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Introduction
The Marriott International Corporation is a renowned international hospitality company operating a wide range of hotels and lodging facilities around the world. The pandemic severely impacted the travel and hospitality industry, as in truth the business world was not prepared for such an event, as result a vast decline in visitors to establishments globally lead to an even greater decline in hotel bookings and revenue. As a global hotel chain, Marriott faced significant challenges during the Covid-19 crisis, in response Marriott implemented various marketing theories and strategies to navigate through this period. In this report we evaluate how effective these strategies executed by Marriott are. Also delving into the programmes Marriott implemented for its employee’s, and its charitable endeavours. Whether these strategies were effective. How Marriot dealt with its economic management to ensure it survived such an event, besides further understanding how Marriott has handled its competition, and dealt with the loss of customers during and after the Covid pandemic.



Task 1: A critical evaluation on the Effectiveness of the Marketing Theories and Strategies used by Marriott International during the Covid Crisis.
This part of the report takes a closer look into some of the marketing theories and strategies implemented by Marriott during the Pandemic. From the company understanding the Human element of business, brand positioning, digital marketing right through to the relationships with both existing and potential customers.

1. Brand Positioning and Communication:
Over time, Marriott’s strong brand positioning and effective communication strategies helped it establish itself as a premier business hotel company. The company emphasised its commitment to guest safety and well-being through one of its initiatives the “Commitment to Clean” program, which included enhanced cleaning protocols and hygiene measures across its properties worldwide. This initiative aimed to reassure guests that their health and safety were Marriotts top priorities.

Transformational leadership: and the the human element: A sincere message from the CEO to associates and the commitment to give up salaries.
The CEO of Marriott International, Arne Sorensen, sent a heartfelt video message to associates, emphasising the severity of the situation and the company's commitment to its employees, and the importance of guest safety in his communications, which helped break down walls between their customers and shareholders, and helped build and maintain customer trust. ln Using this approach Marriott utilises transformational leadership theory, which emphasises transparent communication and personal sacrifice as a means of inspiring and motivating employees.
“Sorenson demonstrates vulnerability and humility, two qualities that connect human beings to one another.”
As a result of Sorensen’s decision to forgo his salary and reduce executive pay by 50%, he demonstrated a strong commitment to minimising layoffs, thereby fostering employee loyalty and trust. Through holding a video talk online and addressing the fears of the shareholders and just as importantly Marriott’s customers across the globe,  Sorensen was able to bridge and connect utilising a human connection in a time when connection seemed impossible.
“COVID-19 is like nothing we’ve ever seen before. For a company that's 92-years-old—that's borne witness to the Great Depression, World War II ,and many other economic and global crisees—that's saying something. But here are the facts…”  (Sorenson 2020).
Marriott’s brand positioning and communication were effective, as evidenced by positive customer sentiment in online reviews and social media interactions. 
We Will Travel again Campaign:
The "We Will Travel Again" campaign by Marriott conveyed a hopeful message across various social platforms. This campaign employed emotional branding to build a connection with customers on an emotional level. The message from campaign assured travellers that Marriott would be there for them, ready to welcome them back when they felt comfortable to travel, nurturing feelings of optimism and anticipation. 

Diagram 1
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(Pinedo, 2020).
The proactive approach in addressing guests’ concerns during

A strong brand positioning and effective communication strategies have helped Marriott International establish itself as a premier business hotel company. It has been said that "For more than 90 years, Marriott has lived by a core value established by our founder, JW Marriott, Sr., to “take care of our guests and associates." (Sorenson 2020). Marriotts core message ~ Putting people first and providing sophisticated spaces and experiences that keep the mind balanced, sharp and inspired. 
Commitment to Clean Initiative
During the Covid-19 crisis, the company continued to leverage its brand reputation by emphasising its commitment to guest safety and well-being. Marriott launched the "Commitment to Clean" program, which included enhanced cleaning protocols and hygiene measures across its properties worldwide. This initiative aimed to reassure guests that their health and safety were top priorities. As properties began reopening, Marriott introduced new meticulous cleaning standards under the “Commitment to Clean” initiative. This approach is based on service quality management, which emphasises maintaining high standards of service quality to meet customer expectations. By clearly outlining their new cleaning protocols, Marriott aimed to reassure guests about their safety and well-being during their stay. Guests have responded positively to these measures, expressing increased confidence in staying at Marriott properties. Many have praised the transparency and thoroughness of the cleaning protocols, noting that it has made their travel experience more comfortable and secure. This reassurance has led to higher levels of guest satisfaction and loyalty during challenging times
Figure 2. commitment to clean overview
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Arne Sorenson the CEO and President of Mariett international has said "We recognize that these are unsettling times and whether you are traveling now or in the future, we want you to know that your safety and wellbeing are our first priority." 

