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Introduction
Kristalina Georgieva, the Managing Director of the International Monetary Fund, stated at the World Economic Forum in 2020 that COVID-19 was an unprecedented crisis that had devastating impacts on the global economy and various industry sectors.( https://core.ac.uk/reader/323312566).
According to a report released by the United Nations World Tourism Organisation (UNWTO) in 2020, the global COVID-19 pandemic has had a significant impact on the world economy, with the tourism industry being the worst affected. The Secretary-General of the UNWTO, Zurab Pololikashvili, has expressed concern that the sudden and drastic decline in tourism demand due to COVID-19 is endangering millions of jobs and livelihoods. He also believes that the pandemic has the potential to undermine the progress made in sustainable development and equality in recent years.
For Marriot, as per Andy Kauffman, Marriott's senior vice president of marketing channels and optimization, the impact of the pandemic on the company's business is greater than the impact of the September 11th terrorist attacks and the Great Recession.(marriott-adapts-to-the-new-normal-by-partnering-with-verizon).
The 2020 coronavirus outbreak has declined the demand in the travel industry. Marriott's April-June revenue fell 72% to $1.5 billion as global hotel occupancy declined. After furloughing two-thirds of its workforce in March 2020, corporate offices laid off 17% of their workforce in September 2020. But hotel openings continue to accelerate, a welcome sign that hoteliers are seizing the opportunities that emerge from the crisis. Some hospitality industry executives speculate that guests may feel safer at new hotels due to improved safety and cleaning.
Like many other companies, the company has had to take drastic measures, including cutting costs and temporarily shutting down operations. It is hoped that these measures will be enough to weather the first wave of infections. The Marriott has both strengths and weaknesses. On the positive side, it benefits from excellent brand recognition and significant financial resources to manage unexpected events. However, it also faces challenges like its heavy reliance on North American markets and the level of debt on its balance sheet.
MARKETING PLAN 

In a business plan, the marketing strategy section outlines how a product or service will be marketed. This can include a plan tailored specifically to the product, market, or company, detailing the steps needed to achieve specific marketing goals within a certain time frame. 

A successful marketing strategy begins with identifying the specific needs of clients and determining how the company will meet those needs while generating a satisfactory return through market research. 
MARKETING STRATEGY.
Marriott has successfully sustained its leadership position despite the intense competition. The strong brand name and innovative marketing strategy are two key factors behind Marriott's enormous success.
However, one company that embraces the competition and uses digital technology and marketing as an opportunity is Marriott Hotels, whose core values include putting people first, pursuing excellence, embracing change, and acting with integrity, are embraced in their unique marketing strategy.
Marriott's people strategy places exceptional customer service as its top priority. With a global workforce of over 100,000 employees, the team responsible for providing services is crucial in fostering client trust. As such, Marriott ensures that its workforce continually receives training and motivation to deliver services that go above and beyond customer expectations.
During the covid, Marriot cut his staff salaries to save $140m, which they reinvested in other parts of the business. Like other companies, they furlough the staff and provide compensation to the employees. 
This was for the time being negatively affected the business as they lost the train people, but it was necessary to retain the business, and they can rehire the people when things get normal. In contrast, they did offer the peoples alternative such as jobs at Amazon and Walgreens which was a good strategy at least provide their employees a wage to overcome their living expenses.
According to Bennett (1997), the marketing mix model involves using the four Ps - price, place, product, and promotion - to implement marketing strategies effectively. 
MARKETING MIX
According to the American Marketing Association (AMA), the marketing mix (MM) comprises a series of marketing elements that a business can control to achieve a specific level of sales in each market. (Wichmann, J. R., Uppal, A., Sharma, A., & Dekimpe, M. G. (2022). 
4PC OF MARKETING MIX
Please see below 4pc of Marketing mix we used to analyse the Marriot Marketing.

