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[bookmark: _Toc139284463]Introduction
The overall effective measures collectively taken to apprehend the issues or challenges incurred by the hospitality sector during the pandemic are crucial for the following report analysis. The situational analysis of the following study will gather the responsive mode of action taken by the mentioned company in the hospitality sector, Marriott International, based on the case study analysis. The core determinants of the report analysis would include the variables to judge and display the internal and external position of the company, the impact of the regulation’s mode of changes on the various stakeholders, and the prescribed marketing mix identified by the mentioned company. 

[bookmark: _Toc139284464]About The Company And The Case Study Analysis
As the new coronavirus began to hit the areas in which it operates, Marriott finally had to respond since the establishment of the company in the year 1928. Like many other companies, the company has had to take drastic measures, including cutting costs and temporarily shutting down operations as per Catena and Toma (2021). It is expected that these measures will be implemented. That is enough to confirm the chain through the first wave of eruptions. Marriott has many useful strengths, including excellent trademark recognition and strong money deposits to weather the crisis according to Eschenbrenner et al (2023). However, it also has weaknesses, such as exposure to North America and high debt levels on its balance sheet. Marriott developed a number of new asymmetric digital subscriber line platforms and solutions before the COVID-19 pandemic. 
[bookmark: _Toc139284465]Critical Analysis
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[bookmark: _Toc139284467]The Concept And Importance Of Marketing During The Pandemic 
The pandemic distressed a large sector of the Hotel industry in the year of 2019. Even standing on the edge of 2024, some of the hotel industry has not recovered from the financial crunch. Julius Robinson, Marriott International's chief sales and marketing officer for the U.S. and Canada, also talks about the initiatives of marking during the crunching period according to Seo (2021). 