Marriott's brand positioning and communication are effective as evidenced by the positive sentiment expressed by its customers in online reviews and social media interaction. Preetaya Guha added “that the hotel has a dedicated Cleanliness Champion to monitor the intricacies and ensure the thorough adoption of the Commitment to Clean program, which is something that other hotels need to embrace”
 The proactive approach Marriott took in addressing guests' concerns during the pandemic was greatly appreciated by many guests. As a result of communicating its safety measures effectively to potential guests, Marriott was able to maintain brand loyalty among existing customers as well as instil confidence in potential guests.

2. Digital Marketing and Customer Engagement:
In order to increase customer engagement and marketing effectiveness, Marriott International shifted its focus from traditional marketing channels to digital marketing strategies. The company utilized various online platforms, including social media, email marketing, and search engine optimization, to reach out to customers and maintain brand visibility. One successful post featured a heartwarming video montage of families reuniting in Marriott hotels, accompanied by a soothing voiceover promising safe and memorable stays. The post garnered millions of views and thousands of positive comments, reflecting the strong emotional response from the audience.
Marriott Bonvoy Members
As a result of the crisis, Marriott was able to engage its customers through its loyalty program, Marriott Bonvoy. Through this platform members were able to take advantage of exclusive benefits including flexible cancellation policies, bonus point promotions, and virtual experiences through its dedicated website. The purpose of these initiatives was to maintain customer loyalty while providing additional value at a difficult time for the company. Marriotts International's vice president of global marketing for the U.S. Mandy Gill states. “From 2020 to today, it's as though dynamic and creative messaging has become the marketing ecosphere's new normal.“ (www.travelweekly.com, n.d.)
Marriott extended loyalty statuses through 2020 and paused point expirations until 2021 for Bonvoy members. This approach is in line with relationship marketing, emphasising long-term customer relationships over short-term gains. Marriott's extension of loyalty benefits was designed to maintain its loyal customer base during times of decreased travel. Additionally, Marriott could implement personalized travel recommendations and exclusive offers tailored to individual preferences. They might also enhance their digital engagement through virtual travel experiences and webinars, keeping customers engaged and inspired. Offering flexible booking policies and enhanced safety measures could further reassure customers and encourage future travel plans.
The effectiveness of Marriott's digital marketing strategies can be measured by its ability to maintain customer engagement and generate revenue via its online channels. Data analytics and personalized marketing campaigns have allowed Marriott to target specific customer segments and tailor its offerings accordingly. The company was able to maximize revenue opportunities by adapting to these changes, while also meeting the changing preferences of consumers.





3. Collaborations and Partnerships:

During the Covid-19 crisis, Marriott International explored the development of collaborations and partnerships as part of its marketing strategies. The company partnered with various organisations, including airlines, travel agencies, and local businesses, to offer bundled packages and exclusive deals. Marriott aimed to ensure that after the restrictions were lifted, these collaborations would help to increase demand and encourage travellers to travel.   However, forming these partnerships came with several challenges. Coordinating with multiple organisations required significant logistical planning and negotiation. Additionally, the constantly changing travel restrictions made it difficult to create reliable and consistent offers for customers.
The effectiveness of Marriott's collaborations and partnerships can be assessed by their impact on direct bookings and revenue generation. Leveraging the customer bases of partner organisations, Marriott expanded its reach to a broader audience and tapped into new market segments. These collaborations enabled Marriott to establish itself as a reliable travel partner, providing complete solutions that cater to the changing travel requirements of customers during the pandemic. For instance, Marriott's partnership with Uber allowed guests to earn reward points for every ride, significantly increasing customer loyalty and engagement. This strategic alliance not only enhanced the overall travel experience but also drove a notable increase in direct bookings through Marriott's app. 
[image: ](uber.marriott.com, n.d.).

