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INTRODUCTION
This report on marketing management will focus its attention on the Marriott International marketing strategy during coronavirus and see if Marriott strategy was success in keeping the brand recognized in its markets, The report will do a SWOT analysis of the Marriot International. A SWOT analysis is essential for business to see their strengths weaknesses opportunities and threats. This report will compare Marriot international to the Hyatt Regency hotel on a competitive analysis. The report will show managerial implication and recommendations. 




















[bookmark: _Toc141533707][bookmark: _Toc141540528]MARKETING ACTIVITIES MARRIOTT INTERNATIONAL:
According to Sealy, (2020) The effects of the coronavirus on the travel and aviation sectors have been unprecedented. The tourist sector has already seen tropical cyclones earthquakes, wars, terrorist attacks, stock exchange crashes, and a worldwide economic downturn that had a long-lasting impact on and/or interrupted corporate operations.
This report on Marriott international, according to Marriott’s (2022) idea and necessity of marketing during COVID-19 was for the survival of Marriott International brand. Once COVID-19 began to influence how the Marriott hotels do business, Marriott was forced to take decisive action by cutting expenses and temporarily shutting several of its properties. Sealy, (2020) states since the bulk of its hotels throughout the world had to close, the chief executive officer of Marriott International Hotels predicts that the company would lose about 75% of its income.
Sorenson, (2020) declared Marriott would slash the salaries of its management team by half and furlough many of its employees. The CEO and owner Bill Marriot have chosen not to be compensated for the remainder of 2020. In response to the COVID-19 outbreak, Marriott has ordered three quarters of its central office personnel to take a non-paid absence for an initial ninety days before being evaluated in line with the pandemic. 
Sorenson, (2020) has also slashed employee expenditure, reduced the working weeks, and cancelled unnecessary trips and expenditures. By lowering expenses, Marriott will conserve $140 million USD. To be reinvested back into Marriott International post COVID-19 pandemic. Sealy, (2020) states these actions are being made with cash flow conservation as their guiding premise.
Liquidity is the biggest issue throughout any interruption; however, employee cutbacks solely are not going to make up for the lost room income because room nights have a short shelf life. Hotel rooms overnight, once unsold, expire for good when the date has passed, unlike the retail industry where unsold products may be preserved and made available for purchase in the future. Even when they are not open, hotels still have fixed expenses that must be covered. Hotels that are empty nevertheless require security and upkeep for their equipment. Reservation lines, distribution routes, and public relations efforts should continue with a bare minimum of employees, which will cost money Sealy, (2020).
Marriott marketing strategy in COVID-19 is targeting new customers on social media platforms. With the rise in popularity of devices like tablet computers, smartphones, and laptops, Marriott International has a variety of options to offer its consumers through its application for mobile devices.
In keeping with systemwide revenue reductions, Marriott is slashing expenditures associated with programs that specific properties compensate it for. Additionally, Marriott intends to cancel or postpone a third of its previously over $800 million expenditure plan for 2020. 
[bookmark: _Toc141533708]MARRIOTT SWOT ANALYSIS:  
Millions of travelers throughout the world are aware of the Marriott international brand of hotels. The SWOT analysis of Marriott International, which is the market leader in the hotel and tourist industries, will highlight the company's internal elements its strengths and weaknesses. Threats and opportunities are all a result of outside forces that may have an impact on Marriott.
MBA Skool Team, (2023) state the Marriot Strengths section examines important internal elements that provide Marriott with a competitive edge in the industry and enhance its positions. 
The Marriott international brand has many strengths to keep leading in the hotel sector. According to MarketLine, (2020), Marriott has 30 brands and a global, varied trademark portfolio, with a presence in 130 countries. After COVID-19, Marriott will continue to benefit from its strong brand image. To lessen the effects of COVID-19, Marriott has substantial liquidity reserves and diverse funding sources. Strong operational network — Will enable the business to disperse risk and, when feasible, minimize harm. Marriott International strengths are having a strong hold in north of USA. Is often a strength because of the volume of guests, conferences, and economic prosperity in the region, which is home to Marriott International's headquarters close to Washington, D.C. MBA Skool Team, (2023) also state Marriotts strengths as the following list below.
