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EXECUTIVE SUMMARY

When COVID began to spread in the regions where the Marriott operates, it was forced to
take decisive action. Like many other corporations, has had to take dramatic measures to cut
expenses and temporarily close businesses. It is hoped that these steps will be taken enough

to get the chain through the outbreak's first wave.

Prior to the arrival of COVID, Marriott had been working on a variety of innovative digital
platforms and solutions. These have been designed to better target new customers and
improve the Marriott hotel and room experience. These improvements will make it easier for

Marriott to adapt to post-pandemic business conditions.

As with all other hotel chains, much remains to be determined regarding future business
conditions, and not all of them are favourable. If the travel industry experiences numerous
lockdowns with no government backing, it is difficult to envision all enterprises surviving. On
the other hand, the Marriott is reasonably well positioned to endure, and chances may arise

for it in the future.
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INTRODUCTION

Marriott International is a worldwide recognized hospitality corporation that has positioned
itself as an industry leader. J. Willard Marriott founded the company in 1927, and it has evolved
to become one of the world's largest hotel chains. Marriott International, headquartered in

Bethesda, Maryland, manages a diverse network of hotels and resorts in over 140 countries.

The impact of COVID-19 on the hospitality industry, as well as the actions taken by Marriott
International and others in the hospitality industry in response to COVID-19, have harmed their
ability to attract and retain associates. We have observed and continue to see industry-wide
labour shortages generating difficulty in hiring or re-hiring for some positions, notably in certain
high-demand U.S. areas, as lodging demand rises from the lows seen in the early months of
the epidemic(Juliana Hahn, 2020).




The concept and importance of marketing during the covid crisis. What and how

resources were distributed towards marketing activities by Marriott International

During the Covid-19 crisis, Marriott International relied heavily on marketing to navigate the
unusual obstacles and preserve its brand presence. Let us look at the notion and significance

of marketing for Marriott International during this time of difficulty.

1. Importance of Marketing for Marriott International During the Covid Crisis:

a. Maintaining Brand Presence: During the crisis, effective marketing ensured that
Marriott International remained visible to its consumers, both existing and
future. Even when travel limitations and uncertainties reduced demand, it aided
in maintaining brand awareness, preference, and loyalty.

b. Communicating Safety Measures: Marketing strategies enabled to convey
customers about its improved health and safety measures. By emphasizing the
precautions put in place, Marriott reassured consumers about their safety and
addressed worries about traveling during the pandemic.

c. Adapting services: Marketing was critical in articulating the transformation of
Marriott's services to match with consumer needs. Flexible booking
procedures, contactless services and other creative solutions customized to
changing customer demands were included.

d. Targeted Messaging: Marketing enabled Marriott to customize its messaging to
certain segments or countries where travel restrictions were less severe or
were lessening. This focused approach aided in the capture of potential

demand and the maximization of income creation in certain markets.




During the Covid-19 crisis, Marriott International would normally allocate resources to

marketing initiatives in many critical areas:

1.

Advertising and Promotion: Funds would be set aside for advertising campaigns on
television, print media, online platforms, and social media platforms. This includes
developing appealing content, designing commercials, and effectively reaching target
audiences through media placement.

Resources would be allocated for digital marketing activities such as website
construction, search engine optimization (SEO), pay-per-click advertising, social
media marketing, and email marketing. To improve marketing efficacy, investments
would be made in technology infrastructure and platforms for online booking, customer
relationship management (CRM) systems, and data analytics tools.

Market Research and Analysis: Funding would be set aside for market research
activities such as surveys, focus groups, and data analysis in order to better
understand customer preferences, track rivals, and uncover new market opportunities.
Branding and Public Relations: Funding would be set aside for branding initiatives such
as brand positioning, visual identity development, narrative, and public relations. This
would entail keeping a good brand image, managing reputation, and connecting with
media and influencers.

Sponsorships and Partnerships: To boost brand visibility and reach target audiences,
resources may be dedicated for sponsorships, collaborations, and partnerships with

other organizations or events.




