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[bookmark: _Toc141353008]Concept and importance of Marketing during Crisis
The marketing profession became a crucial component for companies, like Marriott International, during the COVID-19 challenge. Maintaining brand awareness and interaction with consumers became crucial as the tourism and travel industries faltered. While the economic downturn posed difficulties, it also provided companies with chances to grow and engage their target demographic with novel methods. For the hotel chain Marriott, the idea for advertising throughout the COVID-19 crisis aimed to find a careful balance between advertising its goods and being considerate of the overall situation. When limitations on travel were in existence and occupancy levels were drastically lower, it was crucial to use advertisement techniques to maintain the brand timely and connected with consumers (Shin et al., 2021).
Marriott prioritised digital tactics when allocating funding to marketing initiatives. Guests could enjoy an effortless trip while complying with security protocols due to the personalised mobile applications provided by their application that enabled customised content, digital check-ins, and special demands. By strengthening its internet marketing strategy, Marriott communicated with tourists on websites like Messenger for Facebook and WeChat, which responded to inquiries in real-time as well as cultivating client loyalty. The business adopted artificial intelligence and data analysis to locate profitable consumers while recognising them, and providing customised offers and proposals. This strategy aided Marriott in preserving client loyalty and readiness for the future recovery occurring in the travel sector (Shin et al. 2021).
As part of its digital overhaul strategy, Marriott created "smart guestrooms" with connected devices, voice and Smartphone activation, customised templates, and cell phone keypads. These programmes aimed to improve in-room comfort even during the epidemic and provide the groundwork for additional technologically advanced after the epidemic travel environment. Marriott was aware of the crisis's economic impacts even as promotional efforts persisted. They put off branded quality audits and improvements to decrease operational expenditures, including employee costs. Taking into account the current state of the world, the corporation modified its advertising campaign, placing a strong emphasis on safety precautions and encouraging travel for individuals who had an immediate need or who were important workers (Shin et al.,2021).
[bookmark: _Toc141353009]SWOT analysis of Marriott International during Crisis
Strengths- Marriott's key competitive advantages were its outstanding popularity and a broad range of thirty distinct brands across 130 countries. This international presence gave the business a broad reach and dedicated clients, who would be helpful during the time of recuperation. A safety net amid the crisis was also provided by Marriott's substantial cash reserves and solid operating network, which allowed the organisation to disperse risks and lessen effects when feasible (Eschenbrenner et al., 2023).
Weaknesses- Due to the COVID-19 outbreak's severe effects on the region, the business's dependency on North America presented a problem. Being heavily concentrated in North America, Marriott was at risk from the slump in the economy there. The fact that debt appeared on its financial statements, which complicated the recovery manipulation, was an additional problem (Eschenbrenner et al., 2023).
Opportunities- Due to its broad innovation pipeline and prior partnerships with creative businesses, the company is well-positioned for the post-pandemic commercial environment. Shortly, Marriott's digital change plans, such as its "smart room" designs and personalised smartphone experiences, may also improve client interactions and set the company apart (Eschenbrenner et al., 2023).
Threats- A price war might break out, which would weaken the business's competitive strength and delay its comeback in the highly saturated hotel sector. The layoffs of employees and probable hotel closures might have a detrimental impact on industries that rely heavily on industry and generate labour gaps, raising the cost of hiring new employees (Eschenbrenner et al., 2023).
It is clear from the assessment of SWOT that Marriott Worldwide had several advantages and assets that it could have used in the crisis. The company was well-positioned for recovery due to its well-known brand, cash on hand, and initiatives relating to digital transformation. But it also had to deal with managing a unionised workforce, the possible effects of debt, and the possibility of collapse if the economic downturn extended, among other difficult issues. Analysing the situation reveals how crucial it is to strike the right balance between protecting the company's finances and guaranteeing employee welfare. To keep the business operating and its standing among consumers intact, Marriott's response to the savings initiatives and incentive schemes for laid-off and returned workers was critical (Eschenbrenner et al., 2023).
[bookmark: _Toc141353010]Marketing strategies deployed by Marriott International
4’ps of the Marketing mix 
Product- During the global epidemic, Marriott modified its products to meet shifting client needs. They put a strong emphasis on sanitation and security in their hotel establishments to reassure guests about their physical and mental well-being. Addressing remote staff members looking for a shift of environment, Marriott also introduced the "Work from Anywhere" promotion. Travellers' trust was boosted by these modifications to their product line-up, which also helped them draw in additional market segments (Catana and Toma, 2021).
Price- To attract tourists while retaining economic viability, Marriott used innovative pricing tactics and offered affordable rates. To provide clients piece of mind and promote reservations they also offered reasonable cancellation procedures. The pricing techniques sought to create a compromise between client accessibility and business income growth (Catana and Toma, 2021).
