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[bookmark: _Toc159333170]Introduction
Marriott International has been one of the largest hotel chains in the global market and the positive extent of its service has been effective for competitive advantage. The study is going to analyse the case study of Marriott's international response to the COVID crisis in the travel and tourism industry. The study further includes the managerial implications of marketing strategies used by the company and provides recommendations for improvement. 
[bookmark: _Toc159333171]Task 1:
Critical evaluation of the effectiveness of marketing strategies and theories The Concept and importance of marketing during the COVID Crisis 
COVID-19 has reinforced the structure of marketing in an innovative way those different techniques and tactics have been included in the market for effective marketing terminologies. As per the statement of El Junusi (2020), Digital marketing and social media marketing become effective strategies during the COVID-19 crisis. The pandemic has created an effective environment of marketing in which both people and brands become more important. Marketers have used the strategy of addressing customer concerns head-on during the COVID-19 pandemic and started channels to get more eyes on the brand product effectively. 
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Figure 1: Reason of businesses chose e-commerce during a pandemic
(Source: El Junusi, 2020)
During the pandemic, marketing has been leveraged with the C-suite as the driver of digital transformation took place and the voice of the customer became more important initially. As per the comment of Alshaketheep et al. (2020), during the pandemic, marketing become more important as businesses have not been able to reach customers and sell their products in the market. Therefore, digital marketing become a great platform for all the businesses during pandemic to promote their products in the global market effectively.
Distribution of resources towards marketing activities by Marriott International 
Marriott International has effectively used digital marketing for the distribution of resources towards marketing activities. As stated by Purba et al. (2021), digital marketing has been beneficial in increasing brand loyalty and driving online sales by monitoring and allocating resources effectively. The company has been effectively focused on social media marketing and email marketing to improve customer workflows and increase the reach to the targeted audience. Marriott has been placing a strong emphasis on digital marketing to reach the target audience and include various types of online advertising for better marketing profits and revenue streams (Marriott.com, 2024). 
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Figure 2: Employees of Marriott worldwide
(Source: Statista.com, 2024)
The company has been focused on loyalty programs to influence the stakeholder's behaviour of engagement and create a loyal customer base for better market reach. As per the comment of Dastane (2020), digital marketing has been beneficial for businesses to increase the reach of their brand products, engage the targeted audience and measure the results of distributed resources. It has been identified that the data-driven approach has been helpful for the company, which allows them to refine their strategies and allocate resources efficiently. 
SWOT Analysis 
	Strengths
· Marriott has a strong global presence 
· ICT spending of Marriott was 564.2 million pounds in 2021 (Globaldata.com, 2024)
· The company had 120 thousand employees in 2021 (Statista.com, 2024) 
	Weaknesses
· Lack of security for data protection 
· A significant drop in demand due to fear of travel

	Opportunities 
· Growth in digital technology in the tourism industry 
· Focus on sustainable and responsible tourism 
· Digital marketing is projected to reach $740.3 billion (2024-2028) (Statista.com, 2024)
	Threats
· Intense competition 
· Regulatory changes and compliance


Table 1: SWOT Analysis of Marriott
From the above table, it has been identified that Marriott has been associated with effective strengths such as a strong global presence of the company. The company has spent over 562 million pounds on digital transformation during the COVID-19 crisis. It has been identified that Marriott has been enrolled with over 120 thousand employees in 2021. However, there have been various weaknesses faced by the company such as poor cyber security and data protection security and the company faced intense drops in their demand during the pandemic due to fear of travel and lockdown. These opportunities have been helpful for the company to mitigate the threats such as intense competition and regulatory compliance.
Marketing strategies deployed by Marriott International during the Pandemic and its Effect on Stakeholders (Marketing Mix) 
The Marketing mix has been an effective model used to understand the marketing strategies of the business to create effective brand awareness. The model has been used to analyse the strategies used by Marriott International and its impact on internal and external stakeholders. 
However, the internal stakeholders of the company have been managers, employees and the Board of Directors. On the other hand, the external stakeholders of Marriott have been investors, customers, suppliers and the government. 
Product 
The product strategy of Marriott has been focusing on the management of a broad and diversified portfolio of resorts and hotels. The company has been operating nearly 30 hotel brands and offers personalised and premium service strategies that have been effectively impacting customer needs and preferences (Marriott.com, 2024). Marriott has been enhancing customer loyalty and encouraging repeat business with the help of its Bonvoy Loyalty Program.
Price
Marriott believes in good food and good services at fair prices and therefore, the company has adopted a premium pricing strategy that offers value-based prices and services. The strategy has been effectively impacting the company’s revenue while catering to diverse customer segments. Additionally, the company also follows dynamic pricing strategies that impact the employees due to fluctuating pricing according to demand and seasons.
Promotion 
Marriott has been promoting its business through their campaigns such as loyalty programs and personalised offers to enhance customer loyalty. The company has been using digital marketing strategies to promote their business across the global market for a stronger presence and reach better potential customers. 
Place
Marriott has a global presence in 110 countries and nearly 5700 properties that have been located in prime locations to maintain their quality and effective reach to consumers. The company has been focusing on the place strategy of selecting strategic locations to attract a wide range of potential customers. Additionally, the company has been focusing on online and digital presence to gain better access to customers. 
People
Marriott has been using the people strategy such as staff training and development and employee satisfaction and retention. The company has been investing in employee training and development to enhance their knowledge and skills for high-quality service (Marriott.com, 2024). This has been effectively impacting the employees and managers of the company to provide better diversity and inclusion in the workplace. 
Packaging
Marriot has been using the packaging strategy of designing the rooms with comfort and convenience in mind, featuring high-quality infrastructure and thoughtful amenities. 
Process
Marriott has been using the booking and reservation process strategy to enhance customer convenience and satisfaction. The company has been providing multiple touchpoints for customer service and support to enhance their overall experience. 
Competitive Analysis of the Strategies of Marriott International during the COVID Crisis 
Competitive analysis has been beneficial for businesses to recognise the strategies to enhance the business in the competitive market effectively. 
	Factors
	Extent
	Description