Critical evaluation of the SWOT analysis of Marriott International during the Covid

Crisis as discussed in the case study

STRENGTHS WEAKNESSES

Brand Recognition Unionized staff

Market Recognition Levels of debt

SWOT

OPPORTUNITIES AnaIYSis THREATS

Good cash reserves Potential insolvency

Extensive Development Pipeline Competitive industry

Strengths

e Brand and Market Recognition : Marriott International has established a global
reputation for hospitality excellence. The brand is well-known and renowned for
offering great guest experiences and high-quality service. The company's dedication
to providing memorable experiences and exceeding client expectations has helped to
build its great brand reputation.

The market recognition of Marriott International is based on its vast global presence.
The corporation runs hotels and resorts in over 140 countries, ensuring visibility and
accessibility in a wide range of markets throughout the world. Marriott can reach a wide
range of customers and meet a variety of cultural and geographical needs thanks to

its extensive network (Marriot International, 2020).




Weakness

Unionized staff and Levels of debt: Marriott International employs a sizable number of
unionized workers throughout its numerous properties around the world. Employees
who join a union can bargain together for better salaries, working conditions, and
benefits. The presence of unions within Marriott International can give employees a

stronger voice and bargaining strength in business talks.

Marriott International, like many large organizations, has debt obligations as a result of
borrowing to fund its operations, expansion, and acquisitions. The debt levels of the
organization may fluctuate over time depending on its investment activity and financial

strategies.

Opportunities

Extensive Development Pipeline & Good cash reserves : Marriott International is
committed to growing its global footprint through its development pipeline. The
company is constantly looking for fresh chances to open new hotels and resorts in key
markets across the world. This pipeline of potential hotel projects comprises of signed

contracts for both owned and franchised locations.

Marriott International has a track record of keeping healthy cash reserves, which is
essential for financial stability and flexibility. Cash reserves are the company's
accessible cash and cash equivalents that can be used for a variety of objectives,

including investments, acquisitions, debt payments, and operational requirements.

Threats

Competitive industry & Potential insolvency : Marriott International engages in the
highly competitive worldwide hospitality and accommodation business. Large hotel
chains, independent boutique hotels, internet travel agencies, and home-sharing
platforms are among the industry's rivals. Hilton Worldwide Holdings, InterContinental
Hotels Group, Accor, and Hyatt Hotels Corporation are some of Marriott International's

primary competitors.

Marriott International, like any other company, confronts significant hazards that could
result in financial difficulties or insolvency. These risks can be influenced by a range of
reasons, including economic downturns, changes in consumer behaviour, industry

trends, and unforeseen catastrophes such as natural disasters or pandemics.




Marketing strategies deployed by Marriott International during the Covid Crisis and

the effect on its internal & external stakeholders and use of the marketing mix in

identifying the strategies used by the Marriott International

Throughout the Covid-19 crisis, Marriott International used a variety of marketing methods to

negotiate the difficult circumstances and minimize the impact on its stakeholders (Hitesh

Bhasin, 2023). These tactics included parts of the marketing mix (product, price, place, and

promotion) and had consequences for both internal and external stakeholders. Let us examine

each component and its impact:

1. Product:

Impact on stakeholders: These changes helped to reassure customers by assuring
their safety and meeting their changing needs. Internal stakeholders, such as hotel
employees, were trained to implement and uphold the new protocols, assuring their
safety while providing quality service.

Adapted offerings: During the pandemic, Marriott altered its product offerings to
meet shifting consumer needs and preferences. This included increased health
and safety regulations, flexible booking and cancellation rules, and the introduction

of contactless services to assure passenger comfort and safety.

2. Price:

The impact on stakeholders: Lower pricing and promotional offers were designed
to boost demand and attract customers during a time when travel was limited. This
benefited external stakeholders, such as customers, who were able to find more
economical lodging. However, it may have an influence on internal stakeholders
because lower pricing may affect profitability and income for specific properties.

Promotional prices: To encourage people to travel during the pandemic, Marriott
offered discounted rates and promotional packages. Reduced lodging rates, longer
stay incentives, and special discounts for important personnel or specific client

segments were among them.