PRODUCT

Marriott offers a variety of travel services, including accommodations, hotel reservations, timeshare getaways, bundled flight and hotel packages, and car rentals.
During the Covid, they closed the Food and Beverages outlets which impacted the overall customer turnover. This makes the customers depend upon other providers to be relied upon due to which they lost 70% of the revenue. 
PRICE

Superior offerings with a wide variety and excellent customer service are three key unique selling points of Marriott. Being world's one of the largest hotel chains, Marriott offers an extensive portfolio with varying prices.
As per Washington Post, Marriott has successfully integrated transparency into its pricing tactics, which was not present before. Consumers now clearly know all pricing options available at the beginning of trip planning.
Marriott offers a variety of price options that meet the needs of diverse customers. This pricing flexibility directly influences Marriott's RevPAR. The following graph shows Marriott can make higher RevPAR than Hayat.
During the Covid, they do not manage any pricing strategy to keep the customers, as they were depending upon last cash reserves and loyal customers. During the crises, other hotels like Hayat provided low-price packages to generate revenue rather than only depending on Brand and large cash reserves.
PLACE

Marriott operates in over 100 countries worldwide, with hotels located in various areas such as near motorways, airports, and key markets. This location-specific approach allows Marriott to attract different types of clients based on their needs and preferences. For instance, entrepreneurs may choose hotels close to airports, while travellers prefer to stay near motorways, and tourists opt for hotels near markets for convenience. Marriott's hotel expansion further enhances its reach.

During the covid, they cut down the number of outlets that provides food and beverages to reduce the spread. This strategy was good to minimize the spread of Covid, but it lost too much revenue as Foods and Beverages are the main source of income of any hotel. They furlough most of the employees and make them redundant, which was good for the short term, but for the long-term losing valuable employees was not good. They can implement the measure to save the customers and employees like Hilton did, by providing clean public areas and sanitizing the properties to give satisfaction to the customers and employees.
PROMOTION
Marriott, being a reputed global company, gives significant importance to digital marketing for promoting its products. They have crafted a comprehensive website that provides in-depth information about all their services, making it easy for users to book hotel rooms. Moreover, they leverage various adverts, videos, and campaigns on social media platforms to enhance their visibility. Marriott rewards its loyal customers with exclusive benefits through the Marriott Bonvoy program. To retain existing customers and attract new ones, Marriott employs diverse promotional tactics to advertise its new products.
Marriot was quite fortunate to have the new mobile app and social media platform before the pandemic. Also, using AI, to use of Enhance service quality helped them during the Covid. But during the pandemic, they suspended the renovation and innovation activities which affected the promotion activities of the business. But these platforms proved good effect on business post-pandemic.
SWOT ANALYSIS
SWOT analysis is also very important when making a marketing plan, as it determines the company's strengths, weaknesses, opportunities, and threats. Marriot's SWOT analysis for its marketing plan is as follows.
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https://bstrategyhub.com/targets-swot-analysis/
STRENGHTS

Marriott has a very strong market and brand which is present in more than 130 countries. This provides strong support during the Covid as most customers can depend on and rely upon its safety measures take place during the covid. As the US was badly hit by Covid, Marriott's strong presence in the US makes Marriot suffer during the covid. But on the other hand, the US economy can recover quickly, which is a good sign for Marriot and its presence in the US.
WEAKNESS
Marriott has a large portfolio of staff and the presence of Unionized staff especially in the US, put Marriott on the weaker side as the union can put employees on strike and make Marriot suffer or accept the demands for the staff which could be expensive for the Hotel Chain. Marriott also has a huge number of debts, as per year ending 31st March 2023, $10.299B, a 17.86% increase year-over-year.
(https://www.macrotrends.net/stocks/charts/MAR/marriott/long-term-d.)

Marriott has a strong cash reserve, which gives it an edge compared to the other competitors.
OPPORTUNITIES

Due to its large cash reserve, it could invest in new technology and new countries. Lesson learned during the covid; Marriott can invest in the worst areas affected during the covid. This will provide Marriot with a great advantage in the long run or just in case other pandemics hit the industry in the future.
THREATS

The big threat for Marriot is competitive markets like Hilton, Accor, and Hyatt. After the pandemic, price competition starts between them, which can impact its cash reserve and effectively huge debt consolidation. But due to strong cash reserve and strong brand, it can survive during the price war.