Place- Marriott concentrated on improving customers' online experiences. They invested in their smartphone application, which allowed for mobile registration, special demands, and personalised mobile interactions. The establishment of "smart suites" with connected devices demonstrated their dedication to a frictionless and tech-forward lodging experience. Through these initiatives, Marriott was able to maintain contact with consumers and enhance their inside-the-room encounters despite travel constraints (Catana and Toma, 2021).
Promotions- To retain brand awareness and interact with buyers, Marriott made use of social networking sites and digital channels. Marriott tracked social media trends, responded to user input, and successfully promoted services via instantaneous advertising command centres. Additionally, personalised advertising was able to target successful consumers with specific offers because to their based on artificial intelligence data (Catana and Toma, 2021).
Internal stakeholders
These marketing tactics have a mixed record when it came to their impact on internal stakeholders like personnel. While the cost-saving activities and layoffs may have had a detrimental impact on morale, Marriott's emphasis on safety and focus on client activities may have inspired pride and a commitment to offering outstanding service even in trying circumstances (ZXhang, Haxo and Mat, 2023). 
External stakeholder
Consumers recognised the efforts made by Marriott to guarantee security versatility, as well as value for investment. With a focus on cleaning and keyless transit, travellers who were initially reluctant were drawn in. With the help of specific promotions such as "Work from anywhere," Marriott was able to effectively connect with new client demographics and broaden its customer base. The marketing techniques improved Marriott's standing among its stockholders and customers. By responding to the financial meltdown and utilising digital technologies, Marriott showed that it could adapt to shifting market conditions and keep its brand relevant (ZXhang, Haxo and Mat, 2023).
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Concentrating on sanitation and security was one of Marriott's primary advertising campaigns. By putting strict cleaning procedures and hygiene measures in place, the business prioritised the physical and mental well-being of both its visitors and workers. Throughout the epidemic, Marriott's technologically advanced activities demonstrated that they provided a competitive edge. These technological improvements not only responded to shifting demands from consumers but also presented Marriott as a cutting-edge and progressive business in the market (Simões, 2021).
A different approach to competitive initiatives during the financial downturn was Marriott's flexible prices policy. The business wanted to entice consumers who were cost-conscious while maximising revenue prospects by providing reasonable rates and reasonable cancellation procedures. In an atmosphere of competition where clients were seeking value for their money, Marriott was able to adjust to changing needs due to this pricing strategy. The "Work from anywhere" campaign was directed at remote employees looking for different workspace options. By targeting a different market niche with this tactical manoeuvre, Marriott was positioned as an appealing choice for people who needed an adjustment to the atmosphere while working environment but had limited travel options (Simões, 2021).
The competitive environment remained difficult despite Marriott's innovative and adaptable measures throughout the COVID-19 problem. There was a concern that expense cuts at Marriott could have a negative impact on client care and staff retention. This may have an effect on consumer loyalty and fulfilment, which would be problematic in a market that is very competitive and where repeat business is heavily dependent on loyalty from clients (Simões, 2021).
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In response to the crisis, Marriott's strategy began to focus heavily on Internet advertising. Travel constraints made conventional marketing strategies like print and public relations less successful. Instead, Marriott used digital channels to interact with clientele and keep its brand visible. To respond quickly and customise their promos, Marriott kept track of digital developments and consumer input. These digital marketing initiatives were crucial for reaching clients in actual time, alerting them of safety precautions, and modifying advertising messages to fit the situation throughout the world (Torres, 2023).
Throughout the crisis, technology was also crucial for interaction. To interact with both internal as well as external consumers, Marriott used digital media. To educate staff members on safety procedures, and operational changes, and promote measures internally, the organisation deployed technological means of communication. Through technological advances, Marriott can inform visitors about the status of the hotel, security measures, and adaptable booking regulations. During tumultuous times, Marriott was able to retain visibility and cultivate trust among affected parties thanks to effortless interaction (Torres, 2023).
Worldwide operations and consumer outreach for Marriott were made possible by technology. Due to the effects that travel constraints were having on international travellers, Marriott used technology to analyse local developments and modify its marketing tactics. Through the use of technology-enabled data analysis, Marriott was able to track shifting client preferences across several markets and adapt offerings to meet local demands. The "smart rooms" improved the in-hotel experiences by enabling voice and cell phone activation of controls, personalised defaults, and smartphone keys for rooms, resulting in a cashless and technologically advanced stay (Torres, 2023).
