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[bookmark: _Toc141407416]Task 1: Critical Evaluation
The global hotel sector faced extraordinary hurdles as a result of the Covid-19 outbreak. To survive and keep their connections with its stakeholders intact, corporations like Marriott International relied heavily on marketing (Claudy et al., 2021). The purpose of this critical analysis is to evaluate the success and influence of Marriott's marketing ideas and methods used during the Covid crisis.
[bookmark: _Toc141407417]Concept and Importance of Marketing During the Covid Crisis
To survive and thrive in the face of the epidemic, companies had to invest heavily in marketing. Marriott International saw the significance of this, and therefore, made a concerted effort to invest in marketing. The company's marketing strategy placed a premium on spreading awareness of the brand, encouraging patronage, and protecting workers.
[bookmark: _Toc141407418]Marriott's Resource Allocation:
Because of the Covid problem, the company put money into a variety of marketing initiatives. The company's advertising strategy centred on these pillars:
[bookmark: _Toc141407419]a) Brand Communication
Marriott spent time and money on advertising its dedication to guest security, cleanliness, and adaptable reservation regulations (Claudy et al., 2021). Marriott informed its guests through social media, email marketing, and its website that its new cleaning procedures, contactless services, and accommodating cancellation rules will meet their needs.
[bookmark: _Toc141407420]b) Customer Engagement:
Marriott understood the value of sustaining relationships with its clientele, thus the company actively engaged with its target demographic through digital marketing and social media. For this reason, the corporation has begun using interactive promotions, virtual events, and individualised offers to maintain consumer loyalty (Claudy et al., 2021).

[bookmark: _Toc141407421]c) Employee Safety and Well-being: 
Marriott's marketing plan included an emphasis on its own staff as a key target audience (Claudy et al., 2021). The corporation took extensive health and safety safeguards, allowed for more flexible working conditions, and maintained open lines of communication to show its dedication to employee safety and well-being.
[bookmark: _Toc141407422]Critical Evaluation of Marriott International's SWOT Analysis during the Covid Crisis
During the Covid issue, Marriott performed a SWOT analysis to evaluate the company's fortes, weaknesses, opportunities, and threats. Examining the study critically may provide light on how well Marriott handled the situation.
a) Strengths: Despite the epidemic, Marriott benefited greatly from its well-known brand, worldwide footprint, and comprehensive loyalty programme (Rosner et al., 2019). The firm showed perseverance in the face of adversity by swiftly adjusting to meet the demands of its customers and implementing health and safety procedures across all of its sites.

b) Weaknesses: International travel and business conferences are crucial to Marriott's business model, but they have been hit hard by travel restrictions and lockdowns (Rosner et al., 2019). The pandemic also highlighted the firm's susceptibility to external shocks, calling for a review of existing risk management practises.

c) Opportunities: The company's crisis opened the door for Marriott to experiment with new services and expand its product line (Rosner et al., 2019). Marriott was able to expand into new areas as a result of the growing popularity of telecommuting, staycations, and domestic tourism.

d) Threats: The possibility of bad brand impression owing to Covid-related accidents, decreased travel demand, and increased competition were all risks that Marriott had to deal with during the pandemic (Rosner et al., 2019). The uncertainty of how long the epidemic would last made the dangers more greater.
Marriott's strategic decision-making amid the Covid issue was informed by the results of a thorough SWOT analysis.
[bookmark: _Toc141407423]Analysis of Marriott International's marketing plans during the Covid Crisis and how they affected various stakeholder groups.
During the epidemic, Marriott's marketing efforts targeted both internal and external customers. Understanding the efficacy of these methods requires a careful examination of their implementation and results.
[bookmark: _Toc141407424]a) Internal Stakeholders (Employees):

Marriott put its workers' health and safety first throughout the crisis (Rosner et al., 2019), hence they count as an internal stakeholder. The organisation has developed stringent health and safety regulations, given training, and allowed for flexible working arrangements to create a positive workplace for all employees. Employee morale was boosted and output was increased thanks to this strategy, which in turn improved the quality of service provided to guests and increased their satisfaction.
[bookmark: _Toc141407425]b) External Stakeholders (Customers and Partners):