[bookmark: _Toc141540529]Marriott Strengths: 
· High recall and brand awareness keep the brand alive to its millions of travelers. 
· Technical advancements to enhance client experiences and ongoing business process improvement. Mobile applications to give the consumer better booking options and the refurbishment of hotels around the world.
· Courteous staff retention among the 150,000 total employees. Marriott can keep its staff happy lowering its recruitment process giving Marriott Strengths.
· Has resorts and hotels spread over more than 70 nations.
· From approachable to ambitious, many brands are available.
By performing a SWOT analysis, Marriott can identify its vulnerabilities and would be able to fix those weaknesses to enhance the organization. According to MarketLine, (2020) Unite Here, a well-known labor organization, Which  represents Marriott employees in the USA have had four successful strikes across states in the USA. From the success of the strike action Unite Here gained another 1000 members. With this type of union this becomes a weakness for Marriott International. With Marriott having debt that can become challenging for Marriot post Covid. Marriott weakness according to MBA Skool Team, (2023) are the following below.
[bookmark: _Toc141540530]Marriott Weakness:
· Limited market shares due to competition from big hotel networks. Like Accor, Hilton, Hyatt.
· Globalization and many hotels might erode brand recognition.
Opportunities for the Marriot international brand would be from future growth to expand and gain more hotels in world. Marriott has a substantial cash reserve and a variety of prospective investments. Due to COVID-19, it has been postponed till 2021, however when the epidemic is over, it will provide it a competitive advantage. The following are Marriott opportunities according to MBA Skool Team, (2023). 
[bookmark: _Toc141540531]Marriott Opportunities:
· Potentially lucrative developing markets. Gaining more hotels in more locations around the world.
· Service to consumers innovation.
· Upgraded interiors/quality renovations.
· The hospitality industries in India and throughout the world are seeing growth.
The external factors that pose threats to the Marriott International brand can directly impact how Marriott manages its hotels. COVID-19 had major implications on the operation of how Marriott managed the outbreak within its Hotels. Marriott threats like its weaknesses come from the big hotel chains like Hyatt, Hilton, and Accor. According to MarketLine, (2020) after COVID-19's peak and business has resumed as usual, the fiercely competitive market may see a price war, which means Marriott might have to react. The possibility of bankruptcy is the largest problem facing every hotel owner, since COVID-19 is causing daily losses in the tens of millions of pounds. Marriott has made the required preparations to lessen the effects of COVID-19 and avert bankruptcy. Marriott can potentially have many impacts from lots of external threats MBA Skool Team, (2023) state that Marriott threats below can impact Marriott. 
Marriott Threats:
· The entrance of various foreign brands, which complements the dominance of long-standing, well-known Indian brands.
· Price point competition.
· Stagnant expansion.
[bookmark: _Toc141533709][bookmark: _Toc141540532]EFFECTS OF MARRIOTT MARKETING STRATEGIES DURING COVID-19 ON ITS STAKEHOLDERS AND THE 4PS OF THE MARRIOT MARKETING MIX
The philosophy (1994) states the 4Ps—Product, Price, Promotion, and Place—condense the philosophy of the marketing mix theory, the currently dominant approach to marketing, into a few operational elements. 
According to MarketLine, (2020) Marriott digital transformation was well under way before the impact of COVID-19. Customers no longer must stand in queue at counters thanks to the accommodation ready alerts and smartphone check-in and checkout capabilities of the mobile application. Guests may interact with the hotel personnel using the Mobile Requirements section of the mobile application to make customized requests or clients choose from a drop-down menu of in-demand services. Product = Placing the digital transformation into product. 
According to MarketLine, (2020) Through the use of hashtags and geofencing around hotel locations, Marriott has established a real-time marketing command Centre called "M Live studios" that allows them to track customer sentiment on social media and identify user trends and feedback to promote and deliver services more effectively.