[bookmark: _Toc139284468]SWOT Analysis Application
Strength: Marriot has effective strength and brand appreciation. Marriott has its reserve and market capital with several funding opportunities (Kang and Lee, 2022). It has a resilient presence in North America. Due to the pandemic, which has hit severely in the U.S., operations become a little more difficult. With it has a strong, wide operational network, Marriott opens its services in the other part of the U.S (Kim and Han, 2022).
· Loyal Customers
· Strategic Partnership
· Market captures
· Profitable Procurements
Weakness: the unionised staff is one of the major factors. They have been strikes recently in some areas in the U.S. Besides, also have some of the recently faced factors actually affected the overall financial structure of the industry during the pandemic (Duan, 2022, July).
These are,
•	Levels of debt
•	High operating costs
•	Variable demands
•	Budget limitations
Opportunities: The management of Marriot has actually showed this during Covid-19. The main factor is cash reserve, which drove the maximum demands of the hotel during that period. During this adverse situation, the industry decided to postpone its ongoing projects in various countries and states, and expenses occurred from reserves (Torres, 2023). The 2nd big thing is Cloud innovation for saving money on worker assets Promotion of travel, technology, sustainability, and green tourism initiative has been taken by the industry as per Deng (2022).
Threat: Occurrence during a pandemic can be classified into two factors. I.e., external threat and internal threat. This threat has an impact on the increase in third-party distribution costs as well. In that situation, political uneasiness in a country easily posed a threat to the hotel industry that often results in data breaching (West and Zentner, 2019). New competitive market, which leads to more completions between the industry sectors. Finally, yet importantly, the country's economic conditions dent the sustainability of the industry, which can lead to the potential insolvency of the industry as per Frank (2023).
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Figure 1: SWOT 
(Source: Torres, 2023)
[bookmark: _Toc139284469]Marketing Strategies Application By Marriott And Its Impact On Stakeholders
Digital marketing with the help of social platforms for brand existence and other service information. Marriott encourages its consumers to have not only the benefits of the hotel but the future and upcoming discounts at their fingertips. It has also enhanced the security for choosing the best and most affordable stay for the consumers (Lebedieva et al 2023). 
Use more and more useful analytics to ensure a large number of stays during that pandemic period. Analysing data with more accessibility options with proper customer support and unwanted needs removal helped them widely in that phase. The more affordable stay with the best hospitality by proving adequate rooms according to Baneva et al (2023). The smart rooms provided the overall developing method of the hotel. Personalisation access with advanced mobile-oriented technology with the help of some branded companies and renowned services (Santoki and Parekh, 2020). This has set up customer preference control with enhanced options for connected chain solutions. Some more areas they have looked at are as below.
•	Cancellations Fee Waivers
•	Commitment to Clean	
•	Excellent hospitable services
•	Digitised experience
[bookmark: _Toc139284470]Stakeholder Impacts: The most important part of an industry is stakeholders. The stakeholders are the backbone of the industry. The applied strategy helps stakeholders to invest more in the future of the business. Some of the determined factors, which actually helped them, are.
· Preassigned targets
The preassigned target helped them to access the promotion of the hotel in the various sectors of the relevant field. It shows a static figure for growth and sustainability as per Grove et al (2020).
· Targeting the Right Audience/Traveller Types
With the help of proper technology or apps, the stakeholders can target the right investors to generate more funds for the future. The allocations of the percentage between the stakeholders' put them in the confidence table to circulate funds between the internal holding persons (Grove et al 2020).
· To have the right and authentic SEO (Search Engine Optimisation)
This strategy helped the bottom-line workers to purchase equity on the minimum allocated ratio. This has motivated the outline members to invest and others to encourage as per Guix et al (2020).
All of these hotel marketing strategies are built around creating value and great guest experiences. Knowing their customer profiles, providing a fantastic level of service at every touchpoint, being searchable online, and experimenting with a variety of marketing ideas will make for more happy guests and increased bookings.
[bookmark: _Toc139284471]7P Marketing Mix To Identify The Key Strategies
Product Or Services-
The hotel industry is basically known as a service industry. Covid 19 has brought about rethinking the services provided by the industry. These services helped me to realise that offering a substantial number of services does not necessarily contribute to profitability all the time. Marriott has sprung up overnight to provide a range of services starting from consumer satisfaction to the ultimate stay at the hotel as per Ryńca and Ziaeian (2021). Although the existing services remain unchanged, above all, developing new criteria for having the newly introduced services helped Marriott become more profitable.
Price: - 
The second and most important factor is price, which has been clearly defined in the hotel's memorandum. Specifically, the modified price is introduced to generate more revenue. Consumers had to pay the premium for alcoholic beverages, with some paying 100 US dollars for a bottle of liquor. The impact of the Covid 19 on the pricing model gives excessive fluctuations in the constant services. The price has been increased. The reason for this is the uniqueness of the offering, the importance of the services to the consumer, brand value, and value for money (Ho et al 2022).
Place Distribution
The third impact on the place has directly given a footprint on this hotel industry. People choose online delivery rather than vising malls and stores. This makes the demand for home services. Very a smaller number of people are willing to visit hotels for a stay or other amusements. Thus, this leads to a crisis in hotel demand. Marriott faces this issue during that period. Online services increase turnover overnight. The situation was getting worse. Marriott Hotel cut down its operating cost and other overhead expenses (Sulistyo, 2021, January). People who were actually familiar with visiting hotels suddenly thought about quitting these visits. People prefer more locally produced foods than to visit hygienic foods.
Promotion
Pandemic forces all businesses forced to promote their business in various ways. This makes increases competition in the market. Marriott uses social platforms and other digital marketing to promote the services offered. Using proper apps on mobile ph. with easily accessible user settings leads to a demanding market for this industry.
People
Employees with efficient skills make Marriott a superior platform in the service industry. In addition, the other one is the customer base. Many persons have lost their job and attempted suicide. Many restaurants have shut down their business (Jain and Jain, 2022). 
Processes
The process defines the actual structure of service provided by an organisation and how Marriott converts its consumers to long-term consumers. New implementations have come in the process to attract more customers. A strong bonding by providing the best services to the customer is the main process of Marriott in that particular segment (Wirantari et al 2022).
Physical Evidence
The main part of the business is to interact with customers as much as possible. Which Marriott actually does for its business. However, face-to-face interaction was not possible at that time. That is why digital and technology have been brought for interaction. Keeping the customer engaged will lead to increasing spend during the visit as per Raja (2020). Marriott will seek to take up the challenges of creativity, innovation, and customer-centricity and look to create a set of challenges for others.
   7 Ps Of Marketing Mix
 TARGET MARKET
PLACE
· Retail
· Wholesale
· Local – Export
· Internet