3. Place:

Effect on stakeholders: Marriott aims to maximize occupancy rates and revenue
creation by targeting specific markets and leveraging online channels. This
benefited both external stakeholders, such as hotel personnel, by potentially
increasing demand and job stability, and internal stakeholders, such as hotel
management.

Improved online presence: Marriott invested in digital marketing strategies such as
search engine optimization (SEO), online advertising, and social media campaigns
to promote its properties and engage customers who were increasingly reliant on

digital channels for travel planning and bookings.

4. Promotion:

Effect on stakeholders: By effectively explaining health and safety procedures,
Marriott addressed consumer concerns and increased their trust and confidence.
Customers were comforted about their safety as a result of this. Internal
stakeholders, including hotel workers, were also instructed to implement these
practices, assuring their well-being while providing great service.

Content marketing and storytelling: Marriott employed content marketing tactics to
promote stories and experiences that highlighted the value of travel and the
distinctive qualities of its properties. This aided in maintaining customer

engagement and fostering emotional connections with the brand.




Competitive Analysis of the Strategies used by Marriott International

during the Covid Crisis

During the Covid-19 crisis, Marriott International used numerous smart measures to position
itself competitively in the hospitality business. Marriott reassured customers and differentiated
itself from competitors by adapting its offers to evolving customer needs and introducing
stronger health and safety measures. The Bonvoy program's emphasis on client loyalty
bolstered its competitive advantage. Marriott outperformed competitors by maximizing
occupancy rates in regions with less travel restrictions through targeted marketing initiatives
and market segmentation. In response to the shift in consumer behaviour, digital
transformation and technology integration increased customer engagement and online
experiences. Collaborations broadened Marriott's reach and provided additional value.
Overall, Marriott International's initiatives throughout the Covid crisis enabled the company to
adapt, attract customers, and preserve stakeholder satisfaction, so advantageously situating
it.




Impact of Technology in Strategies Implemented during the Crisis

Marriott International has successfully used technology to improve the customer experience
and engagement. Marriott provides personalised services to fulfil the individual demands of its
guests by upgrading its mobile app with customized information. The software includes
features such as room ready alerts, mobile check-in and out, and mobile requests, removing
the need for visitors to wait at counters and increasing convenience. Furthermore, Marriott has
incorporated social media into its marketing approach, tracking guest opinions and promoting
its services through real-time monitoring and participation. In addition, the organization uses
predictive analytics to evaluate client data, allowing them to discover profitable customers and
make personalized recommendations. Furthermore, with its smart hotel room prototype,
Marriott is at the forefront of innovation, employing loT technology to empower guests with
voice-activated controls and personalized experiences. Overall, these initiatives demonstrate
Marriott's dedication to harnessing technology to improve the guest experience while also

providing ease and customisation.

Technology was critical in the initiatives employed by Marriott International during the Covid-

19 crisis, particularly in the areas of digital marketing, communication, and internationalization.

Digital Marketing:

e SEO, PPC, and social media marketing strategies that are targeted and individualized.
¢ Increased customer involvement and cost-effective marketing.

e Customer activity and preferences are tracked and analysed in real time.
Communication:

e Consistent communication via digital channels such as email marketing and social
media platforms.

o Updates on safety practices are provided on a regular basis, and booking possibilities
are flexible.

¢ Internal collaboration is made easier with virtual meetings and video conferencing

solutions.




Internationalization:

¢ Multilingual online booking and information platforms.

o Employees from various places can benefit from remote training and knowledge
sharing.

¢ International activities have been streamlined, and protocols have been consistently

implemented.

Critical Evaluation of Success strategies implemented by Marriott International
during the Covid Crisis

Marriott International's Covid-19 tactics were mostly successful in dealing with problems.
Rapid responses to client need and market situations demonstrated resilience. Enhanced

security, contactless services, and flexible bookings reassured guests and kept them loyal.

Customers were linked and offered bespoke experiences thanks to technology integration,
which included a mobile app with personalized content, social media participation, and
predictive analytics. The real-time marketing command center tracked feedback, allowing for

quick modifications.

Smart hotel rooms showcased tailored experience innovation. However, obstacles included
vulnerability as a result of travel dependence and the need to address unfavourable media

and data security concerns as soon as possible.