Gummesson, (1994) states the combination lost content and validity when it was condensed to the 4Ps, but it gained simplicity and elegance.
Grier and Kumanyika, (2023) definition of the 4P’s Marketing Mix, “
· “Promotion includes advertising and other types of persuasive communications that convey product benefits, pricing strategies, and availability (e.g., sales promotions, direct mail, promotional Web sites, public relations, free food samples, unique events, and product placement). Place refers to the distribution of the product, including how products are made accessible to target consumers and the quality and convenience of the available products. Price refers to the cost that is exchanged for the product, in absolute terms and relative to alternatives”.[55, p1617]
[bookmark: _Toc141533710][bookmark: _Toc141540533]PRODUCT = Marriot products are in the shape of bricks and mortar, excursions, food and beverages, exclusive airport pick-up and drop-off services. Marriott products come in 4P’s Product section.
[bookmark: _Toc141533711][bookmark: _Toc141540534]PRICE = Marriott price is included in the 4Ps of pricing, which is how Marriott determines the cost to its guests of its more exotic resorts at exclusive locations and its hotels in populous cities like New York, London, and Paris. Prices would vary by area depending on the Marriot brand a consumer selected. Customers would pay a significant price for the effects on their external stakeholders, while also maintaining a positive working relationship with its suppliers and making on-time payments. If the employee was on a standard pay, its owners and management would generate enormous profits. For each of its properties throughout the world, Marriott would have to pay its government stakeholders taxes. 
PROMOTION = With social media, Marriott International's clients may communicate with Marriott Staff and participate in promotional activities. The Marriott mobile app offers discounts and customer benefits. Promoting its properties on its own websites and on social media with a view to attracting new clients. With this strategy what Marriot uses is having direct effects on its stakeholder’s customer base.
PLACE = There are hotels all around the world, and Marriott has thousands of resorts and hotels. Most consumers with internet connectivity or mobile devices can readily use Marriott's convenience and high-quality hotels. With Marriott hotels in places like Malaysia, locals there would have more employment prospects, which would directly benefit Marriott stakeholders in the community. 
[bookmark: _Toc141533712][bookmark: _Toc141540535]COMPETITIVE ANALYSIS OF THE STRATEGIES
According to Taherdoost and Madanchian (2023) To remain competitive in the current dynamic and complicated business climate, organizations should consistently and carefully evaluate and analysis the strategies, products, and services of their competitors. Alaa-Eldeen (2023) states to maintain a competitive edge is one of any company's primary goals. A sizeable portion of organizational resources are used just to try to keep up with competitors. Firms fight for stances that might be incompatible when they participate in competitive warfare. Price competition is seen as a condition that starts when a company's supply exceeds the requirement for a specific category of merchandise or service, which results in rivalry amongst producers. 
According to Good at el, ( 2021) Hilton Hotel Group and Hyatt Hotels Corporation were two of Marriott International's main rivals in the world market for premium and luxury hotels. On the budget to upmarket category, its rivals included Wyndham, InterContinental Hotels Group (IGH), and Choice International.
[bookmark: _Toc141533713][bookmark: _Toc141540536]HYATT COMPETITIVE STRATEGIES PRODUCTS, SERVICE COMPARED WITH MARRIOTT
Arend, (2020) states Hyatt has tremendous competitive advantages that help Hyatt fulfil the mission of providing guests with unique experiences while fostering growth and adding value for our clients, employees, and shareholders. Hyatt competitive strategy is the following. 
· Arend (2020) states top-tier brands. Hyatt have created, and in some cases bought, a global portfolio of unique brands that are motivated by a deep understanding of visitor needs.
· An International Platform with Strong Growth Potential. We believe that our current hotels, which are situated in important markets all over the world and operate in some of the most populous urban areas, give us a solid foundation that allows us to specifically follow fresh growth possibilities in marketplaces at which our brands are less well-known Arend (2020). 