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The efficiency of Marriott's security and sanitary measures was evaluated by attentively observing customer evaluations and feedback on multiple platforms. The effectiveness of Marriott's emphasis on safety is reflected in the favourable customer feedback and high experience ratings, which show that guests felt secure and at home during their stay. Marriott was able to evaluate the effects of its advertising initiatives and variable pricing tactics by monitoring occupancy quantities immediately. Higher levels of occupancy demonstrated that the price and marketing strategies were successful in luring clients, whilst low rates of occupancy might have called for changes to the marketing or advertising strategies. Through data including traffic to its website, downloaded applications, and sales conversions, Marriott evaluated the effectiveness of its online advertising campaigns. The success of client involvement through digital channels would be indicated by an increase in visiting the website and app downloads. The success of Marriott's digital advertising efforts was evaluated using the rates of conversion, which show the proportion of people visiting its website who made reservations (Anane-Simon and Olusegun Atiku, 2023).
Based on the volume of reservations and earnings from this particular target market, the 'Work from anywhere' campaign's effectiveness could be assessed. The campaign's effectiveness in reaching an unfamiliar demographic would ultimately be determined by how many remote employees it acquired. Marriott ought to have examined booking statistics across various regions to evaluate the success of internationalisation initiatives. The impact of specific region promotions and marketing campaigns would be shown by a rise in reservations from particular overseas markets (Anane-Simon and Olusegun Atiku, 2023). 
Although the tactics Marriott used were largely beneficial, there were certain instances where they could have been strengthened to further increase efficacy. For instance, if hotel occupancy continued low irrespective of the advertising efforts, Marriott may have revised its pricing and advertising strategies following customer needs and rivals' deals (Anane-Simon and Olusegun Atiku, 2023).
If consumers indicated discontent with certain elements of the guest experience, Marriott might have remedied these concerns right away to keep customers loyal and satisfied. It would have proved essential to continuously monitor feedback from clients and respond to issues as soon as they arise. To continuously improve communications and advancements, continuing analysis of information and experimentation with A/B testing may have been used. Marriott might have determined the best ways to engage customers throughout the crisis by experimenting with various marketing methods and monitoring their results (Anane-Simon and Olusegun Atiku, 2023).
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Through the use of relevant research, established promotional theories, and established marketing ideas, the business consequences of the marketing techniques shown in the case analysis can be examined. These effects are meant to help the top executives of Marriott Worldwide improve its promotional strategies, deal with potential crises, and keep a step ahead of the competition in the tourism industry (Seo, 2021).
The case study emphasised Marriott's attention to consumer needs and security throughout the COVID-19 issue. Travellers responded favourably to this focused consumer strategy, thus Marriott must keep placing a high priority on client feedback and happiness in its advertising campaigns. Marriott can comprehend customer needs, improve personalised situations, and foster steadfast loyalty by putting marketing concepts like client Relationship Management into practice. Through the use of consumer analysis and data, Marriott can foresee shifting demands and adjust operations accordingly; delivering outstanding client experiences even under trying circumstances (Seo, 2021).
The COVID-19 problem served as a reminder of the value of adaptive advertising and the necessity of having flexible tactics. The importance of flexibility and reactivity to shifting market conditions is emphasised by marketing ideas like Agile Branding and Flexible Pricing. Marriott must continue using agile advertising methods so they can swiftly modify their messaging, advancements, and prices to suit changing client needs and market conditions. Due to its adaptability, Marriott will be able to keep one step ahead of the competition while successfully handling future uncertainty (Paraskevas and Guix, 2023).
It is impossible to overstate the role played by technological innovations in Marriott's business initiatives. The effectiveness of based on technology advancements was proved by the effectiveness of electronic advertising campaigns, personalised mobile encounters, and "smart rooms." To improve client experiences and maintain its position as a leader in the sector, Marriott should keep making investments in cutting-edge technology. By using theories like the Model of Technology Acceptance (TAM), Marriott can determine how well customers will accept and embrace emerging technologies, thereby guaranteeing that its expenditures will be profitable (Paraskevas and Guix, 2023).
Throughout the crisis, hygiene and safety were prioritised, which highlighted how important brand image and confidence are. According to research, a key element influencing consumer loyalty and choice is brand trust. Marriott needs to continuously convey its devotion to safety and uphold strict standards for cleanliness to preserve and improve its brand reputation. Utilising concepts including the Brand Equity Model, for instance, can assist Marriott in evaluating the health of its brand and pinpointing areas where its reputation could be improved (Paraskevas and Guix, 2023).
The case study focused on Marriott's collaboration with businesses like Amazon, CVS, and Walgreens to provide jobs for individuals who were laid off. Joint ventures can be an effective marketing tactic for Marriott, enabling it to broaden its customer base, enter new areas, and take advantage of the advantages of other companies. Co-branding and collaborative efforts are two ideas that can help Marriott find the right collaborators and build profitable alliances. Sustaining consumer confidence and controlling reputational hazards during the COVID-19 situation required effective crisis counselling. Marriott should aggressively engage consumers during crises by giving updates and accessible knowledge, focusing on the fundamental concepts of handling crises and Reputation Protection. Customer complaints should be addressed quickly and sincerely to build a favourable perception of the company and reduce potential harm (Hassanein and Özgit, 2022).