PRODUCT
· Design, technology
· Useability
· Usefulness
· Solves pain
· Value
· Quality
· Brand
· Warranty


PHYSICAL EVIDENCE
· User Stories
· Recommendation
· Office premises
· Buzz

PRICE
· Penetration strategy
· Cost – Plus
· Loss Leader
· More …

PROMOTION
· Advertising
· Recommendation
· Special offer
· Gifts
· User testing

PEOPLE
· Founders
· Employees
· Culture
· Customer services

PROCESS 
· Service delivery
· Complaints
· Response time
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               Figure 2: 7P MARKETING MIX 
           (Source: Raja 2020)

[bookmark: _Toc139284472]Competitive Analysis Based On The Strategic Decision Taken By Marriott During a Pandemic
It was vital for the hospitality company to mitigate the challenges faced due to the upscaling action of Covid that affected the daily functional model of the hotel sector, Marriott. Hence, it was crucial for the company to apply and execute certain strategies that could make the company take to a better place and have a premiere mode of competitive advantage over others hence; the strategies included:
· Cost cutting initiate and temporary suspension of workers: Sorenson cut executive salaries by 47% and announced a furlough of many employees, including at the company's headquarters. Two-thirds of headquarters staff were required to take an initial 95 days of unpaid leave, which was duly reviewed in light of the pandemic based on the case analysis as per Simões (2021). Reducing administrative costs, such as labour, shortening workweeks, and eliminating dispensable travel and expenses while reducing uptime, are essential to sustaining operations. These cost savings saved Marriott for about 150 dollars million, which will be reinvested in sectors hit hardest by the outbreak. In the United States, furloughed workers are forced to return to work, while a compensation package of 25% of their salary is used for medical and other basic needs (Frank, 2023).
· Shutting down of food and beverage to minimise the outbreak: Marriott has decided to close its restaurants to minimise the risk of the spread of the pandemic and to limit human interaction while ensuring social distancing. While Marriott temporarily closed its facilities and restaurants in the United States, it has stepped up cleaning of common areas and has deployed hand sanitisers in all its buildings as per Krupskyi et al (2019)
· Delaying of auditing and the hotel renovated aspects: Marriott hotels and the related set of franchises followed precise trademark standards that are regularly tested and verified in order to list Marriott brands. It put the bigger issue of hotel age at the forefront and was better allocated (Şener and Cobanoglu, 2022). 
[bookmark: _Toc139284473]The Competitive Advantage Of The Above Strategies
Marriott, with its cost cutting method and temporary shifting of stuff, made a huge impact on the company as well as in the global hotel sector as this brave move uplifted the overall strategic dimensions of many other companies or brands that followed Marriott and implemented the same to manage the finance. The cost cutting technicalities adopted by Marriott improved the financial condition that helped the company to garner a revenue of around 8.4 million U.S. Dollars. This was during the pandemic phase, and that saved funding helped the other more affected sectors of the business, like the suppliers, the workers the inventories handlers who were helped with the financial funding by the brand. The closing of the food outlets made a serious impact, as Marriott was the first ever brand that initiated the overnight shutting of food junctions; the managerial section and the board of members, fortunately, judged the condition and acted without wasting any time, according to the case analysis. 
[bookmark: _Toc139284474]Technical Aspects Implemented To Maintain The Strategies By Marriott
Customised Mobile Offers: With the increasing use of platforms such as smartphones, tablets and laptops, Marriott International offers a variety of privileges to its client amidst mobile apps. The app's Mobile inquiry feature allows visitors to contact hotel staff with special questions or choose from a drop-down list of popular services as per Jain and Jain (2022). 
Application Of Social Media To Target Fresh Clients: Marriott has integrated a social platform base approach in the Omni channel marketing strategy, enabling targeted customer targeting through variable mediums. The company encouraged clients to use various applications such as Facebook Messenger and WeChat in order to interact with the hotel concierge in real time. 
Applying A.I.: Marriott uses prophetic analytics to distinguish and win economic customers and service regions. This allows the brand, based on the case study, to analyse large amounts of customer data, including household profile, occupation and pay check data, disburse patterns, journey type and frequency, and travel locations, to better understand customers and provide customised offers and benefits (Şener and Cobanoglu, 2022). 
[bookmark: _Toc139284475]Task 2
[bookmark: _Toc139284476]Management Implication Strategies To Handle Covid Crisis 
The importance of accelerating the strategy of marketing is to be most effective in encouraging guests to book travel or plan for trips during such an uncertain time. Provide the best price with affordability for making more guests or consumers according to King (2021). People choose more accepted packages to ensure a more comfortable stay. Creating a promo code to offer to their guests by sharing on their hotel website page or their social media platforms. These are designed to increase engagement with new customers and enhance the Marriott hotel and guest room experience. These investments will help Marriott more easily adapt to post-pandemic business conditions. As with other hotel chains, there is a lot of uncertainty about how the company will operate going forward, and not all are positive (Neves, 2022). When the hotel industry goes through collaborative lockdown footing without government support, it is difficult to imagine all businesses surviving. Marriott, on the other hand, is very well positioned for survival, and the company may have a chance in the future. 

