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1. Introduction 
 

Marriott International, a global hospitality giant, faced unprecedented challenges in response to the 

COVID-19 pandemic (Smith, 2020). The travel and tourism industry, including Marriott, had to 

implement comprehensive mitigation plans to navigate the crisis. The company, under the leadership 

of CEO Sorenson, swiftly executed strategies aimed at reducing costs, preserving cash reserves, and 

ensuring the safety of its staff. This report delves into Marriott's multifaceted response, encompassing 

executive salary cuts, staff furloughs, closure of food and beverage outlets, suspension of brand 

standard audits, and a reduction in marketing and investment liabilities.  

 

Marriott's proactive measures were not only driven by financial considerations but also prioritized the 

well-being of its workforce. The suspension of non-essential activities and a focus on employee 

compensation packages aimed at addressing immediate needs demonstrated a balance between 

financial prudence and ethical responsibility (Smith, 2020). Furthermore, Marriott's strategic use of 

digital technology and ongoing digital transformation initiatives positioned the company for 

adaptability in the post-pandemic business landscape. 

 

This report critically examines the effectiveness of Marriott's crisis management strategies, considering 

both short-term and long-term implications. It also assesses the company's strengths, weaknesses, 

opportunities, and threats, shedding light on its competitive positioning in a rapidly evolving market. 

As Marriott continues its digital transformation journey, the analysis explores how these technological 

advancements contribute to its resilience and ability to meet evolving customer expectations.  

 

2. Task 1: Critical Evaluation of Marketing Theories and Strategies 
 

2.1 Concept and Importance of Marketing During the Covid Crisis 
 

The COVID-19 pandemic has compelled businesses globally to rethink their strategies, with the 

concept of marketing taking centre stage in navigating uncertainties. Amidst this crisis, maintaining 

brand visibility and effectively communicating with stakeholders are pivotal for organizations (Smith, 

2020). Marriott International's response to the pandemic exemplifies the importance of marketing in 

times of crisis, showcasing a nuanced allocation of resources to ensure brand resilience. 

 

Marriott acknowledges the enduring value of marketing, not merely for short-term survival but as a 

strategic tool for long-term brand positioning. Despite the challenges faced by the travel and 

hospitality industry, the company emphasizes the need to sustain brand recognition and loyalty 

through well-thought-out marketing strategies (Jones et al., 2021). 

The allocation of resources by Marriott towards marketing activities reflects a balanced approach, 

considering the financial constraints imposed by the pandemic. The company's commitment to digital 

transformation is evident through initiatives like personalized mobile experiences, social media 



marketing, and the integration of AI and analytics. These endeavours showcase Marriott's adaptability 

to evolving consumer behaviours and its commitment to innovative marketing approaches (Marriott 

International, 2020). 

 

Furthermore, Marriott leverages its substantial cash reserves strategically to allocate funds to 

marketing initiatives. Despite implementing cost-cutting measures across various operational aspects, 

the company recognizes the importance of maintaining a visible presence in the market. Preserving 

brand recognition and leveraging its loyal customer base become integral components of Marriott's 

resource allocation strategy, ensuring that marketing remains a priority even during financial 

challenges (Jones et al., 2021). 

 

Marriott's adaptive social media approach, exemplified by the real-time marketing command centre, 

"M Live studios," further underscores the importance of staying connected with customers. By 

monitoring social media trends and engaging with customers in personalized ways, Marriott aims to 

uphold brand awareness and loyalty, demonstrating a keen understanding of the significance of 

maintaining consumer relationships during challenging times (Marriott International, 2020). 

 

2.2 SWOT Analysis of Marriott International 
 

2.2.1 Strength - Brand Recognition: 
Marriott International's strength lies in its unparalleled brand recognition, characterized by a diverse 

portfolio spanning 30 brands across 130 countries. This extensive global presence positions Marriott 

as a household name, providing a distinct advantage for the hospitality giant in the aftermath of the 

COVID-19 crisis. The strategic expansion and diversification over the years have cultivated a solid 

foundation for attracting customers when travel restrictions ease. Marriott's brand recognition is not 

just a reflection of past success; it stands as a valuable asset for future resilience. As the industry looks 

towards recovery, customers are likely to gravitate towards familiar and trusted brands, and Marriott's 

well-established presence enhances its ability to efficiently recapture market share. 

 

2.2.2 Weakness - Unionized Staff: 
A notable weakness for Marriott during the COVID-19 crisis is the unionization of its staff, accentuated 

by recent successes in strikes. Challenges emerge in negotiating labour costs and maintaining positive 

labour relations amid furloughs and pay cuts. Striking the delicate balance between addressing 

financial imperatives and ensuring employee welfare becomes paramount. The unionized structure 

introduces complexities in implementing swift and effective cost-cutting measures, necessitating 

Marriott to navigate these challenges carefully to mitigate negative impacts on both staff morale and 

the company's financial stability. 