Marriott ought to use environmentally friendly and socially conscious marketing strategies as an excellent business citizen. Both social and environmental variables play a significant role in marketing tactics, as highlighted by ideas like "sustainable marketing" and "corporate social responsibility" (CSR). Marriott's perception of itself can be improved, environmentally aware clients can be drawn in, and sustainable practises and CSR activities can have a good social influence. The managerial repercussions of the case study's approach to marketing are based on well-known branding theories and ideas. Marriott will remain competitive and be able to adjust to shifting market conditions by emphasising agility, customer service, and technological advancements. Marriott's standing in the hospitality sector will be further bolstered by upholding brand trust and image, forming strategic alliances, and employing ethical marketing practices. Marriott Worldwide may successfully handle upcoming crises and maintain long-term success by including these consequences in the company's advertising tactics (Hassanein and Özgit, 2022).
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The suggestions below are offered as ways Marriott International might improve its marketing strategy both during and after the COVID-19 issue, based on the managerial effects found in Task 2. Marriott ought to invest in cutting-edge Customer Relationship Management or CRM, systems as well as data analysis tools to capitalise on an effective user-centric strategy and effectively collect and analyse customer data. Marriott can provide specialised services and tailored discounts by comprehending customer needs, booking habits, and travel behaviours. Customer participation can be increased and loyalties that last can be fostered by employing personalised marketing initiatives, such as providing members of rewards programmes with offers that depend entirely on their past behaviour (Wong, Ou and Wilson, 2021).
Marriott could adopt innovative pricing tactics to preserve occupancy rates and maximise income amid choppy market circumstances. With the aid of machine learning and demand estimation models, Marriott can instantly change hotel rates in response to variables like occupation levels of difficulty, booking patterns, and outside events. Marriott can increase sales during times of high demand and draw in customers who are price-conscious during times of low demand thanks to dynamic pricing. As online advertising is still a priority, Marriott should increase its spending on search engine optimisation, content advertising, and social networking efforts. These initiatives will boost brand recognition, engage prospective consumers, and enhance visitors to the website. To comfort consumers and uphold confidence in the brand, reliable and educational information about Marriott's safety precautions, cleanliness regulations, and accessible reservation procedures should be distributed across digital media (Kwok, Lee and Han, 2022).
Marriott should implement contactless technology at all of its properties to build on the popularity of "smart rooms." Mobile meetings, electronic room keys, and contactless payment methods are all part of this. Offering frictionless and contactless interactions is consistent with changing client demands for practical and safe transportation. Marriott might also look into integrating smart technology, powered by artificial intelligence chatbots, and online concierges to improve guest experiences and offer specific suggestions. To meet the evolving demands of travellers, Marriott should keep forming collaborative partnerships with businesses that enhance its products. The consumer base of Marriott could be increased by partnerships with ride-sharing companies, online travel agencies, and other leisure-related enterprises. For Marriott to promote and help the areas where its rental properties are situated, its strategic relationships should also include neighbourhood businesses.
To ensure prompt and open exchanges among stakeholders during forthcoming crises, Marriott should set up a devoted crisis intervention team and guidelines as the hotel industry keeps dealing with challenges. Through a variety of platforms, such as web pages, social media, as well as electronic interactions, frequent notifications on safety procedures, cleanliness standards, and travel recommendations should be made available. Trust among clients may be preserved and Marriott's brand can be protected through quick, sympathetic responses to complaints. Marriott should use marketing initiatives to reaffirm its dedication to the environment and ethical business practices. Using ecological advertising techniques, such as highlighting eco-friendly programmes and ethical corporate practices, can appeal to tourists who care about the environment. Marriott should also keep up its Corporate Social Responsibility (CSR) programmes, support local communities, and donations to charitable organisations (Memili and Koç, 2023). 
Marriott ought to make investments in thorough training programmes for its workforce since it understands that employees are essential to providing outstanding visitor experiences. Customers will be more satisfied and loyal if staff members have the expertise and skills to offer personalised service while adapting to shifting consumer demands.  These suggestions may position Marriott for ongoing success both during and after the COVID-19 issue, while also taking into account Marriott International's assets and capacities. By integrating customer-first principles, innovations in technology, sustainable practices, and efficient crisis management, Marriott can improve its advertising methods and keep its position as a pioneer in the international hospitality sector (GIRGEN, 2021).
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