· According to Arend (2020) Deep cultural roots and seasoned management groups. The Hyatt family is brought together by common values, a unified mission, and a strong commitment to personalising experiences for guests and customers. We think this builds customer loyalty, sets us apart from the competition, and generates commercial success.
· Exposure to a variety of hotel management, ownership, and development opportunities. Hyatt have a broad and diversified base of revenues, earnings, and cash flows thanks to Hyatt mix of controlled, a franchised business owned, and leased properties. This also offers us the freedom to assess growth potential across our business lines Arend (2020).
· According to Arend (2020) excellent quality hotel rooms are an avenue of funding for fresh development projects and are situated in appealing markets. Hyatt considers that their owned properties give us the chance to increase shareholder value through targeted asset sales that generate cash flow for strategic expansion investments or increased capital returns to investors. In 2018, we completed our original sell-down pledge and received $1.5 billion in cash from the sale of owned assets. At the end of December 2020, we had realised proceeds of around $1 billion under the commitment we made in the month of March 2019 to reduce our owned commercial property portfolio by an additional $1.5 billion over a three-year period.
[bookmark: _Toc141533714][bookmark: _Toc141540537]MARRIOTT BUSINESS STRATEGY
According to Arend (2020) Hyatt are dedicated to our long-term goal despite the disruptive effects of the COVID-19 outbreak on Hyatt and the hotel sector. Our strategy is centred on the subsequent areas to promote sustainable growth over the long term and provide benefits to visitors. clients, employees, proprietors, and shareholders:
· Optimise Our Core Company: Hyatt continues to expand and run our core business at a high level so that we may be the best in our class while seeking to make money to support our expansion.
· Integrate New Growth Platforms: Hyatt strive to recognise and incorporate fresh chances to improve guest care and open up new career prospects.
· Incorporate Fresh Development Platforms: Hyatt strive to recognise and incorporate fresh chances to improve client care and open up new career prospects.
[bookmark: _Toc141533715][bookmark: _Toc141540538]THE IMPACT OF TECHNOLOGY IN STRATEGIES, DIGITAL MARKETING, COMMUNICATION AND INTERNATIONLIZATION
According to Afaq et al, (2022) In response to the demands of contemporary business, customer relationship management (CRM) is evolving into social CRM (SCRM), which strives to improve customer experiences by utilizing cutting-edge technologies like social media (SM). 
Afaq et al, (2022) state by fostering new, enhanced relationships with consumers by interacting with them on social media (SM) platforms, social customer relationship management (SCRM), a developing concept, is rising to prominence in the hotel business. The impact from Marriot use of (SM) was targeting new clientele. 
According to MarketLine, (2020) to increase brand exposure and loyalty, Marriott also communicates and engages with travelers in a personalized way on social media channels. Marriott invites visitors to communicate with hotel concierges in real time using social media platforms like Facebook Messenger and WeChat. The use of social media has an influence since it may reach millions of individuals every day of the year. 
[bookmark: _Toc141533716][bookmark: _Toc141540539]CORONAVIRUS THE SUCCESS OF STRATGIES IMPLEMENTED BY MARRIOTT INTERNATIONAL 
Marriot successful strategies what was implemented in coronavirus using AI in its hotels to gather data on its customer base. According to Polas and Raju, (2021) For breakthrough creativity that develops new capabilities and fosters social and economic advancement in order to improve the standards of daily existence, many businesses must embrace AI technology. 
According to MarketLine, (2020) Marriott is using predictive analytics to identify and attract the most profitable customers and service areas. It helps the company analyse huge volumes of customer data like household profile, professional and salary data, spending patterns, travel type & frequency, traveling locations to understand customers better, and identify profitable customers, to whom they can provide customized suggestions and offers. 
People are being laid off as a result of AI deployment in most organisations, as is the case with robot waiters and front-desk staff in Chinese hotels. Taherdoost and Madanchian, (2023) state to classify sentiment analysis methodology, lexicon-based techniques, artificial intelligence (AI), or machine learning-based methods may be employed.