Another threat is employees lost during the covid and unions' presence, which can be overcome by providing necessary pay packages and training and having a strong presence in other countries.

Another threat is insolvency, which can be mitigated by placing necessary factors if the industry is hit by a pandemic e.g., inverting in new technology and resourcing into new products.
STRATEGIES IMPLEMENTED BY MARRIOTT INTERNATIONAL
Before the pandemic, Marriot started new strategies which include new digital platforms and Marketing strategies including social media and presence in some other countries.
Mobile Platform

This new platform helped them during the covid to use the mobile app for various services, e.g., entering the hotel room touching the key, asking the staff for the services, seeing the reservations, and many more. This platform enables the customers to go into the room without staying in the queue, Use the Tv without touching it, which gives customers satisfaction for their safety during the covid.
Social Media
This enables the focused customer to engage with the hotel through social media and can see what they are offering and experience the customer stay during the covid. Social media enable customers to see new trends and services provided by Marriot, hotel locations, and reviews posted by the customers which gives them strong brand awareness across the channel.

Social media has repositioned the balance of power and leveled the high degree of control that brand managers had in creating brand value and has made consumers equal players in the network (Peters et al., 2013).
Use OF AI.

These artificial intelligence tools help them to attract the most profitable customers during the Covid. Due to the use of AI, they can offer customized services that can be tailored and made as per requirements.

The AI tool also helped Marriot to identify new customers in the new geographical area and help them to develop new hotels in the different regions as per customer demands.
Smart Rooms

These services provide customers with a prototype hotel smart room that enables them to connect with mobile apps and voice optimizations which gives customers a better experience and safety during Covid as they don't need to touch most of the things during and helped them to stop the spread of Virus.
Impact of Technology

All the above-mentioned technology used by Marriot was unable to especially for Customers and staff to stay safe during the covid and helped Marriot to design customer-focused service along with great experience and safety. 

These technologies also provide them with better customer solutions and enable them to invest in the area which is more attractive to customers and most profitable. These technologies also allow Marriott to diversify its portfolio and invest in new regions and products in the future. 

This also gives Marriot live feedback for their services and enables them to improve the service quality and customer experience and notify the customer of their current packages and product at the click of a button.
MEASUREMENT METRICS

Marketing strategies can be evaluated by comparing the result we achieved for the marketing success.
Please see below some of the measurement matric which gives the comparison between the Marriot and Hayat.
	Room Occupancy
	
	

	Year
	Marriot
	Hayat

	2019
	73.70%
	77%

	2020
	31.40%
	23%

	2021
	51.30%
	54%

	2022
	60.70%
	74%
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If we see during the covid in 2020, Marriot room occupancy is better than Hayat due to the implementation of effective Marketing and a safe covid strategy.
	Revenue 
	
	

	Year
	Marriot (m)
	Hayat(m)

	2019
	              20,972 
	                 5,020 

	2020
	              10,571 
	                 2,066 

	2021
	              13,857 
	                 3,028 

	2022
	              20,773 
	                 5,891 
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It's evident that Marriott experienced a 49% reduction in revenue in comparison to the previous year, while Hyatt's revenue decreased by 58%. This implies that Marriott fared comparatively better during the pandemic.
	Return on investment
	
	