Finally, Marriott's measures for adjusting to the crisis, maintaining safety, and engaging
consumers were successful. Long-term post-pandemic growth requires ongoing vigilance and

strategic planning.
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Metrics of Evaluation

Several measuring measures can be used to evaluate the success of Marriott International's
efforts during the Covid-19 problem. The following are some key metrics that can be utilized

for evaluation:

1. Occupancy Rates and RevPAR: Measuring room occupancy and revenue per room to
determine marketing success in terms of bookings and revenue generation.

2. Customer happiness Scores: Responses from guest surveys, online reviews, and
customer happiness indices provide insight into the performance of marketing
initiatives in providing great guest experiences and retaining customer loyalty.

3. Brand Recognition and Reputation: Evaluating brand awareness, reputation, and
equity gauges marketing effectiveness in shaping a positive brand image.

4. Return on Investment (ROI): Acomparison of the financial returns earned by marketing
activities to the resources invested evaluates the effectiveness of tactics in creating a

positive ROI.

If the marketing methods were deemed ineffective, they may have retained control of the
marketing functions through a variety of means, including:

1. Market Research and Analysis: Conducting thorough studies to understand

preferences, behaviour, and competitor strategies, refining tactics accordingly.

2. Strategy Realignment: It would be more beneficial to review and revise the
marketing plan to line with changing market conditions, customer needs, and emerging

trends.

3. Focused Marketing Campaigns: Creating focused campaigns that speak to certain
client categories and address their specific pain areas would increase engagement

and deliver greater outcomes.

4. Digital Transformation: A significant control mechanism would be to embrace
technology and digital platforms more broadly in order to boost online visibility,

customer interaction, and tailored experiences.

5. Continuous Evaluation and Adaptation: Regularly monitoring performance,

gathering feedback, and making data-driven adjustments for ongoing improvement.

Marriott International should better manage its marketing functions, improve the efficiency of
its plans, and navigate the hurdles created by the Covid-19 problem by using these control

methods.
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Managerial Implications of Marriott International's Marketing Strategies during

the Covid Crisis

During the Covid-19 crisis, Marriott International's marketing efforts proved the company's

agility and adaptability in handling the adverse business environment. The following

managerial implications can be inferred from the case study to advise other firms in their

marketing efforts, based on suitable research and proven marketing theories and principles.

1.

Embrace Digital Transformation: Marriott International used digital marketing,
communication, and online booking systems to efficiently reach and engage
customers. This is consistent with the marketing idea of customer orientation, which
emphasizes the importance of addressing the wants and expectations of customers.
Hotel managers should invest in sophisticated digital platforms, online marketing

techniques, and consumer engagement solutions.

Focus on Customer Safety and Experience: Marriott International's attention on
implementing stronger health and safety measures shows its dedication to client well-
being. This is consistent with the marketing notion of client orientation, which
emphasizes meeting consumer demands and creating value. Hotels must prioritize
customer safety and provide a smooth guest experience by maintaining high cleaning
standards, offering contactless services, and giving clear and transparent

communication on safety precautions.

Targeted Marketing and Segmentation: Tailored marketing activities helped optimize
occupancy rates in locations with fewer travel restrictions. This demonstrates the
significance of market segmentation and targeting. Hotels must undertake extensive
market research, analyse client preferences, and adjust their marketing messages and
products to diverse segments. This improves consumer engagement, conversion

rates, and income.

Strengthen Loyalty Programs: Marriott International's emphasis on its Bonvoy loyalty
program emphasizes the importance of customer retention and loyalty. The company's
loyalty program was used to reassure clients, provide flexible booking alternatives, and
incentivize future stays. Personalized prizes, unique advantages, and targeted

marketing initiatives can help to increase client loyalty and repeat business.
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5. Adaptation and Flexibility: Marriott's response to Covid-19 demanded quick and
adaptable marketing approaches. The introduction of Work Anywhere packages and
local passenger catering demonstrated adaptability to market developments. Hotels
should develop an agile culture by monitoring market, customer, and competition data
on a frequent basis for adaption.
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Recommendations on how Marriott International can improve their
marketing strategies in the POST PANDEMIC era.

