













Marriott International-Marriott’s Response to the COVID Crisis
Student id: 2226897
Name: Vrushik Maheshkumar Patel
Subject: Marketing Management (LCMB7001)
University name: University Wales Trinity Saint David

Table of Contents
Task 1	3
Introduction	3
Critical evaluation	4
Concept of marketing	4
SWOT Analysis	4
Marketing strategies deployed by Marriott International	6
Competitive analysis	7
Technology	7
Success Strategies	8
Task 2	10
Managerial implication on marketing strategies	10
Task 3	12
Recommendations	12
References	14




[bookmark: _Toc137905397]Task 1
[bookmark: _Toc137905398]Introduction
Marriott International is a chain of hotels that are there in the Covid19 crisis. It is the largest hotel chain that is spread across the world. This franchise used hotel and residential properties for the selected timespan. Luxury travel and the corporation is vacated with the advent of the pandemic. The whole hospitality industry has seen a downfall in the business for the worse. The hospitality industry stands at the forefront of the difficulties that are being faced by the showcasing of the comfort that brings the hotel and its management. The concept of marketing is done for making the marketing mix a proper place to be considered. The company has a global presence as per location and revenues are concerned. Some of this risk spreads from region to region in the decline of the cases. The poor positioning of the market is also responsible for the family-focused management process. The marketing strategies for the hotel are required to be discussed. The core of services is based on the maximum revenue for the augmented services (Arif, et al., 2016). 


[bookmark: _Toc137905399]Critical evaluation
The critical evaluation is considered to be formed for the world’s largest hotel. The hotel chain is maintained for the development of the facts that are operated. The corporation have been founded by John Willard in the year 1927. The critical evaluation is considered after the pandemic hit. The resources of Marriott International are used to optimize the value of the brand. The evaluation is the concept is critical in terms of the performance downfall of the hotel after the pandemic. The critical evaluation results in the downfall of the company during crisis times (Arif, et al., 2016). This is mentioned below. 
[bookmark: _Toc137905400]Concept of marketing
The concept of marketing for Marriott hotels includes the forefront delusion of the factors that are involved in the promotion. There are some off-road travels that are helpful along with some high-level events. The hospitality industry stands at the forefront of the difficulties that are being faced by the showcasing of the comfort that brings the hotel and its management. The concept of marketing is done for making the marketing mix a proper place to be considered. The marketing concept is formed for the developing analysis. The product, and promotion price place also applies to this aspect of the industry. A reliable strategy is formed on the basis of analyzing the strength, weaknesses, opportunities, and threats. The most successful industry is formed involves for the Marriott marketing mix strategy to work properly. Some of this is a heavy contributor to the business that is going to enhance the growth of thee company (Bagnera, et al., 2020).
[bookmark: _Toc137905401]SWOT Analysis
	Strength
1. The company has a global presence as per location and revenues are concerned. Some of this risk spreads from region to region in the decline of the cases. 
2. Marketing leadership of the hotel is one of the best of all. There are some chains that are globally known for offering properties and portfolios. 
3. Excellent reputations of the companies are the world’s best. The employers are helpful as per the company’s profile to be generated after the pandemic. 
4. The company is excellent in rendering services and hired skilled professionals for doing the job. 
	Weakness
1. The data of the company are not protected effectively. There are a lot of loopholes in the reservations of the guest.
2. The poor positioning of the market is also responsible for the family-focused management process. The hospitality industry lies in the ranking and reviews of customers. 
3. The negative publicity of the service industry s managed with the help of public perception. As far as the hotel is considered this is quite reasonable to be done.
4. The lawsuit is considered with the strictness and the employee productivity of the factors that are there in the code of conduct of the members rendering services (Hashim, et al., 2016). 

	Opportunities
1. The company is shifting the demographics as it moves from the previous generation towards Gen-Z. There are several other shifts that are noted in this manner. 
2. The focus on emerging economies is reflected in the developing countries to have lucrative changes in the hotel chains. 
3. The diversifying offerings are demanded s per personalized services to be held in this manner. Some of the events that are demanded here cater to specific customer needs.
4. The expansion of the related sectors that are formed in the business chain is interrelated. There are some real state issues that are there for the development of a wide range of tourism sectors.