[bookmark: _Toc139284477]Porter’s Five Forces
Porter's Five Powers may be a trade examination show that decides an organisation’s competitiveness and clarifies why (and how) businesses are able to support diverse levels of benefit. The Five Powers examination is an basic instrument that lodging directors can take advantage of to form the most excellent strategy for their company (Anastasiu et al 2020). It will offer assistance with the energetic changes within the industry and to understand the steps to apply that could increment their capacity to alter and superior utilize its assets to pull in speculators and create higher benefits. This device is utilized to assess the allure of the company from its competitive, concentrated: 
Customer Bargaining Power: As customers have more pennyworth power, hotels are more likely to lower the prices. Strong bargaining power makes it harder for suppliers to raise their prices, and they may even lose money. On the other hand, if bargaining power is low, the supplier could raise prices to make more profit. Marriott hotels that cater to tour groups or have a high concentration of buyers rely more on the bargaining power of their customers as per Anastasiu et al (2020). Individual and walk-in customers, on the other hand, have little or no bargaining power because they do not have large margins. Rooms and services are offered for a low rate of more than 19%, as per the original chart.
Suppliers' Bargaining Power: During the pandemic, the few supplies Marriott has, the more power they have over that industry. This affected the overall input pricing and strained businesses that rely on products and services. This positioned Marriott's managers in a difficult position, but to remain competitive, the company found ways to work with inventory that offer price advantages, like offering a price range of at least 16% below than usual rate. 
New Entry Threats: According to the case study analysis, the hospitality industry and Marriott presented with many hurdles for new entrants, making it difficult for new entrants to gain an edge in a highly competitive space according to Anastasiu et al (2020). However, it is not uncommon. Still, new companies enter the market but do not pose a threat to existing competition, especially if differentiation is favourable mainly for the reputation the brand has over the years.
Substituted Threats: The 2019 COVID-19 pandemic has spawned alternatives that are even newer for Marriott hotels. Video conferencing. People in the mentioned company moved from in-person meetings and gatherings to meetings in virtual rooms, eliminating the need for business trips and room reservations that have become a major burden for many hotels globally (Anastasiu et al 2020). It becomes very much crucial for the overall sanction of the allotted methods to analyse the threats and then function through it.
Competitor’s Rivalry: Marriott did not have any new competitors during the pandemic as more and more rival companies other than Carlson and Hilton. During the pandemic, the management of Marriott Hotels made the operational management move towards more safety aspects and stayed ahead form its rival with the implementation of several steps like cost cutting and handling of inventories earlier than them. 
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Figure 3: Porter’s Five Forces
(Source: Anastasiu et al 2020)
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[bookmark: _Toc139284479]Conclusion And Recommendation 
The overall conclusive mode of evidence represented the key points where the case study provided enough evidence that helped with the mitigation process of handling the managerial structure and the business operation applied by Marriott International. According to the case study analysis, the hotel chain included and focussed on cost cutting aspects, abolished renovation to save the findings, and the management included certain critical marketing strategies that were led by the application of Porter's five forces theory. The series of internal and external factors of the mentioned brand, according to the analytics of Marriott, helped with the functional aspects of the company to deal with business operations during the pandemic, which is explained with a SWOT analysis. 
Use Of Virtual Technology: The hospitality industry is almost always a place where people are in contact with and close to customers and colleagues. In this situation of mass panic over the spread of the virus, in many ways, virtualisation seems like the best idea. Marriott could switch to cloud technology to achieve a better property management system. This will allow the brand to control operations from anywhere. The cloud also helps with mobile concierge systems, hassle-free food ordering, and contactless food delivery. The cloud also remotely operates several tasks, such as sales, business development, digital marketing, e-commerce, and digital marketing.
Reach Out To Millennials: At a time like this, millennials in this country are the most desperate part of society to return to normalcy. However, their desire to experience unique adventures around the world can be the determining factor in their appeal. With disposable income, millennials will soon become the spine of hospitality diligence. Carrying out maintenance and repairs as necessary for the hotel. Lockdowns and pandemics don't mean Marriott will simply close their doors and only open when restrictions are lifted. In fact, now is the perfect time to start learning about the real estate improvement plans the Marriott had before the pandemic hit. According to the New York Post, millennials are likely to be the first to travel once restrictions are eased. Therefore, a key step in Marriott’s business recovery plan is figuring out exactly how to attract and engage them. For example, 92% of millennials value brand authenticity over a “perfect and packaged” hotel message. They value transparency, trust and brand credibility. When it comes to communicating about coronavirus, the hotel must try to communicate what they would do doing early, often, and openly. Millennials are also sensitive to advancements in mobility and social media. Tech-savvy travellers want mobile guest experiences, personalized messages, offers and rewards, 24/7 service, and more. However, the importance of having a concierge app cannot be overemphasized. 

