is dealing with competition related to price and customer service. While the hoteliers have a significant danger linked to insolvency, responding to the price war is challenging. However, being a large company, Marriott has the advantage to compete and enter price competition (Wu, 2021). However, on the contrary, there is also a challenge due to staff turnover because of wage reduction of unpaid leave. Such leave can lead to a competitive disadvantage in local and international places. 
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While analysing the marketing strategies, there is a marketing mix such as 4P analysis, which includes Product, Price, Promotion, and Place. 
While talking about products, the quality of products and services is essential. Based on the case study, Marriott has used technology to introduce tools like personalisation of service and mobile check-in to upgrade service and enhance work. There are also intelligent rooms consisting of voice-optimized control and personalised service that have appealed the external stakeholder like Customers to solve their concerns. However, the CEO of Marriott stated that the impact of the Covid-19 situation is heavier on the business than the combined impact of the 9/11 and 2008 recessions. There is also high-quality food with the minimised virus spread across different branches of Marriott (Mani and Mishra, 2022). Having such a form of products is integral for ensuring the safety of the staff without having any touching experience. Despite the uncertainty, the main expectation is that hotel visits will increase in the post-pandemic situation. 
While speaking about price, there is a significant reduction in the price of foods and products. The food prices have been reduced to make it more convenient for customers during the pandemic. However, in a post-pandemic situation, the price has challenged not only the debt of the company but also the satisfaction level of employees, who are internal stakeholders (Wu, 2021). The debt of the hotel chain has increased from $9.3 billion to $9.4 billion despite a cut in the wage of staff. As a result, there is a challenging situation for the local people in different places. 
While talking about the promotion, there is a continuous focus on innovation by adding social media for the campaign. There is the launching of a command centre named “M Live Studios” across different sectors to track the pulse of the people by tracing the social media comment. There is also training for the groups to interact with the staff, which helps internal and external stakeholders. The internal stakeholder, like employees, gets to improve their marketing skills, and the external stakeholder, like customers, gets to solve their query. The AI-enabled chatbot is also essential for the hotel to enable the guests of the hotel staff to enhance the reservation process. Even though such promotion helps to reach out to many people, there is also a threat to the data (Wu, 2021). During Covid-19, Marriott was fined for their inability to protect customer data. The UK watchdog has reduced the amount of the fine from twenty-three million euros to around fourteen million Euros. Hence, the lack of data protection implies a lack of trust from the local group leading to a challenging situation. 
The marketing of the place requires to present the 130 different nations of operation, including headquarters in North America is needed to be projected. Marketing of the site must be done based on customer demand to advance benefits. 
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The strategies used by Marriott during the time of Covid-19 are the introduction of digitisation, suspending operations, and reducing the brand price. The implementation of digitisation through technology such as AI helps to personalise the product by talking to customers and providing them with suggestions. Personalised suggestions are essential for tracking customers' spending preferences and product choices. Providing innovative services like Mobile-check-in is also integral to reducing physical contamination of viruses. However, the main challenge in such a scenario is a high investment demand and a breach of privacy. To ensure faster digitisation, Marriott must introduce services like Mobile Sign-in. Infrastructure and financial and human resources are needed in the workplace to accomplish the task. However, cutting the staff's pay by 20%, putting them on unpaid leave, and reducing the investment for recruitment creates a challenging strategy to reduce the work. Such a scenario not only enhances the possibility of labour shortage but also influences a sustainable difficult situation for people. 
Additionally, auditing is suspended to divert the money for more productive work. Even though such a policy helps to allocate resources more appropriately and release staff, hotel longevity is also a challenge. Reducing money from marketing is essential to minimise the loss. Allowing a flexible workplace with Unpaid Leave is one of the major factors needed to be adequately implemented. However, there is also a challenge to maintain customer retention for an extended form of time by reducing money. 
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Technology implementation has helped to renovate the offering with the inclusion of AI and ML. With the inclusion of tools like mobile earning, there is enough benefit for the work and ensures effectiveness. The inclusion of AI helps Marriott have helped Marriott to assess the trend regarding customer preference through data analysis. Statistical data have stated that contactless entry helps increase customer satisfaction by 7% worldwide. Around 77% of the staff prefer hotels with contactless payment (Simphoney, 2021). Contrary to that, personalising communication through social platforms like Facebook Messenger and WeChat also helps to win customer service. However, there is no use for contactless payment and the use of a personalised chatbot that can help the work. 
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Based on the measurement matrix, the following is the outcome

	
	Non-Cost performance.
	Cost Performance. 