Marriott's marketing mix accommodated the shifting wants and demands of consumers during the pandemic (Afaq et al., 2023) for the benefit of all parties involved. Customers' experiences and loyalty were boosted by Marriott's focus on contactless services, adaptable booking alternatives, and individualised incentives. The firm has also shown its dedication to ethical and sustainable business practises by working with local partners to aid local communities (Afaq et al., 2023) via collaboration.
[bookmark: _Toc141407426]Competitive Analysis of Marriott International's Strategies during the Covid Crisis:
During the Covid-19 outbreak, Marriott International faced stiff competition from other hotel chains and lodging providers that also sought to meet the needs of their guests. Marriott's market positioning and how it stacks up against the competition may be deduced from a review of the company's strategic choices.
[bookmark: _Toc141407427]Competing on Safety Measures:
Marriott's policy of placing a premium on the safety of both its guests and its employees gave the company an edge in the market. Improved cleaning and disinfection procedures, contactless services, and social distancing measures are only some of the health and safety precautions introduced by the firm (Rosner et al., 2019). This strategy positioned Marriott as a safe and dependable option for worried travellers during the epidemic. Potential consumers may have opted for Marriott over competitors that failed to effectively convey and execute equivalent safety precautions.
[bookmark: _Toc141407428]Flexibility in Booking and Cancellation Policies:

Because of the unpredictability brought on by the pandemic, Marriott let customers to make changes to or cancel their bookings without incurring any fees (Claudy et al., 2021). When compared to rivals with more stringent regulations, this focus on customers stood out. It was attractive to vacationers who, in these unpredictable times, wanted the peace of mind that comes with adaptable plans.
[bookmark: _Toc141407429]Digital and Contactless Services:

The digital and contactless services provided by Marriott were made possible by the hotel's use of cutting-edge technology. Convenience for customers was increased via the use of fewer physical touchpoints thanks to mobile check-in and check-out, digital room keys, and mobile concierge services (Frank et al., 2023). Marriott was able to differentiate itself from rivals who were slower to implement technology-driven solutions because to its embrace of digital innovations.
[bookmark: _Toc141407430]Targeting Local and Regional Markets:

During times of travel restrictions and decreased international travel, Marriott redirected its efforts to concentrate on local and regional markets (Milwood & Crick, 2021). This strategy let Marriott capitalise on the growing demand for domestic travel and, by targeting particular regions with tailored marketing messages, meet the individual wants and requirements of those in those areas. It's possible that rivals who depended significantly on foreign visitors had it tougher at this time.
[bookmark: _Toc141407431]Marketing Personalization:

Marriott's marketing initiatives that focused on personalisation and customisation gave the company an edge over its rivals. With the use of data analytics and consumer insights, the business might target certain demographics with specialised offers and bundles (Quach et al., 2020). This individualised strategy enhanced relationships with clients and prompted more purchases. It's possible that rivals that used more basic marketing messaging failed to capture buyers' attention.

[bookmark: _Toc141407432]Brand Reputation and Loyalty Programmes:

During the crisis, Marriott relied heavily on its already-established brand reputation and loyalty programmes like Marriott Bonvoy (Afaq et al., 2023) to keep guests coming back. The perks and incentives of the loyalty programme kept consumers loyal to Marriott even in tough economic times. It's possible that the effect on customer retention was greater for competitors with weaker loyalty programmes or lesser-known brands.
[bookmark: _Toc141407433]Impact of Technology in Marriott's Strategies During the Covid Crisis:
Technology's participation in Marriott's marketing strategy during the Covid crisis was crucial, since it allowed the corporation to respond to shifting customer tastes and spending habits.
a) Digital Marketing:Social media, email campaigns, and online ads were just some of the digital marketing platforms that Marriott used to reach out to guests, increase interaction, and spread the word about its new and improved safety protocols (Pantulu, 2021).

b) Keeping in touch: Technology allowed Marriott to keep in constant contact with its stakeholders, allowing for immediate information on security measures, travel bans, and specials (Pantulu, 2021).

c) Global expansion: Despite travel limitations, Marriott was still able to contact with consumers throughout the world because to the company's innovative use of technology, which boosted the hotel's name recognition and customer loyalty (Pantulu, 2021).
[bookmark: _Toc141407434]Analysing the Effectiveness of Marriott International's Advertising During the Covid Crisis:
In order to succeed in the wake of the Covid-19 issue, Marriott International used a number of advertising approaches. The effectiveness of these approaches may be assessed by looking at how they altered key performance indicators and the results for stakeholders. Marriott's marketing activities during the epidemic were evaluated using a variety of measures.
[bookmark: _Toc141407435]Guest Satisfaction Metrics:

Guest Satisfaction Scores, Online Reviews, and Guest Feedback were all ways that Marriott tracked how satisfied its guests were. Customer reviews and ratings showed that the company's marketing initiatives, which included customised deals, contactless payments, and adaptable scheduling, were highly received (Grégoire & Mattila, 2021). High levels of visitor satisfaction suggest that Marriott was effective in meeting the demands of its guests and exceeding their expectations throughout the epidemic.
[bookmark: _Toc141407436]Brand Perception and Sentiment Analysis:

Social media listening and sentiment analysis technologies helped Marriott understand how its brand was being received by consumers and the public at large throughout the crisis (Grégoire & Mattila, 2021). The effectiveness of Marriott's marketing initiatives in reaffirming the brand as a trusted and compassionate hospitality provider, especially in trying circumstances, would be shown by positive sentiment and favourable brand perception.
[bookmark: _Toc141407437]Revenue and Occupancy Levels:

As a direct gauge of the success of its marketing during the Covid issue, Marriott looked at its revenue and occupancy rates (Milwood & Crick, 2021). An increase in revenue and occupancy rates would indicate that the company's marketing initiatives were successful in drawing in guests and keeping the cash register ringing.

[bookmark: _Toc141407438]Employee Engagement and Satisfaction: 
By using surveys and other feedback mechanisms, Marriott was able to get information into the efficacy of its internal marketing initiatives (Milwood & Crick, 2021). Employees who are highly invested in their job show that Marriott's efforts to promote their health and happiness in the workplace have had a beneficial effect on the company's culture and work environment.
[bookmark: _Toc141407439]Return on Investment (ROI):

To ascertain the efficiency and efficacy of its marketing activities and initiatives, Marriott calculated their Return on Investment (ROI) (Claudy et al., 2021). A high return on investment (ROI) suggests that the marketing efforts helped boost the company's bottom line.
[bookmark: _Toc141407440]Customer Loyalty and Retention:

Afaq et al. (2023) note that Marriott measured the performance of its marketing efforts in generating customer loyalty and repeat reservations by keeping tabs on client retention rates and repeat bookings. An increase in the percentage of returning customers would indicate that Marriott was successful in its attempts to connect with and please consumers throughout the crisis.

Even if Marriott's marketing efforts during the Covid crisis were unsuccessful, the corporation still would have been able to exert control over marketing activities by taking the following steps:

· Marriott may have realigned its strategy in light of shifting customer preferences and competitive dynamics. The firm may have been better prepared to take advantage of new possibilities if its goals and strategies had been better aligned.

· Data-driven insights from consumer feedback, surveys, and market research would have helped Marriott identify client preferences and adjust their marketing strategy appropriately (Frank et al., 2023).

· If Marriott had adopted an agile marketing strategy, it might have responded swiftly to changing market conditions and adjusted its marketing efforts accordingly (Frank et al., 2023).

· Investment in digital marketing and technology would have helped Marriott reach and connect with consumers, particularly in the absence of many opportunities for face-to-face contact (Pantulu, 2021).

· Supporting communities and bolstering its brand image during the crisis might have been achieved by collaboration with local partners and stakeholders (Afaq et al., 2023) at Marriott by working together.

· Torres (2023) explains that successful crisis management and response depend on open and honest communication with all relevant parties, including consumers and workers.

Positive visitor happiness, elevated brand reputation, and resiliency in revenue creation all point to the efficacy of Marriott International's marketing initiatives during the Covid issue. Marriott was able to successfully handle the obstacles provided by the pandemic by tracking key performance measures and using consumer and staff feedback. However, in order to fine-tune marketing activities and guarantee long-term success in the ever-changing corporate scene, constant review and flexibility remain important.

[bookmark: _Toc141407441]Task 2- Managerial Implication on Marketing Strategies Implemented by Marriott International during the Covid Crisis
[bookmark: _Toc141407442]Prioritize Customer Safety and Well-being:

Prioritising consumer safety and well-being as a central marketing strategy is essential, as seen by Marriott's focus on safety precautions following the Covid-19 issue. Consumers place a premium on cleanliness and safety during times of economic uncertainty, according to the findings of a recent study (Claudy et al., 2021). Hospitality management may take advantage of this trend by spending money on thorough health and safety processes, following relevant government regulations, and informing guests about these initiatives. Hotels that make their guests feel secure are more likely to have repeat guests and get rave reviews from their patrons.
[bookmark: _Toc141407443]Flexibility in Policies:

Marriott's use of more accommodating cancellation and reservation rules during the epidemic was a smart decision. Customers like the freedom to make adjustments during times of crisis and uncertainty (Rosner et al., 2019). Not just in times of crisis, but also throughout daily operations, managers should understand the value of adaptable policies. Policy changes like this may provide businesses an edge in the market and boost consumer loyalty. Customers' experiences and loyalty may both benefit from more flexible rules, even under typical conditions.