Task 2: Managerial Implications on Marketing Strategies Implemented by Marriott International During the Covid Crisis
To minimise adverse effects of the Covid-19 crisis on Marriott's business, Marriott employed numerous marketing theories and strategies. These approaches are effective when it comes to generating positive customer sentiment, sustained customer engagement, and revenue generation. Through brand positioning, digital marketing initiatives, and collaborations, Marriott demonstrated resilience and adaptability in this challenging time. Here we look at the implications of some of these marketing strategies put in place by Marriott.
Financial Management
“Both Mr. Marriott and I will not be taking any salary for the balance of 2020, and my executive team will be taking a 50% cut in pay.” 
(Sorenson 2020.).
This statement indicates that Sorenson is actively engaging in the struggle with his team. Employee disengagement frequently occurs when leadership appears aloof. By declaring he will not take a salary for the remainder of the year, he signals a commitment to shared sacrifice strengthening Marriotts relationship with its employees. Sorenson's choice to relinquish his salary and cut executive pay by 50% shows a deep dedication to reducing layoffs, which sends a strong message to employees that everyone is in this together. It also signals that Sorenson is willing to take a hit for the team, which can help to motivate and inspire them. which in turn cultivates trust and loyalty among employees.

Figure 1.

The pandemic had a profound impact on the travel and hospitality industry, with travel restrictions, lockdowns, and reduced consumer confidence leading to a sharp decline in hotel bookings and revenue. "The pandemic had a profound impact on the sector, wiping out £100bn in sales over 15 months and disrupting its labour force." (2023)
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(committees.parliament.uk).
In response to these unprecedented circumstances, Marriott implemented various marketing theories and strategies to navigate through the crisis. This critical evaluation will assess the effectiveness of these approaches.



Figure 2.
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SWOT Analysis

Marriott International, one of the world's largest hotel chains, faced significant challenges during the Covid-19 crisis, here we evaluate the SWOT analysis of Marriott International during this period.

Strengths:

1. Global Presence:  Having operations in over 130 countries and territories, Marriott International occupies a significant position in the global marketplace. Consequently, the company is able to benefit from a variety of revenue streams and mitigate the risks associated with regional economic fluctuations.

2. Brand Reputation:  It is well known that Marriott has built a strong brand reputation over the years based on its quality customer service and high levels of customer satisfaction. As a result of this positive brand image, the company attracts new customers and maintains customer loyalty.

3. Loyalty Program:  A large number of members belong to Marriott Bonvoy, the company's loyalty program that offers a variety of benefits to members. By cultivating customer loyalty and repeat business, this program provides a competitive advantage.

Weaknesses:
1. Dependence on Travel Industry:  The travel industry contributes a significant portion of Marriott's revenue. A significant decline in bookings and occupancy rates was experienced during the Covid-19 crisis because of travel restrictions and lockdowns.

2. High Fixed Costs:  There are high fixed costs associated with the hotel industry, such as property maintenance, salaries of the staff, and utilities. In the event of a decline in demand during the pandemic, Marriott had difficulties managing these fixed costs as well as generating limited revenues.

3. Limited Diversification:  As a hotel company, Marriott operates a variety of brands within its portfolio, but its primary business and mainstream of revenue remains its hotels. Consequently, it was more vulnerable to the downturn in the travel industry due to this lack of diversification.

Opportunities:
1. Recovery in Travel Demand:  Due to the progress made in vaccination efforts and the ease of travel restrictions, there is an opportunity for a rebound in travel demand. Having a global presence and a reputation for quality brand recognition will enable Marriott to capitalise on this pent-up demand as people begin to travel again.

2. Expansion into New Markets:  There are opportunities for Marriott to expand into emerging markets or regions where there is potential for growth. This could help decrease reliance on specific markets and diversify the revenue streams of the company.

3. Embracing Technology:  As a result of the pandemic, technology has become a more prevalent part of the hospitality industry. In addition to enhancing the guest experience and improving operational efficiency, Marriott might be able to take advantage of this opportunity to invest in digital solutions, such as contactless check-in and check-out, mobile applications, and virtual concierge services.

Threats:
1. Continued Uncertainty:  As a result of the ongoing uncertainty surrounding the Covid-19 pandemic, Marriott faced significant risk of possible negative outcomes for its business. There is a great deal of uncertainty associated with predicting future demand due to new variants of the virus, changes in travel restrictions, and changes in consumer behaviour patterns.

2. Intense Competition: The hotel industry is highly competitive, with numerous global and local players competing for a share of the market. The industry is expected to recover in the near future, which may increase competition, putting pressure on pricing and profitability.