	External performance.
	· Stagnant market share. 
· Reduction of the market. 
· Limited interest from the customers during Covid-19. 
	· There is also competitive cost. 
· There is also an increase in R&D expenditure. 
· There is also improvement of 

	Internal performance. 
	· Improvement of innovation. 
· Improvement of the delivery cycle. 
· Reduction of staff satisfaction. 
	· Reduction of marketing cost. 
· Reduction of material cost. 
· There is also an analysis of the work. 



Based on the above analysis, the impact on customer satisfaction improvement is limited, resulting in little growth in the customer influx during Covid-19. However, this situation helped Marriott to advance innovation and enhance the benefit in different places. 
Marriott has often considered the long-term plan after Covid-19 to combat the ineffectiveness. The present marketing plan helps to maintain the customer relationship that can give dividends in the future. With the growing demand for touchless staff, Marriott has the opportunity to attract customers and sell their work. 
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Marketing Tactics and managerial strategies 

Salary reductions for executive staff and staff furloughs

Sorenson announced a 50% pay cut for his leadership team and the furlough of its employees, including those at its US headquarters in Maryland. Two-thirds of the workers at company headquarters have been ordered to take unpaid leave that will initially last 90 days and then be adjusted based on the pandemic. The sustainability of its operations depends on cutting administrative costs, including employee costs, shortening work weeks, cancelling unnecessary travel, and spending while occupancy is low. Through these lowered expenses, Marriott will save $140 million, which will be put back into the divisions that have been hit most by the Covid-19 epidemic. Directors and the workforce need help when employees are required to take unpaid absence while on furlough in the United States. Corporate employees in the US who are furloughed will receive 20% of their compensation, which will be utilised for healthcare and other necessities. 
In comparison, those who return to work must accept a 20% pay cut and shorter work weeks (Rizal, 2020). In keeping with system-wide revenue losses, Marriott is slashing costs associated with programmes that individual hotels compensate it for. Additionally, Marriott intends to drop or postpone a third of its previously over $800 million investment plan for 2020. Marriott can reduce losses by cutting expenses as income declines. Since this is a global crisis, other hotels will also be devoting their resources elsewhere. Since most frequent travellers are delaying travel due to restrictions, they are unlikely to be open to marketing anyway, which could decrease awareness of Marriott establishments. Given that Marriott is one of the largest hotel chains in the world, brand recognition in the market is expected to hold steady as Covid-19 puts the world on hold.
As Marriott has a substantial market share, this will be to its advantage. Previous marketing initiatives will be successful for upcoming stays, and Marriott will profit from a base of devoted clients. When travellers can travel again, Marriott's earlier efforts to build this dedicated customer base will pay off. When customers want to plan vacations or excursions again, Marriott Bonvoy, accepted by all thirty of Marriott's brands, will be advantageous. After the peak of Covid-19, public travel may remain unclear for a while, and passengers are likely to stay in places they are familiar with and have been at before. Marriott may profit from this by concentrating its marketing efforts on users of loyalty programmes.

Application of marketing theories and concepts 

For managerial implications and marketing techniques, Marriot can apply two marketing theories. The first theory is the theory of diversification, which has to do with Marriot's decreasing marketing and other investment commitments. 
Theory of Diversification
Diversification theory is well-known in both the investment and marketing worlds. Lowering liabilities and risks entails distributing resources and efforts among various marketplaces, client segments, products, or investment vehicles. To reduce liabilities, the diversification approach can be applied to marketing and investing as follows:
A diversified market Diversify your target markets to avoid relying too much on a single call or consumer niche. You can lessen the effects of market fluctuations, changes in customer behaviour, or the decline of a specific market segment by extending your reach into new markets (Dewi, 2022). This strategy lessens the potential liabilities brought on by over-reliance on a single market and helps to limit the risk.
The second theory, the Wage Cut Theory, applies to this situation.
Reduced employees pay, usually in the form of salaries or wages, is a wage cut. Employing wage reductions is sometimes seen as a cost-cutting approach businesses may consider in poor economic times or when experiencing financial challenges. Wage reductions can aid in lowering labour costs, which frequently account for a sizable number of operational expenditures for hospitality businesses like Marriott. Marriott may reduce its overall costs and boost profitability by lowering staff remuneration (Dewi, 2022). Implementing compensation reductions may have a detrimental impact on employees' motivation and morale. Maintaining staff morale is vital in hospitality since it directly affects visitor satisfaction and service quality. When employees face a decline in their salary, they may feel devalued or demotivated, which can lead to decreased productivity and job satisfaction.