Collaboration with local attractions, restaurants, or travel agencies to produce bundled
packages or cooperative marketing efforts is one example. Hotels can use their existing client
base and improve their brand image by cooperating with established businesses or groups.
Partnerships with airlines or online travel agents can also help hotels reach a larger audience

and increase bookings.

Based on these management consequences, the following recommendations can be made

for Marriott International to strengthen their marketing strategy in the post-pandemic era :

1. Enhance Digital Presence and Personalization: Marriott should continue to spend in
improving its digital platforms and online presence. This includes adapting its website for
mobile devices, increasing user experience, and using data analytics to personalize
marketing messages and offers. By integrating customer data, Marriott can send
personalised incentives and recommendations to individual guests, enhancing their
engagement and likelihood of booking.

2. Communicate and Assure Safety Measures: As travel restrictions relax, Marriott must
continue to prioritize and effectively communicate its improved health and safety
measures. This can be accomplished through a variety of methods, including the website,
social media, and email marketing. To create confidence in potential visitors and ensure a
safe and happy experience, Marriott should underline its commitment to cleanliness,
frictionless services, and compliance with local health guidelines.

3. Targeted Marketing and Segmentation: Marriott's market segmentation efforts could be
refined further by analysing consumer data and finding specialized segments with distinct
demands and preferences. Marriott can boost the relevance and efficacy of its efforts by
personalizing marketing messaging and offers to these segments.

4. Expand the Benefits of the Loyalty Program: Marriott should improve the advantages
and awards offered through its loyalty program, Bonvoy, to stimulate repeat bookings and
foster loyalty. Exclusive incentives such as accommodation upgrades, early check-in/late
check-out options, tailored experiences, and collaborations with other brands to bring
further value to loyalty members are examples of this. Marriott can create strong ties with
its most loyal clients and boost their lifetime value by consistently improving the loyalty

program.
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Leverage Technology and Innovation: Marriott should continue to investigate and
implement emerging technology and innovative solutions in order to improve the guest
experience and streamline operations. This can include smart technology integration in
rooms, mobile app capabilities for seamless check-in/check-out and room control, and the

use of artificial intelligence to tailor visitor recommendations and experiences.

Encourage Local Community Engagement: Marriott can improve the visitor experience
and develop strong ties with local residents and businesses by highlighting the distinct

cultural and experiential aspects of each site.
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CONCLUSION

In conclusion, Marriott International's response to the Covid-19 problem demonstrated its
resilience and adaptability in the face of unprecedented challenges in the travel and tourism
business. During this time period, the company's marketing methods had a considerable
impact on other enterprises in the industry. Marriott International successfully navigated the
crisis by adopting digital transformation, focusing on customer safety and experience,
implementing targeted marketing and segmentation, strengthening loyalty programs,

demonstrating adaptation and flexibility, and seeking collaboration and partnerships.

Technology played a critical role in their strategy, enabling effective digital marketing,
communication, and globalization efforts. In the post-pandemic period, Marriott International
should continue to improve its digital presence, explain safety precautions, target marketing
efforts, increase loyalty program advantages, embrace sustainability, engage with local
communities, and harness technology and innovation. By embracing these advice, Marriott
International may boost its marketing strategy and position itself for success in the developing

travel and tourism sector.

We will travel again.
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RECOMMENDATIONS

Covid-19 will alter the way businesses generate income, conduct operations, and connect with
customers and other key stakeholders in the future. Adapting to the variances is not only

difficult, but also time-consuming.

To deal with this unprecedented catastrophe, organizations must respond quickly and
effectively in order to ensure both short-term survival and the flexibility required for long-term

recovery. Managers and decision-makers should consider the following recommendations:

- Use a short-term emphasis: Senior management must accept a shift in focus from strategic

to tactical.
- Maintain vigilance on your customer:

Recognize and validate that you are meeting the changing needs of your consumers and other

stakeholders.

- Create a flexible plan. Oversee serious issues, develop business contingency plans, manage

execution across divisions, and ensure prompt responses and decision-making.

- Examine the company's strategies. Rethink business models. Investigate new

communication channels, supply-chain diversification, and novel ways to customer service.
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