3. Shift in Travel Preferences:  Travel preferences have changed as a result of the pandemic, with an increased interest in alternative accommodations such as vacation rentals and home sharing platforms. Marriott's traditional hotel business may be negatively affected by this shift in consumer behaviour if it fails to adapt to changing customer needs and cater to the new evolution.

Task 3: Recommendations for Improving Marketing Strategies in the Post-Pandemic Era
Based on managerial implications drawn from Task 2, several recommendations can help Marriott improve its marketing strategies post-pandemic: 
 These strategies had various managerial implications that can provide valuable insights for the future. Marriott International, can improve its marketing strategies in the post-pandemic era by implementing a number of key recommendations which have been which have been developed based on trends in the industry, changes in consumer behaviour, and best practices observed in the hospitality industry.

Emphasizing Health and Safety Measures
Continuing robust health and safety measures will build trust with customers. Partnering with experts in food safety, hygiene, and infection prevention will ensure comprehensive cleaning protocols are maintained across all properties.
In the course of the Covid crisis, Marriott's marketing strategies emphasized health and safety measures as one of the most important implications. The company has partnered with leading experts in food safety, hygiene, and infection prevention to develop a comprehensive set of guidelines for cleaning and disinfection. These protocols cover all areas of the hotel, including guest rooms, public spaces, and back-of-house areas. Marriott has increased the frequency of cleaning and disinfection, paying special attention to high-touch surfaces such as doorknobs, elevator buttons, and handrails.
As part of its commitment to regaining consumer confidence and maintaining its reputation, Marriott recognised that it had a significant responsibility to ensure the well-being of its guests and employees. A number of measures have been implemented by the company in order to prevent further spread of the any bacterial contamination, including rigorous cleaning protocols, enhanced hygiene practices, and social distancing. As a result of this approach, Marriott was able to reassure customers as well as demonstrate its commitment to their safety, which is instrumental in building customer trust during uncertain times. Furthermore Marriott can continue to build trust and reassure stakeholders by implementing robust health and safety measure.


Flexible Booking Policies and cancellation fees are waived.
Offering flexible booking options beyond loyalty program members will provide all guests with peace of mind regarding uncertain travel conditions. Exclusive benefits for loyalty members can further encourage repeat reservations.
In response to widespread travel disruptions, Marriott implemented a new 24-hour cancellation policy, including for prepaid or non-refundable reservations. This decision reflects customer-centric marketing, which prioritises customer needs and satisfaction. Marriott aimed to build customer loyalty while securing its existing customer base with trust by offering flexible cancellation policies.
The post-pandemic era has ushered in an era of extreme flexibility, which has become a significant factor influencing travel decisions. The implementation of flexible booking policies was another important implication of Marriott's marketing strategy. As a result of Marriott's understanding of the uncertainty surrounding travel arrangements during the pandemic, a more accommodating cancellation and rebooking policy was introduced during the period. With this feature, customers had the option to modify their reservations without incurring penalties or fees, although
Marriott should explore the possibility of offering flexible booking options to guests other than Marriott Bonvoy members. This would allow all guests to modify or cancel their reservations without incurring any penalties or fees. As a result, customers will feel more secure about booking with Marriott despite uncertain travel conditions. As an additional incentive, offering members of loyalty programs exclusive benefits such as free cancellations or upgrades can encourage them to make repeat reservations. providing them with peace of mind and flexibility. Providing guests with such flexibility has helped position Marriott as a customer-centric brand that accommodates and understands their changing needs.

Leveraging Digital Channels
Marriott utilised data analytics tools which helped them better understand customer demographics, booking patterns, and preferences for targeted marketing campaigns. Embracing digital channels like social media will guarantee Marrott maintain visibility even with limited physical interactions.
The use of traditional marketing strategies became increasingly challenging due to travel restrictions and lockdowns. Consequently, Marriott has shifted focus to digital platforms to reach and engage customers. Understanding customer preferences and behaviours necessitates with data analytics. With data analytics tools, Marriott can obtain insights into customer demographics, booking patterns, and preferences. This information can be leveraged to create targeted marketing campaigns, personalised offers, and customised experiences for various customer segments. By harnessing the power of data, Marriott can enhance its marketing strategies and boost conversion rates. Utilising social media, email marketing, and online advertising, Marriott can communicate updates, share safety measures, and promote exclusive offers. Embracing digital channels allows Marriott to sustain visibility and brand awareness among its target audience, even with limited physical interactions. Social media plays a crucial role in Marriott's digital strategy by providing a platform to engage with customers in real-time. Through social media channels, Marriott can share engaging content, respond to customer inquiries, and build a community around the brand. Additionally, social media analytics help Marriott understand customer sentiment and preferences, enabling more effective and tailored marketing efforts.