	Competitive rivalry 
	High 
	Due to the presence of luxury companies such as Hilton, Carlsen, Hyatt and Four Seasons hotels 

	Bargaining power of buyers 
	High 
	Due to the presence of a large number of related goods and services in the market 

	Bargaining power of suppliers
	Low 
	Due to the easy availability of resources and raw materials to maintain infrastructure 

	Threats of substitutes 
	Moderate 
	As the substitutes offer a more attractive price and low costs of the services that change customer behaviour 

	The threat of new entrants 
	Low 
	Due to the stable economy and market presence of the company 


Table 2: Porter’s five forces 
(Source: Self-Created)
From the above table, it has been analysed that the factors of Porter's five forces have been impacting the Marriott's condition during COVID-19. The company has launched its Marriott Bonvoy loyalty programs that keep its customers loyal to the company and reduce its competitiveness (Marriott.com, 2024). Marriott has been maintaining its competitive position in the market through consistently improving customer service and effectively building brand recognition through digital transformation during COVID-19. Marriott has been focused on product differentiation to mitigate the high bargaining power of buyers and acquire companies through horizontal integration to gain size. The company has mitigated the threats of substitutes by investing in digital transformation and online marketing to reach a wide range of customers worldwide. 
Impact of Technology on the Strategies Implemented During the COVID Crisis 
Digital Marketing
Digital marketing has been an effective tool to improve the strategies of the business as Marriott has used a strong emphasis on digital marketing during the COVID Crisis to reach a wide range of potential customers. As per the statement of Olson (2021), digital marketing has been beneficial for businesses to promote the brand product and increase customer engagement with businesses. The strategy of controlling costs has benefited from the help of digital marketing as it offers cost-effective alternatives.
[image: ]
Figure 3: Social media marketing strategies
(Source: Li, 2021)
Communication 
Communication technology has been effective for businesses to increase security and allow better engagement of employees and customers. Marriott has been using communication technology for business meetings and remote working in the global market. As per the comment of Li (2021), communication technology has been helping businesses to increase collaboration opportunities, reduce costs and boost the job satisfaction of employees through enhancing cultural diversity. The strategy of Marriott to enhance diversity and inclusion in the workplace during the COVID crisis has been fostered with the help of a communication strategy.
Internationalisation
Internationalisation strategy has been implemented by Investing in Area-specific Marketing. Beacon Technology has become more advanced which has been used by marketers in location-based efforts in marketing (Cliquet and Baray, 2020). Proximity marketing technology uses beacons to deliver highly targeted messages to users within a very small range. Based on the concept of beacon technology, it can be said that Marriott International has been effectively marketing its services in those areas where people are less affected by COVID-19. Beacon technology can connect and transmit information to smart devices which helps in location-based searching (Mohammadi et al. 2021). On the other hand, Beacon Technology has not been cost-efficient which has been considered as a disadvantage of the technology.
The success rate of the strategies implemented by Marriott International
	Area of measurement 
	Data 