	Year
	Marriot
	Hayyat

	2019
	15.96%
	7.93%

	2020
	8.44%
	11.15%

	2021
	-3.15%
	-1.48%

	2022
	14.29%
	13.00%
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Here is another way to measure the effectiveness of the Marketing strategy. At first glance, it appears that Hayat performed better. However, upon closer examination, Hayat may have achieved this by reducing costs, which negatively affected their revenue and customer retention. On the other hand, Marriot's increased costs due to the pandemic may have decreased their ROI, but it resulted in higher revenue and customer satisfaction.
MANAGERIAL IMPLICATION ON THE MARKETING STRATEGIES
Utilizing the various categories available can effectively aid in evaluating your marketing requirements and pinpointing any hazards within your industry. It is crucial to incorporate these methods when devising your marketing tactics. We can use Ansoff matrix which can be used to analyse the opportunities and the risk.
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Ansoff H. I. (1965). Corporate strategy. New York, NY: McGraw-Hill.
Implementing a marketing strategy can boost a company's profitability by affecting all aspects of its operations. The strategy targets specific market groups and outlines the key product qualities necessary to satisfy customer needs. By eliminating non-essential functions and enhancing operational efficiency, the company can focus its efforts on growth and success.
Following can be analyse in respect of Marketing policies adopted by Marriot during the Covid.

Customers- Impacts and How to improve.
Risk

The main risk when implementing new strategy is to lose the customer which is vital for the business.

Implementing a marketing strategy can boost a company's profitability by affecting all aspects of its operations. The strategy targets specific market groups and outlines the key product qualities necessary to satisfy customer needs. By eliminating non-essential functions and enhancing operational efficiency, the company can focus its efforts on growth and success.

The focus during the covid was customer safety and engagement. The focus was to reduce the contact, so the customer can feel safe and enjoy the stay at the hotel.
How to Lower the Risk

When creating a marketing strategy, the main goal is to meet the needs of your customers, leading to increased satisfaction. To achieve this, it's important to first identify your target market and its characteristics through surveys and market research. By focusing on ways to provide better service than your competitors, your company's reputation and customer perception will improve, ultimately attracting more clients. The end goal of such a marketing plan is to establish a strong reputation and increase the customer base.

Establishing relationships with consumers has been accompanied by an evident shift in the approach to branding: from customer manipulation to customer involvement; from telling and selling to communicating and sharing knowledge; and from a short-term transactional approach to a longer-term relational approach. (Dall’Olmo Riley & de Chertonay, 2000).

Products- Impacts and How to improve.
Risk

It's possible for any business to experience a decline in product value, which could be due to ineffective marketing or increased competition. It's important to avoid overestimating the strength of your product, as this could lead to the wrong marketing tactics being used.

During this covid, they choose what products and services they need to close to stay in business and compete with other businesses.

They choose to close some of the business units like foods and beverages to reduce Covid spread.

This strategy could have an impact on the business as it becomes difficult for the customers to have food at the restaurant which reduce customer turnover and impacted the business widely.

Developing a marketing strategy is crucial for promoting and designing products effectively. It involves understanding the needs of your customers and ensuring that your product features meet their requirements. 
How to Lower the Risk

This may require adjusting the product design to incorporate the necessary elements. By providing customers with the products, they need and want, rather than trying to convince them to buy what you offer, you can encourage innovation and improve product quality. A well-executed marketing plan will also emphasize the superior quality and innovative features of your products through advertising.
Technology- Impacts and How to improve.
Risk

One of their marketing strategies involved implementing new technology and requiring customers to use it, which may result in lower customer turnover due to the difficulty some people may have used it. To boost sales and profitability, it is important to provide top-notch and innovative products that cater to customers' needs. 
How to Lower the Risk

By conducting market research, your marketing strategy can predict the rise in demand and schedule production accordingly. Your marketing approach can also determine the optimal price that the target market is willing to pay for the updated product. A well-executed marketing strategy can lead to increased production while reducing costs by eliminating expensive product features that the target market does not appreciate, ultimately improving the overall performance of the company.
Employees- Impacts and How to improve.
Risk
The other company strategies were to reduce the number of employees during the covid which could lead to devastating effect as employee are the main source of the business for Marriot.

How to Lower the Risk

When a business implements a successful marketing strategy, it can benefit its employees in several ways. For starters, a more prosperous business means employees enjoy greater job security and stability. Additionally, increased productivity resulting from the marketing efforts can boost employee morale and loyalty. When the company's products are of high quality, this can lead to increased satisfaction among customers, which in turn can lead to a more positive work environment for employees. As a result, employees are more likely to work together effectively to achieve challenging corporate goals.
Social Media Impacts and How to improve.
Risk

While the advantages of social media are obvious, there are some social media risks to be aware of. When something goes wrong with social media, brands risk losing their reputations.