Embrace Digital Transformation
Investing in technology such as contactless check-in/check-out systems will enhance guest experience while improving operational efficiency. Optimizing websites for mobile devices will also improve user experience.
The significance of digital transformation has grown in the post-pandemic era. Marriott should enhance its marketing strategies by investing in technology and digital platforms. Optimising its website for mobile use and enhancing user experience through robust online booking systems are key components of this initiative. Additionally, engaging customers by sharing relevant content and conducting targeted advertising campaigns on social media platforms is essential. Creating engaging content for social media can involve showcasing behind-the-scenes looks at hotel operations, sharing guest testimonials and stories, and posting high-quality images and videos of the properties. Hosting live Q&A sessions and virtual tours can also attract and retain customer interest. Collaborating with influencers and travel bloggers to create authentic content can further enhance brand visibility and engagement. By adopting digital transformation, Marriott can broaden its reach and offer a more personalised experience to its guests.

.
Collaborate with Influencers and Partners
Partnering with influencers can promote properties effectively while collaborating with airlines or other hospitality brands can expand market reach through cross-promotional opportunities.
“We work closely with influencers and talent to create content that is authentic and compelling to the desired audience, with results.”
(Jun 2023)
The rise in influencer marketing's popularity has been notable in recent years. Forming partnerships with relevant influencers and travel bloggers could prove advantageous for Marriott to promote its properties and experiences. Such collaborations not only generate excitement and increase brand visibility but also attract new clientele, further enhancing the brand's presence. Engaging in cross-promotional activities with airlines, travel agencies, and other hospitality brands could offer Marriott opportunities to broaden its market reach. Amidst any crisis, it remains imperative for Marriott to prioritise the health and safety of both employees and customers. For instance, Airbnb's collaboration with popular travel influencers has significantly boosted its brand awareness and bookings. Similarly, Hilton's partnership with well-known bloggers to showcase unique travel experiences has resulted in increased engagement and customer interest. These successful campaigns demonstrate the potential impact of leveraging influencers in the travel industry.
Enhance Loyalty Programs
Enhancing loyalty programs by offering personalised rewards or unique experiences will cultivate long-term loyalty among members who are likely repeat customers due their exclusive benefits received from being part of these programs.
Loyalty programs are a key factor in retaining customers. Marriott would benefit from improving its loyalty program by providing exclusive benefits, personalised rewards, and distinctive experiences to its members. This could include access to premium amenities, options for early check-in and late check-out, and specially curated local experiences. By consistently engaging members with targeted marketing communications, Marriott can foster enduring loyalty and promote repeat business.


Promote Local Experiences
Promoting unique local attractions or cultural experiences available at each property through targeted campaigns positions hotels as gateways authentic local experiences appealing travellers seeking immersive stays within destinations they visit.
With travel restrictions and a decrease in international travel, hotels are focusing more on local experiences. Marriott would benefit from showcasing the unique attractions, cultural experiences, and partnerships of its properties. Targeted marketing campaigns that emphasize the local attractions and present the hotel as the gateway to genuine authentic local experiences would be advantageous for Marriott. For instance, Marriott's "Staycation with a Twist" campaign in New York City promoted weekend getaways that included exclusive tours of hidden gems and local eateries. This initiative successfully attracted nearby residents looking for a unique and enriching escape without leaving the city.
By continually evolving and adopting these strategies, Marriott will be able to effectively position itself in the evolving travel industry to attract and retain customers.