[bookmark: _Toc141533717][bookmark: _Toc141540540]EVALUATION OF IDENTIFY MEASUREMENT METRICS
According to Hauser and Zettelmeyer, (1997) Research, Development and Engineering (R,D&E) metrics are important for at least three reasons: First, they document the value of R,D&E and are used to justify investments in this fundamental, long-run, and risky venture; second, good metrics enable CEOs and CTOs to evaluate people, objectives, programs, and projects in order to allocate resources effectively; third, metrics affect behaviour. When scientists, engineers, managers and other R,D&E employees are evaluated on specific metrics, they make decisions, take actions, and otherwise alter their behaviour in order to improve the metrics. 
According to Hauser and Zettelmeyer, (1997) who describe "Tier 1" as fundamental study that aims to comprehend fundamental concepts in science and technology. Tier 1 explorations could be useful for several business divisions. They could even give rise to new corporate divisions. We define "Tier 2" activities are those that choose and design programmes to complement or improve the organization's core technological expertise. "Tier 3" projects. Finding from both the corporate and the business divisions is frequently used to reach Tier 3. 
Research, development, and engineering can contribute to the creation of the Marriott measuring metrics for the assessment. With Marriott's objective of digital transformation, this metrics measurement would be used to evaluate Marriott in the areas of technology and science. Tier 1 of this metrics measurement seeks to grasp ideas in science and technology. Identify the measurement metrics used for the evaluation. 
Marriott measurement metrics under tier 2 are those activities that choose and design the programs to complement Marriott technology expertise. With Marriott use of Tier 2 under development enable to see Marriott Metrics.
· New and more practical mobile platforms are available with a personalised mobile experience.
· The use of social media in digital marketing is assisting in attracting new visitors.
· Using analytics and AI to improve service quality.
· 'Smart Rooms' are being developed, which is enhancing the in-room experience. 
Marriot metrics measurement in under Tier 3 come from the behaviour of the metrics. 
[bookmark: _Toc141533718]INEFFECTIVE MARKETING STRATGIES CONTROLLED MARKETING 
According to Entrepreneur (2017) let start by acknowledging that certain tactics, like SEO, take a while to start showing results. Do not give up after just a few weeks of work if Marriott is investing in its brand's reputation or depending on inbound traffic to increase your consumer base.
If Marriott consumers didn't feel they were receiving value for their money, they would simply switch hotel brands, rendering Marriott's marketing plan unsuccessful in terms of distinguishing out from the competition, not raising brand recognition, and not providing value to customers. consumer retargeting, segmenting, not Align your personal strategies. or test a different tactic If the marketing strategies were ineffective, how could they have controlled the marketing functions.
entrepreneur (2017) states Marriott marketing effort will be unsuccessful if Marriott utilise the same buzzwords that Marriott competitors do, or if Marriott aesthetic mixes in with surrounding noise. Express something distinctive which only Marriott business could say to address this. In certain cases, it's the only means by which to be heard above the commotion. Your clients need something worthwhile in return for taking that action. That is occasionally a cost-effective product. Sometimes it's a gift, like a no-cost eBook that can be downloaded.
[bookmark: _Toc141533719][bookmark: _Toc141540541]CORONAVIRUS MANAGERIAL IMPLICATION ON MARKETING STRATEGIES
Marriott was already well-positioned in the market and had a competitive advantage as a consequence of all the marketing strategies it deployed both before, during, and after the outbreak, Marriott's management had a significant influence on its marketing strategy, which contributed to Marriott's success.
[bookmark: _Toc141533720][bookmark: _Toc141540542]MANAGERIAL IMPLICATIONS RECOMMENDATIONS 
According to Domínguez-Navarro & González-Rodríguez, (2020) It makes sense for Marriott from an ethical standpoint to determine how visitors feel about having their social media activity recorded. Even while sharing material is entirely voluntary, not all content contributors are aware that their original concepts are being utilized for profit. To solve these ethical issues, Marriott can consider handing out concrete surveys that improve openness and demonstrate real endeavors to increase client happiness through data collection.
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