After making a purchase, consumers can turn to social media to show off and/or discuss their new purchase. When pleased, the consumer may turn to social media to promote or endorse the company. For example, if the product is a luxury brand, the consumer may post to display their ownership of the product to enhance their status among peers. However, consumers can also post their dissatisfactions about a product or shopping experience.
This new media channel was used during the covid to promote customer awareness and promoting brand awareness during the Covid.
Most businesses use online marketing strategies such as blogger endorsements, advertising on social media sites, and managing content generated by users to build brand awareness among consumers (Wang and Kim, 2017).
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Kim, A. J., and Ko, E. (2012). Do social media marketing activities enhance customer equity? An empirical study of luxury.

Marriott hopes to gain both new lead traffic and loyalty with their points program, as well as stir up general exposure and buzz about the brand by trying something different in a digitally commonplace way.

Conclusion

Based on the given information, it seems that Marriott handled the pandemic with reasonable competence, but there is still room for improvement and new initiatives. To strengthen their competitive edge, they should consider diversifying their portfolio and investing in other countries. Additionally, they should focus more on building brand awareness and investing in environmentally friendly and sustainable projects. If they want to implement more effective and aggressive marketing tactics, they should also invest in the community.
Reference 

· Wichmann, J. R., Uppal, A., Sharma, A., & Dekimpe, M. G. (2022). A global perspective on the marketing mix across time and space. 
· Bennett, M. M. (1997). Heritage marketing: The role of information technology. Journal of Vacation Marketing. https://doi.org/10.1177/135676679700300308.
· Chathoth, P. K. (2007). The impact of information technology on hotel operations, service management and transaction costs: A conceptual framework for full-service hotel firms. International Journal of Hospitality Management, 26(2), 395-408. https://doi.org/10.1016/j.ijhm.2006.03.004
· Law & Jogaratnam, (2005); Melián-González & Bulchand-Gidumal, 2017; Tseng, Kuo, & Chou, 2008
· Shin, H., Perdue, R. R., & Kang, J. (2019). Front desk technology innovation in hotels: A managerial perspective. Tourism Management, 74, 310-318.
·  https://doi.org/10.1016/j.tourman.2019.04.004
· https://www.comparably.com/competitors/hilton-vs-marriott
· https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/
· https://www.studysmarter.co.uk/explanations/microeconomics/market-efficiency/positive-externalities/
· Bracker, J., 1980. The historical development of the strategic management concept. Academy of management review, 5(2), pp.219-224.
· Hussey, D., 1999. Igor Ansoff's continuing contribution to strategic management. Strategic Change, 8(7), pp.375-392.
· Kim, A.J. and Ko, E., 2012. Do social media marketing activities enhance customer equity? An empirical study of luxury fashion brand. Journal of Business research, 65(10), pp.1480-1486.
· De Chernatony, L., Harris, F. and Dall’Olmo Riley, F., 2000. Added value: its nature, roles and sustainability. European Journal of marketing, 34(1/2), pp.39-56.
· Nyangwe, S. and Buhalis, D., 2018. Branding transformation through social media and co-creation: lessons from marriott international. In Information and Communication Technologies in Tourism 2018: Proceedings of the International Conference in Jönköping, Sweden, January 24-26, 2018 (pp. 257-269). Springer International Publishing.
· Marriott Adapts To The New Normal By Partnering With Verizon Media | AdExchanger
· https://www.macrotrends.net/stocks/charts/MAR/marriott/long-term-debt#:~:text=Marriott%20long%20term%20debt%20for%202022%20was%20%249.38,a%200.5%25%20increase%20from%202021.

· Helms, M.M. and Nixon, J., 2010. Exploring SWOT analysis–where are we now? A review of academic research from the last decade. Journal of strategy and management, 3(3), pp.215-251.
· https://store.marketline.com/report/global-hotels-and-motels-2/
4
14