Intelligent Water System: Due to the current water shortages, saving water is essential. Using the latest technology, architects can install smart water systems that can save water in both commercial and residential buildings related to the Marriott. By using intelligent water systems, architects cannot only save water but also reuse it.
Review Current Health And Safety Protocols, Policies and Procedures: At times like this, people will entrust their lives to the hotel company. This can mean that many things need to be rethought. Most importantly, the safety procedures Marriott follows to ensure that the health of its guests is not endangered. 
Stay Up-to-Date And Provide The Same And Accurate Information: Keeping the clients and the hotel informed about symptoms is the best way to avoid the negative effects it can have on Marriott. In addition, making sure the communication of this information correctly to its customers and prospects will help build trust in the brand and help to recover from the aftermath of lockdowns. 
Leverage Cloud Technology: Nowadays, remote work is becoming the norm. Appreciation to innovation and technology, remote work is on the rise even in human-centric industries like hospitality. In fact, hoteliers need to manage all the hotel processes without being on site. With the cloud-based asset management system, Marriott can control all the processes anytime, anywhere.
PMS Systems:  In times like these, however, the system could offer even greater benefits. For example, if the company's software includes a mobile base concierge app, the hotel can engage with guests from check-in to ordering food and services without face-to-face contact. This technology will allow hoteliers to fully transition some of their hotel jobs to remote work, including Business Sales or business development positions, e-commerce, digital marketing, etc.
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