Philanthropic 
Taking care of the community
In the wake of the pandemic, Marriott International, through its philanthropic arm, the J. W. and Alice S. Marriott Foundation, provided support to those in need in several key areas. With emphasis on food security, housing, education, and mental health, the Foundation plays an active role in the Washington, DC region's community stewardship. Because of the pandemic, they provided grants to organizations that were creating significant and lasting changes to help communities overcome economic and societal challenges.
Providing rooms for first responders
As part of its "Rooms for Responders" initiative, Marriott is offering $10 million worth of hotel stays to healthcare professionals in heavily affected cities that are battling COVID-19. This strategy is rooted in corporate social responsibility (CSR), which involves companies taking actions that benefit society on a large scale. Providing support to frontline healthcare workers not only improved the community, but also enhanced Marriott's social responsibility brand image.
Food Security Initiatives
One of Marriott's noteworthy initiatives was its association with Food for the Poor in Guyana. Food insecurity is a major concern for families affected by the pandemic, which forms part of a wider campaign to help them. 
Promoting education by providing support
While the pandemic was underway, Marriott supported early childhood development programs and high-performing charter schools in Washington, D.C. By doing this, Marriott tried to mitigate the impact of school closures and remote learning challenges on education.
Supporting the hospitality industry
As a result of Marriott's understanding of the impact of the pandemic on the hospitality industry, opportunities were provided to cultivate future hospitality professionals through higher education institutions and community-based organizations. Despite industry setbacks, they focused on programs that provided exceptional curriculums and real-world experiences to prepare students for careers in hospitality.
Financial support for medical research
As part of its commitment to medical research, the Foundation continued to support projects aimed at identifying cures and improving treatment options for diseases that are important to the Marriott family. Supporting innovative research projects that could potentially address COVID-19's effects was also part of this initiative during the pandemic.
Services for mental health
During the pandemic, Marriott supported programs that provided mental health services to their local communities. COVID-19 has caused individuals to face health concerns, economic instability, and social isolation. These initiatives are designed to assist them in coping with these stresses.
















Conclusion
During the Covid-19 crisis, Marriott International faced numerous challenges. The company's strengths, such as its global presence and strong brand reputation, were clear, but it also struggled with weaknesses, including a dependence on the travel industry and substantial fixed costs. Nevertheless, there are prospects for recovery, driven by a resurgence in travel demand, expansion into new markets, and the adoption of new technologies. Balancing global standards with regional flexibility is crucial for maintaining consistent brand quality while catering to local preferences and regulations. This approach allows Marriott to uphold its high standards of service and safety globally, while also being responsive to the unique needs of different markets. By doing so, the company can ensure customer satisfaction and loyalty across diverse regions, ultimately contributing to its sustained success. As Marriott International faced numerous challenges during Covid-19 yet showed resilience by maintaining a "human approach" and reminding their customers that the Marriott family was also enduring many of the hardships that have afflicted humanity during such a traumatic event. This helped customers feel and empathise with those within the Marriott family. Through effective branding and communication strategies, coupled with innovative digital engagement and strategic partnerships, they ensured sustained customer satisfaction despite the adverse circumstances of the pandemic. Looking ahead, prioritising health and safety measures, offering flexibility, leveraging technological advancements, embracing influencer collaborations, enhancing loyalty programs, and promoting localised experiences will enable continued success. For Marriott to be known as a compassionate understanding, caring community more than just an empty entity, to continue incentives and partnerships such as their continued association with “Food for the Poor in Guyana”, and their "Serve 360 Sustainability Programme" which enabled them to provide food assistance to forty vulnerable families in the South Georgetown/Sophia area on January 23rd, 2024, simply by pushing their human interest elements they can continue to grow their customer base, as well as make a positive difference amongst the communities the coexist with. Despite these opportunities, several risks remain, such as persistent uncertainty, intense competition, and changing travel preferences, all of which demand careful management. To handle ongoing uncertainty, Marriott International could adopt dynamic pricing models to swiftly adjust to fluctuating market conditions. Investing in comprehensive data analytics to better predict trends and customer behaviour is also advisable. Moreover, keeping open communication with stakeholders and promoting a flexible corporate culture are crucial for overcoming unexpected challenges. Marriott International should also focus on creating a culture of innovation that encourages employees to come up with creative solutions to new challenges. Finally, the company should invest in technology to streamline processes and increase efficiency. However, there are also some potential disadvantages of this approach. For example, it could lead to employees feeling overwhelmed and overworked. Additionally, it could create an environment where employees feel like they have to constantly come up with new ideas, which can lead to burnout. Companies like Google and 3M are often cited as examples of successful innovation cultures. Google encourages its employees to spend 20% of their time on passion projects, which has led to the creation of products like Gmail and Google Maps. Similarly, 3M's emphasis on innovation has resulted in the development of numerous groundbreaking products, including the Post-it Note. Thus, it is clear that fostering an environment of innovation is essential for the success of any organisation so for Marriott balancing digital innovation with personalised service will be crucial in meeting the diverse needs of a global customer base while preserving the human touch that Marriott is known for.
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