	Revenue of Marriott International
	· 996-million-dollar revenue in 2022 during COVID (Marriott.gcs-web.com, 2024)
· The company's revenue dropped by nearly half in 2020 as a result of the pandemic as compared to the data of 2022 (Statista.com, 2024)


	Brand awareness 
	84% in 2022 (Statista.com, 2024)

	Employees turnover rate 
	19% in 2020 (Marriott.com, 2024)

	Usage of the services 
	19% (Statista.com, 2024)


Table 3: Marketing Strategy Measurement Matrix
(Source: Self-created)
The diversified product and service strategy of the company has not been successful during the pandemic as the usage of the service rate is 19%. The rate of service usage has not crossed 50% after the implementation of the marketing strategy which indicates failure of the strategy (Marriott.com, 2024). The premium pricing strategy of the company has not been effectively attracting customers to book the service of Marriott International as the awareness has been 84% whereas the service usage rate is 19%. Awareness of the service of the business has been 84% during COVID which means the digital marketing strategy has been successful during the pandemic. The digital marketing strategy of the company has helped to increase brand awareness by 84% (Statista.com, 2024). High brand awareness has been considered as evidence of the success of the promotion strategy as it is more than 50%. 
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Figure 4: Marriott brand awareness, loyalty, popularity, and Buzz
(Source: Statista.com, 2024)
The above image shows the success rate of the marketing strategy of the company which has been used as supporting evidence. The revenue dropped nearly half in 2020 as compared to the previous years (Statista.com, 2024). A drop in revenue indicates low sales in the pandemic when governments announced travel restrictions. Based on the above analysis, it can be said that the digital marketing strategy has been successful for the company as it created high brand awareness. On the other hand, the company has not achieved the targeted revenue and sales due to government restrictions on travelling during the pandemic. The loyalty program strategy of the company has not been very effective as customer loyalty in the company has been 16% during the pandemic (Statista.com, 2024). Based on analysis it can be said that the company can introduce a competitive pricing strategy and service development strategy as price and product strategies respectively.
[bookmark: _Toc159333172]Task 2:
Managerial implications of marketing strategies used by Marriott International during the pandemic
Strategies used by the management of Marriott International 
Marriott International has been one of the most affected hospitality companies during this time although the managers of Marriott International did some impactful job of dealing with this situation. The management of the company has found and implemented several strategies such as only focusing on social media marketing, providing discounts and conducting online events. 	These have been implemented to fight the hard situation and build a strong presence also during that time. The overall economy of the global market has been going down at the time of the pandemic which has been critically effective for all industries. Many businesses and hotels closed down and people lost their jobs because of the impact of the pandemic. 
Cost efficiency and maintenance of budget have been one of the major issues of the pandemic situation which has been one of the major reasons for facing loss. At the time of the pandemic, the managers of the company implemented different types of strategies for controlling costs. They reduced and eliminated all types of extra costs from the advertisement process and maintenance process of hotels and accommodations. The management and other major stakeholders of the organisation have decided to conduct online business meetings to reduce extra costs. It has been effective for the organisational stability to maintain its organisational budget which has been effective for the organisational growth. As per the comment of Liu and Yang (2021), most of the hotels used technology-based strategies to survive the pandemic and achieve competitive productivity. The organisation has adopted different technological tools and automation for reducing the budget of staffing in their organisational workplace. Ensuring proper cleanliness and sanitising has been one of the most effective techniques in the time of the pandemic used by the company. The organisation has survived the most difficult situation because of its managerial implications and it has been one of its major successes. 
PESO model of marketing 
Paid Media: The Company has boosted their social media posts to reach more audiences at the time of the pandemic to attract them.
Earned Media: It has been one of the forms of unpaid media and the organisation used it to connect with their stakeholders properly and reduce their organisational budget.
Shared Media: The Company has been used to share informative and quality content related to their company to engage their global customers and enhance their audience base.
Owned Media: It has been the platform which has been owned by the organisation such as its websites and blogs which has been helpful for promoting its advertisements and discounts.
Kotler’s theory
Marriott International used Kotler’s theory which has been proven impactful to survive in the pandemic era for the company. As stated by Madeira (2020), various survival strategies used by different restaurants have been helpful in dealing with the pandemic era. This theory carries the concept of creating, communicating and delivering value which has been helpful for the organisation to develop proper strategies in the pandemic era. As per this theory, the organisation also focused on workers and their ideas along with service, products and customer experience. 
Impact and issues of the implemented strategies
Different and critical issues have been generated because of the strategies used by the organisation in the pandemic era. To reduce the organisational expenditure the company has terminated employees which have affected the popularity and brand image of the company. Staff termination created a lack of proper and quality services within the organisation which affected customer satisfaction. Customer satisfaction plays an important role in enhancing customer loyalty (Kim et al. 2020). Because of the online meetings, there have been generated various kinds of misunderstandings among the managers and all the stakeholders. Most people did not get information about the discounts provided by the company because of the inactivity of social media. Different kinds of technical glitches and technical errors have been faced by the company because of the technical and automation dependency along with affecting privacy and security. 