[bookmark: _Toc141407444]Leverage Technology for Contactless Services: 

Guests at Marriott hotels might enjoy a more secure and hassle-free stay thanks to the hotel's use of digital technologies including mobile check-in, digital room keys, and contactless services. Managers could take use of technology to provide comparable contactless services once the pandemic hastened their adoption (Frank et al., 2023). Spending money on digital solutions for check-ins, payments, and communication may boost productivity, adapt to customers' evolving tastes, and increase their involvement. Better customer happiness and loyalty are possible outcomes of using digital technology into the customer experience.
[bookmark: _Toc141407445]Focus on Local and Regional Markets:

Marriott's strategy during travel bans was to focus on local and regional markets in order to capitalise on home demand. Managers should use a regionalized marketing tack, adjusting their campaigns and products to better suit their target audiences where they live (Milwood & Crick, 2021). Developing deeper ties with consumers and propelling expansion into new areas requires an understanding of regional preferences and cultural norms. In addition, strengthening ties with neighbourhood establishments and sights may boost both the entire visitor experience and your business's competitive edge.
[bookmark: _Toc141407446]Invest in Personalized Marketing:

Marriott's success with personalised marketing shows the value of investing in data-driven approaches. In order to provide customised services and relevant advertisements, managers should put money into data analytics and consumer insights (Quach et al., 2020). Customer engagement, conversion rates, and loyalty may all improve with some personalised touches. Hotels may improve customer connections and brand loyalty by sending personalised marketing communications to each guest.
[bookmark: _Toc141407447]Leverage Brand Reputation and Loyalty Programs:

Maintaining client loyalty was crucial throughout the crisis, and Marriott was able to do so in large part because to its reward programmes and strong brand recognition. Afaq et al. (2023) advise that managers keep improving their loyalty programmes and capitalising on brand equity to retain and bring in consumers. Successful loyalty programmes may increase customer retention, strengthen brand loyalty, and provide businesses an edge in the marketplace. Spending money on creating a brand's reputation and consumer trust may pay off in the form of increased sales and devoted customers.

[bookmark: _Toc141407448]Be Agile and Adaptable:
 The Covid-19 crisis taught us the value of quick thinking and flexibility when confronted with the unexpected. Gbadamosi (2019) suggests that managers encourage a culture of creativity and adaptability in their workplaces. In order to remain ahead of the competition and satisfy the changing demands of their customers, businesses need to be able to swiftly adapt their marketing strategy. Managers may be better prepared to take advantage of opportunities and mitigate threats by keeping a close eye on market developments and consumer feedback.
[bookmark: _Toc141407449]Crisis Communication and Reputation Management:

The importance of crisis communication and reputation management was shown by Marriott International's marketing responses to the Covid-19 controversy. Maintaining openness, responding to consumer complaints, and controlling the public's impression all depend on clear and concise communication during a crisis (Torres, 2023). Managers should have a clear strategy for handling a crisis, including who will speak for the company and what they will say. Hotels may prevent irreparable harm to their image and gain their guests' confidence by keeping them informed of ongoing security and operational improvements and future plans.
[bookmark: _Toc141407450]Sustainability and Social Responsibility:

Marriott's dedication to social responsibility was on display throughout the epidemic via its aid to local communities and frontline personnel. Sustainability and social activities are highly valued by consumers, especially millennials and Generation Z, according to a recent study (Pantulu, 2021). Sustainability initiatives should be communicated to consumers and included into marketing plans. Socially aware customers are more likely to identify with a company that makes an effort to give back to the community and use ethical business practises.
[bookmark: _Toc141407451]Task 3 - Recommendations for Improving Marketing Strategies in the Post Pandemic Era
[bookmark: _Toc141407452]Improve Techniques That Focus On The Customer:
Marriott International should maintain its focus on customer security, convenience, and individualised service by expanding on the customer-first strategy it implemented throughout the epidemic. Detailed market research and consumer surveys may provide light on how travellers' tastes and expectations have changed in the wake of the pandemic (Frank et al., 2023). With this data-driven strategy, Marriott can cater to the unique requirements of its many consumer groups, increasing satisfaction across the board.
[bookmark: _Toc141407453]Flexibility and Agility:

The tourism industry's post-pandemic recovery may bring similar levels of uncertainty, therefore Marriott should maintain the same level of adaptability it showed throughout the crisis. This necessitates maintaining a degree of flexibility in the face of ever-shifting market circumstances, regulatory frameworks, and consumer preferences (Quach et al., 2020). Marriott has to put money into creating dynamic pricing models so it can swiftly adjust prices based on demand. The business should also keep its operations compact and flexible to facilitate timely decision making and resource distribution.

[bookmark: _Toc141407454]Sustainability and Social Impact: 

If Marriott wants to appeal to eco-conscious vacationers, it needs keep up and even increase its sustainability efforts. This involves using less energy, recycling more, and giving back to the community via tourism (Milwood & Crick, 2021). Promoting these initiatives openly to clients will increase the company's credibility and draw in more environmentally concerned vacationers.

[bookmark: _Toc141407455]Leverage Technology for Seamless Experiences:

Despite the epidemic, consumer engagement remained high thanks in large part to technological advancements. This shift is an opportunity for Marriott, which could capitalise by further incorporating technology into its business processes and guest services (Pitardi & Marriott, 2021). Guests will have a pleasant and secure stay if hotels invest in contactless check-in and check-out, mobile applications for room control and concierge services, and other smart room amenities. Marriott will also be able to provide visitors with tailored discounts and suggestions based on their individual tastes and actions thanks to the use of data analytics and artificial intelligence-driven capabilities.
[bookmark: _Toc141407456]Local Marketing and Partnerships:

Since going abroad might be risky business, Marriott should concentrate on boosting home and regional tourism instead. Regional tourists may be enticed with attractive packages created via partnerships with local companies, attractions, and event organisers (Gbadamosi, 2019). Marriott may reach its target audience more efficiently if it uses digital marketing and social media to focus on particular regions.
[bookmark: _Toc141407457]Strengthen Loyalty Programs:

In order to maintain and recruit consumers, Marriott should continue to invest in its loyalty services, which proven to be a key asset throughout the crisis. Guests are more likely to choose Marriott if the company increases the value of their membership, provides access to unique activities, and offers rewarding incentives (Afaq et al., 2023). The success of a loyalty programme may be improved via the use of data analytics to get a deeper understanding of programme participants and provide them with more relevant offers.

[bookmark: _Toc141407458]Restoration and Reconstruction:

Stakeholder communication is going to be very important in the post-pandemic future. According to the research of Rosner et al. (2019), Marriott should launch preventative communication efforts that emphasise the company's road to recovery and dedication to safety. Customers will have more faith in the firm and its products if they hear about its successes, staff efforts, and community support activities.

[bookmark: _Toc141407459]Spend money on employee health and education:
The loyalty and hard work of the Marriott team is crucial to the success of the company's marketing initiatives. Investment in training programmes that provide employees with the knowledge and abilities to provide superior customer service is essential (Grégoire & Mattila, 2021). Moreover, a motivated and customer-focused staff will emerge from prioritising employee well-being and giving assistance during difficult situations.
[bookmark: _Toc141407460]Conclusion
As a result, in the post-pandemic period, Marriott International may strengthen its marketing strategy by emphasising customer centricity, adaptability, sustainability, technological integration, local marketing, loyalty programmes, communication, and staff training. These suggestions are doable within Marriott's means and will set the firm up for success in the dynamic travel market since they are founded on management implications taken from Marriott's solutions during the Covid-19 issue.Marriott International, as it moves forward in the post-pandemic age, has to keep a close eye on the success of its advertising initiatives. Implementing key performance indicators (KPIs) and metrics, such as customer satisfaction ratings, occupancy rates, revenue per available room (RevPAR), and return on marketing investment (ROMI), would give useful data for monitoring success and finding areas for development (Litvin, 2023). Marriott can better adapt to the ever-evolving hospitality business via the systematic examination and reevaluation of its marketing initiatives, which will enable the company to make choices based on hard facts. Marriott will be in the best possible position for long-term development and success after the epidemic if the company continues to prioritise innovation and listen to consumer feedback.
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