	Threat
1. The company is facing threats regarding the 92% loss of profits that resulted due to the decline in the number of customers. 
2. The competition is also very stiff as per international standards. The chances of chain hotels are required. The threat to the looming reception is considered by the hotel as well.
3. Trade tension is widespread for the adoption of global companies. The trade and the tariffs that are leveraged by the substantial portion of revenue that is managed are important for survival.
4. The risk of attacks is five stars hotels like Marriott International is much higher. Terrorist groups attack such places attacking high-profile guests (Hashim, et al., 2016).


[bookmark: _Toc137905402]Marketing strategies deployed by Marriott International
The marketing strategies are deployed with the Marriott international society. The marketing strategies for the hotel are required to be discussed. The core of services is based on the maximum revenue for the augmented services. The marketing strategies help to generate growth in the company and help the level of jobs. The marketing strategies engaged by the hotel are mentioned below (Bagnera, et al., 2020).
Price 
The price is one of the main strategies that is required in the marketing strategies that are deployed by the Marriott international hotel. The marketing strategies of the hotel make the price to be optimum. The price of the hotel is managed with attracting customers to the hotel. There are several types of schemes that are developed for the hotel to be managed properly. Some of these marketing strategies are formed to complement the needs of international visitors. For example, the location of the property was designed to be near the airport and railway platforms. The other type of management product is formed (Bhakat, 2020).
Service
The product is another strategy that is deployed with the hotel for the first term after Covid19. The products and services are maintained for Marriott. The hotel’s services are dropped by 70% of the time. There are also some of the services that are developed with the product. The marketing strategy is for the making of the deployed strategies. The hotel is known for its hospitality services in the neighborhood. There are some services that are exclusive to the Marriott international hotel. This is clearly known to have the basic form of their ethos formed. The service effectiveness and theory of the work is to be done. The service of the hotel was also excellent after the Covid19 times. There are some Marriott for the largest chain of multinational hotels situated at different places. The headquarters of this chain of hotels is in Bethesda, Maryland, U.S (Bhakat, 2020).
Place 
The place is developed for the marketing of the place that is managed in its place. The place and venue of the marketing activities are mostly public spaces that include malls and shopping complexes. The place of the factors that are competitive in nature relies on the channel that is placed in it. Some of these lessons are maintained for the diversification of the issues that are created. The maximum revenue of the hotel is generated by the services that are portrayed as being extraordinary. The authority is satisfied with the customers and experience before the generation of the work to be done. There are several benefits that are enjoyed by the guests by staying at Marriott hotels across the world. The place and location of the hotel are considered for the development of the business. Marketing techniques are necessary for the expansion of the business after the pandemic (Ercan, 2019).
Promotion
There are some of the promotional actions that are needed to be done at the promotional events. The hotel has conducted several interviews and activities that are helpful in promoting the business. Long-term achievement is required for a customer for creating a unique competitive advantage that is sustainable. The promotional strategies are defined with the formation the conducting of events that invite more and more guests into the venue. Some of these promotional activities are managed with marketing techniques that are reliable. The guest needs to feel welcomed and comfortable while residing at their place. The promotion of the hotel is also done by some celebrities that were taken on board for such activities. The activities are related to the growth of the organization in a definite way (Ercan, 2019).
[bookmark: _Toc137905403]Competitive analysis
The competitive analysis for the relational aspects results in the dimensional change of the companies that are available in the market. The competitive analysis is dependent on the management of the competition in the market. The analysis is the result of the dependencies of several factors that are created in this analysis. The marketing mix is and the competitive analysis of the brand is mentioned here in the report in terms of price, promotion, product, and place (Juhász-Dóra, 2015). 
[bookmark: _Toc137905404]Technology
Digital Marketing
Digital marketing is managed in the technological world for the promotion of events digitally. The responsibility matrix is framed for digital marketing. The hotel uses this service to promote digital marketing on a larger level. Digital networking is established for the manipulation of the actors that are managed online. Digital marketing and online promotion were huge aspects at the time of the promotional venture to be decided. There is some technological marketing that is done for the crisis situation to be developed in a certain way. Some of these aspects also include the digital marketing process of the hotel. The events were held online and many online workshops were also conducted for the purpose of formation of reality (Kwok, at al., 2022).
Communication 
Communication at the time of crisis is also weak and was facing challenges. There are some of the technical aspects that are there in the management process to be done with the help of formation. The technology is managed for the betterment of the facts that are there in this aspect. Communication is also a huge problem in terms of customer service. The technology used was also updated post-pandemic times. The style and process of management are also there for the communication aspect. The communication of the facts is managed for the requirement of the factors that are there in the communication of the fields that are concerned in a certain way. Another form of communication strategy was also used in the pandemic times (Kwok, at al., 2022).
Internalization
The internalization of these aspects was formed for the development of the factors that are realized with the help of the customizing aspects. The internal factors that were important for the hotel during the pandemic times include service and hospitality. There are also certain factors that are involved with the sphere formed with the resultant form. The internalization of the events and the marketing strategy that is important for the internalization. The technology that is being offered with the impact is considered during the crisis. The analysis of the factors is implemented due to the crisis situation. These factors have been helpful internally at the time of crisis for the maintenance of the hotel chain (Juhász-Dóra, 2015).
[bookmark: _Toc137905405]Success Strategies
Cost cutting
The cost-cutting strategies of the company have been one of the most successful management strategies post-pandemic. It has helped the company to sail through tough times and at the time of crisis. There are some factors that companies are determined to do in order to protect their cost-cutting strategies. The cost-cutting by the management also helped the brand to save at least 10% of the revenue loss that was previously done before the times of crisis (Madar, 2017).