Figure 5: Challenges
(Source: Self-created)
Marriott International has been one of the largest hospitality brands which have been operating with the method of franchise all over the world. It has been a multinational company from the USA and serves services to global customers within different places. During the COVID crisis, the hospitality industry has been one of the major industries which have been affected severely. The chief executive officer of Marriott International said that the COVID-19 pandemic has been the most difficult challenge for the global hospitality industry (Serve360.marriott.com, 2024). Because of the lockdown, most of the people could not leave their houses and travel anywhere they wanted and for that, all the hotels and hospitality sectors faced severe losses. 
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Recommendations for improving marketing strategies 
There have been several kinds of issues have been generated because of the implemented strategies by the organisation to deal with the pandemic situations. It has been important for the company to mitigate all kinds of issues which have been generated for the development and the growth of the company. The issues of the company have been found as external and internal problems which can be mitigated by the recommended strategies which have been given in this portion of the study. 
· Recruitment of staff and development of their training: It has been identified that the organisation has terminated staff because of the pandemic era. Many employees of the company have lost jobs because of the reduction in the organisational budget by the company. Most of the skilled and experienced staff have also been terminated which has been affecting the service quality of the company along with customer satisfaction. As stated by Mustafa et al. (2023), skilled employees can be impactful in enhancing competitive advantages. The organisation needs to focus on recruiting their old skilled and experienced staff within the organisation along with new staff. By recruiting new staff within the organisational sector of the company it can be important to build a strong and developed training process for the enhancement of skills among staff. It can be helpful for the organisation to enhance their organisational service quality which can be helpful for increasing customer satisfaction. 
· Implementation of CSR: Corporate Social Responsibility (CSR) has been one of the important aspects of organisations to increase their brand popularity among global customers. Because of some strategies used by the company while dealing with the Pandemic, the organisation decreased their brand popularity and brand image. It can be impactful for the company to implement different and effective CSR strategies which can be helpful to increase the brand popularity of the company. As per the statement of Franco et al. (2020), by implementing CSR strategies organisations can be able to develop quality management and corporate financial performance. Charitable donations and works can be impactful for the company to gain more popularity among their customers along with CSR implementations have also been important for attracting customers. The company can develop sustainability within their organisational sectors and hotels for the maintenance of green energy and reducing carbon footprints. 
· Reduction of technological dependency: The technological dependency during the COVID-19 pandemic has increased and it can be harmful for the company. Overdependence on technology can increase the chances of technical errors within the organisation along with it has enhanced the privacy and security threat for the customers of the company along with the management. Dependency on technology can be negative for businesses along it can avoid the talents and skills among employees (Future-business.org, 2024). The organisation need to reduce its dependency on technology and automated machines which can be impactful for reducing its technical errors. The organisation can use to strategy of establishing limits for where and when the company and staff need to use technology. By reducing overdependence on technology the company can be able to reduce carbon emissions which have been effective for the sustainable growth of an organisation. 
· Development of customer services: Dissatisfaction of customers has been identified which needs to be mitigated with appropriate strategies for the growth of the company. The organisation can collect customers' feedback from offline or online platforms to identify their thoughts. After collecting customer feedback the company needs to analyse them properly for the development of the company and services. It has been highlighted by Misischia et al. (2022) that, by implementing chatbots within the customer service sector an organisation can be able to enhance the service quality. Marriott International also can implement an AI chatbot to solve the queries of customers and communicate with them instantly to enhance their experience within the organisation. 
· Improvement of communication: It has been identified that there have been some misunderstanding issues within the organisational sector of the company between management and stakeholders because of online meetings. The company need to implement and develop communication among all the stakeholders of the organisation along with within the management of the company. By developing proper communication the company can be able to mitigate the organisational issues related to misunderstanding and lack of communication. It can be helpful to implement transparent communication within the workplace for sharing knowledge and discussing different and effective ideas for the sustainable growth of the company in the competitive market. 
[bookmark: _Toc159333174]Conclusion
It can be concluded from the above discussion that Marriott International has dealt with the pandemic situation through a well-developed process. The managers of the company played the most important role to survive in this situation. There have been identified challenges such as a lack of quality services and terminations of employees and appropriate recommendations have been given to mitigate them.
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