Task 3: Based on the Managerial Implications drawn in Task 2, provide recommendations on how Marriott International can improve its marketing strategies in the Post pandemic era

To adjust to the shifting environment and increase consumer involvement, Marriott International can improve its marketing methods in the post-pandemic era. There are some of the recommendations are noted below: 
Prioritise Messaging for Health and Safety: Make health and safety a top priority in your marketing efforts considering the increased attention paid to this topic. Describe the procedures and actions taken to ensure visitors are in a clean and safe environment. To foster trust and reassure potential guests, emphasise frictionless experiences, improved cleaning techniques, and adherence to health regulations.
Flexible cancellation and booking policies: To account for alterations in travel plans and unforeseen circumstances, provide flexible booking alternatives and lenient cancellation procedures. Explain these rules to prospective visitors so they know Marriott is dedicated to their happiness and aware of how circumstances change.
Target Local and Regional Travel: During the initial stages of recovery, concentrate on local and regional markets with fewer travel limitations. Create marketing initiatives targeting these groups, highlighting local attractions, staycation possibilities, and weekend trips. Create enticing bundles and experiences by collaborating with nearby establishments and attractions.
Promote prolonged Stays and Workcations: As remote work and long-term stays become more popular, advertise Marriott properties as the best places for workcations and prolonged holidays. To draw remote employees and digital nomads, highlight features like large rooms, dependable Wi-Fi, and cosy workstations. Consider providing customised deals and bundles for this market.
Utilise User-Generated Content and Influencers: Engage influencers and promote user-generated content to create buzz and social proof. Working with influencers that share Marriott's values and target market can help you produce authentic content that appeals to potential visitors. Encourage visitors to post user-generated content and their experiences on social media to foster a feeling of community and expand the reach of your marketing initiatives.
Strengthen Marriott's online presence across various digital channels, including the website, social media, and review platforms. Increase Digital Presence and Personalization. Invest in tailored digital marketing strategies to successfully target customer categories. Utilise data and analytics to tailor marketing messages and offers based on demographics, past bookings, and visitor preferences.
Encourage sustainability-related projects: Considering the continued popularity of eco-conscious travel, highlight Marriott's sustainability efforts and initiatives. To attract environmentally aware passengers, emphasise green practises energy-saving measures, and community participation initiatives.
Build Loyalty and Reward Programmes: Boost loyalty programmes to encourage repeat business and cultivate enduring customer relationships. Offer devoted visitors particular advantages, tailored promotions, and prizes—Utilise technology to deliver seamless experiences and recommendations tailored to the guests' interests and prior behaviour. 
In the Covid-19 era, it might be difficult for any corporation, including Marriott, to decide whether to implement wage reductions. If Marriott must adopt salary reductions, there are several things to keep in mind to lessen the impact on workers and preserve their loyalty and morale. There are few recommendations are listed below:
Transparent Communication: Be open and honest with your staff about the reasons for the pay cuts and your company's finances. Explain the need for the amounts and the temporary nature of the measure in plain and straightforward terms. Ensure staff members know the difficulties the business is experiencing, and the teamwork needed to overcome the crisis.
Fairness and Equity: Ensure that the organization-wide salary reductions are executed fairly and equitably. To demonstrate right, think about instituting tiered cuts, where higher-paid staff pay a more significant impact. This strategy can lessen any feelings of unfairness and alleviate the effects on lower-paid workers who could be more financially susceptible.
Temporary Measure: Make it clear that the pay reductions are only temporary and that the company intends to resume regular remuneration as soon as circumstances improve. This aids in giving workers comfort and hope amid tumultuous times.
Support and assistance for employees: Provide resources and support services to workers impacted by salary reductions. This could involve getting access to training and development programmes, receiving financial counselling, or getting help locating new sources of income. Maintaining employee loyalty and participation through trying times can be facilitated by demonstrating a commitment to the workforce's well-being.
Employee Recognition and Incentives: Employ alternate strategies to acknowledge and honour staff members for their commitment and diligence, especially during wage reductions. Think about non-cash rewards like extra vacation time, flexible work schedules, or chances for professional development.
Collaboration and Employee Input: Whenever possible, involve employees in decision-making. Ask for their opinions and suggestions on ways to reduce costs or find different ways to solve problems with money. This strategy encourages empowerment and responsibility, benefiting staff morale and dedication.
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Based on the above analysis of the work, it is stated that innovation and improvisation have helped Marriott to mitigate the damage of the challenging situation. Through continuous innovation, there is an opportunity to personalise the operation and ensure improvement. 
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