Online promotion
Online promotion at the time of the pandemic was also a successful marketing strategy that has helped the company over a period of time. These strategies have helped the brand to reach out to people when the physical channel of marketing was disrupted. This strategy also includes lesser costs and also includes higher demands. There are other online promotion factors that have been managed with the help of online promotion to be carried out (Madar, 2017). 
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During the Covid19 crisis, there was a huge difficulty to manage the operation at the hotel. Due to the loss of revenue, the hotel had to cut costs of expenditure and this led to a vast majority of the staff not being available to maintain the hotel. Some of these aspects are developed for the managerial implications to be developed by the theories and concept that has been developed for the benefit of the customers (Qadri, et al., 2016). 
Probationary staff
The pandemic season was rough on the human resource of the hotel. Most of the staff are fired by the organization for cost-cutting. This is managed with the help of factors that remained for the cost-cutting process. The staff that is retained with the help of the organizational board is formed for the shortage of resources. Their daily operations are carried out with a lot of difficulties on a day-to-day basis. The display of the shorts for the shortage of the factors that are managed with the help of familiarity in the process of development. At the time of shortage of staff, many probationary staffs were being hired for the marketing techniques to be done properly. The probationary staff is managed with the help of permanent staff for the revenue and service increment (Qadri, et al., 2016).  
Recovering revenue 
The loss of revenue is also another challenge that has been managed by the hotel’s managerial implications. There are some revenue factors that are there taking the appropriate research to a certain level. The proven marketing strategies are defended by prioritizing of the factors that are there in recovering the revenue loss. The other strategies are there for the appropriate level of explanation to be maintained in the research activities to be maintained in the longer run. The recovery of the revenue loss is managed with all the marketing strategies that are earlier mentioned in this report. This has helped the company to gain advantages over its previous competitors in the market (Rawal, et al., 2020).
Supply chain management
The disruption of this pattern is valuable to the aspects that are developed for the revenue loss and disruption of the supply chain management. The marketing strategies are used for operating the supply chain management in a smoother way than it was before. There are some other factors that are placed in the supply chain management for the recommendations of the factors that are required to be there in a particular process. The supply chain management is required to be transferred with the recommendation of the international branches to be decided. Supply chain management is required to be valuable in a certain way to be demonstrated after the pandemic times. This was the time when the management of resources was a huge challenge as compared to other challenges. Supply chain management was the cause of the major disruption of services in the company (Rawal, et al., 2020).
Limited resource optimization
The resource that and there after the time of pandemic was limited and for the utilization of these resources to the fullest it is important to optimize the resources in a particular way. This will also prevent the wastage of resources and other stuff for the limited resource availability.  The optimization results in highlighting the optimization benefits that were recovered from the Marriott International Hotel. The other form of requirement is formed for the development f the factors that are to be formed with the resource to be used at the fullest. The roles and responsibilities of the people are well assigned in such a definite pattern that there are several requirements to be fulfilled with the optimization (Santoki & Parekh, 2020).
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The recommendations are there in the managerial implications for it. Some of the recommendations are formed for the marketing theories and concepts that are based on it. The revenue is required to be considered important for the brand to be formed with the help of forming the diverted management of the brand. This reliability will help the company to gain more positive feedback and reviews regarding the brand. The international expansion requires a larger collaboration of the facilities with the local dealers that are interested in tie-ups with the brand. The inappropriate considerations are there for the feasibility of the changes that are required to be made. There are some of the aspects that are managed in the previous factors to be developed. There are some recommendations that need to be implemented. Their recommendations that are required to improve Marriott International’s strategies in marketing are mentioned below (Santoki & Parekh, 2020). 
1. Accelerating revenue
The accelerating revenue is managed for the discussion of the company’s future. The company is established by the strategy-making of the brand. The revenue is required to be considered important for the brand to be formed with the help of forming the diverted management of the brand. The revenue of the brand is managed by the team that is responsible for the deals. The number of hotels that the company is planning to open required more engagements to be done over time. The acceleration of the revenue is collected in the form of tariffs, event management, and holiday packages across the hotel. Some of these factors are important for the overall growth of revenue that is required for the growth of revenue in the long run (Sert, 2017).
2. Establishing brand growth
The establishing factors relate to the establishment of the company’s global agenda to be done for the development of the company profile. The brand name is required to be made more popular. This will create more trust in the people regarding the company’s profile to be trusted. This reliability will help the company to gain more positive feedback and reviews regarding the brand. The company has gained several deals in the past year and now the percentage needs to be increased further. Several branches of the company are also required to be opened for the expansion of the company. The establishment of the brand growth is managed with the help of growth. The brand should be the name of excellence regarding the quality factors of the way by which the growth is required to be enhanced (Sert, 2017).
3. International select service expansion
The service quality and the international branches are required to be done. International guests expect a higher standard of hospitality in terms of service and commitment. The international expansion requires a larger collaboration of the facilities with the local dealers that are interested in tie-ups with the brand. This will promote mutual growth for both companies. The service of the expansion is required for internationalizing the events. The international service is selected for the expansion of the international procedure to be made available. The service quality is maintained for the benefit of the aspects that are required to be improved (Singh & Wang, 2021).
4. Retention 
The retention of the old customers should be promoted and the activities are required to be encouraging over time. The retention of customers will help the company to grow in the long run. There are some retentions that are important for the benefit of the profit. The inappropriate considerations are there for the feasibility of the changes that are required to be made. The retention rate of the hotel is currently 10% and is required to be more than 50%. The facilities that are formed for the development of factors are required to be managed with the retention of old customers. The retention rate of the suspected form is managed with a number of customers that are maintained for the merging of the business and collaborations. The retention of customers also gives the organization a huge benefit regarding the managerial implications to be done (Singh & Wang, 2021).
5. Mergers and acquisitions
Acquisitions and mergers are formed of the improvement that the brans need for the gradual and smooth transition. The factors that are involved in the management of the theories and concepts. There are some of the aspects that are managed in the previous factors to be developed. The collaboration with different groups and formulas is merged with the acquisition of the processes to be conducted properly. The realistic resources of Marriott International are considered to be formed with the collaborators to be developed. The company should do more mergers and form more alliances with the partner organization for the mutual growth effect. The collaboration techniques of the hotel chain have been helpful in the past and will also be useful in the future for that instance (Alkasasbeh, 2020). 
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