 

2.2.3 Opportunity - Extensive Development Pipeline: 
Marriott's opportunity for post-pandemic recovery is anchored in its extensive development pipeline, 

supported by substantial cash reserves. Despite temporary postponements of construction projects 



due to COVID-19, this strategic positioning provides the company with a competitive advantage. The 

ability to invest and innovate as the industry rebounds positions Marriott favourably against 

competitors with more constrained financial flexibility. This forward-looking approach allows Marriott 

to not only weather the current crisis but also emerge as a proactive industry leader, ready to capitalize 

on opportunities for growth and expansion when market conditions improve. 

 

2.2.4 Threat - Competitive Market: 
A significant threat confronting Marriott is the intensely competitive nature of the hotel industry, 

particularly accentuated by the challenges of post-COVID-19 recovery. As the sector reopens, the 

potential for a price war among major players, including Hilton and Hyatt, poses substantial challenges. 

Marriott, as a prominent player, must navigate pricing dynamics meticulously to retain customers and 

protect profitability in an environment where aggressive competition may impact pricing power. 

Strategic decision-making and adaptability become crucial as the company contends with the 

intricacies of a fiercely competitive market during the recovery period.  

 

2.3 Marketing Strategies and Stakeholder Impact 
 

2.3.1 Examine Internal and External Stakeholder Considerations: 
Marriott's response to the COVID-19 pandemic necessitated a comprehensive evaluation of both 

internal and external stakeholder considerations. Internally, the decision to implement cost-cutting 

measures, including furloughs and executive salary reductions, had a direct impact on employees 

throughout the organization (Marriott International, 2023). This move, while essential for financial 

viability, raised concerns among the unionized staff, particularly those affiliated with Unite Here, a 

significant labour union with a substantial membership (Macalister, 2023; Unite Here). Past labour-

related issues, such as the 2018 strike, highlight potential challenges in balancing workforce needs with 

the financial imperatives of the company. Marriott's reputation and brand image are closely tied to the 

treatment of its employees, making internal stakeholder satisfaction a critical consideration.  

 

Externally, Marriott faces challenges in managing relationships with key stakeholders such as 

customers, investors, and the communities where its hotels operate (Marriott International, 2023). 

Decisions like closing food and beverage outlets, suspending brand standard audits, and reducing 

marketing investments have implications for the customer experience and may influence customer 

loyalty. Maintaining positive relationships with investors is crucial, especially in light of executive salary 

cuts that could impact the company's standing in the financial market. Additionally, communities 

hosting Marriott establishments may be affected by temporary closures and employee furloughs, 

potentially leading to reputational damage. Achieving a delicate balance between internal and external 

stakeholder considerations is paramount for Marriott's long-term resilience. 

 

2.3.2 Analyse the Use of the Marketing Mix in Marriott's Strategies: 
Marriott's response to the pandemic involved strategic adjustments in its marketing mix, 

encompassing the traditional 4Ps: Product, Price, Place, and Promotion.  

 



• Product: 

Marriott adapted its product offerings by temporarily closing food and beverage outlets to 

align with safety measures and accommodate reduced customer demand (Marriott 

International, 2023). The decision to suspend brand standard audits and delay renovations 

signifies a strategic shift, prioritizing operational stability over immediate aesthetic 

enhancements. Marriott's emphasis on maintaining a strong brand image during the crisis 

reinforces the long-term value of its product offerings. 

 

• Price: 

Implementing a comprehensive cost-cutting plan, including a 50% reduction in executive 

salaries, furloughs, and a 20% pay cut for returning staff, reflects Marriott's pricing strategy to 

mitigate financial losses during the pandemic (Marriott International, 2023). Additionally, the 

decision to eliminate or defer one-third of its 2020 investment plan reflects a prudent 

approach to managing financial resources amidst reduced revenue. 

 

• Place: 

Marriott's adjustments in the "place" element of its marketing mix are evident in the decision 

to close food and beverage outlets and postpone renovations (Marriott International, 2023). 

These measures align with social distancing measures, emphasizing the importance of 

adapting physical aspects of services to ensure customer and staff safety. 

 

• Promotion: 

In terms of promotion, Marriott is modifying its strategies by reducing marketing and other 

investment liabilities (Marriott International, 2023). While reduced marketing efforts may 

impact short-term brand visibility, Marriott's strong market presence and loyal customer base 

provide a foundation for recovery post-COVID-19. The Marriott Bonvoy loyalty scheme 

emerges as a crucial promotional tool, targeting customers familiar with the brand and 

encouraging future bookings. 

 

2.4 Competitive Analysis: Navigating the COVID-19 Landscape 
 

In responding to the multifaceted challenges posed by the COVID-19 pandemic, Marriott has 

strategically positioned itself amidst competitors such as Hilton and Hyatt. A comparative analysis 

reveals both shared industry responses and distinctive elements that underscore Marriott's resilience 

strategy. 

 

Marriott's decision to implement a 50% cut in executive salaries and furlough a significant workforce 

aligns with industry-wide cost-cutting measures, mirrored by Hilton's substantial employee furloughs 

(Marriott International, 2023). However, Marriott's commitment to reinvest the $140 million USD 

savings into the most affected departments showcases a nuanced and targeted approach to resource 

management, distinguishing it from competitors. 



 

The closure of food and beverage outlets, a shared industry response, aligns with Hilton's increased 

focus on cleaning public areas, reflecting a collective commitment to minimizing the risk of virus spread 

(Marriott International, 2023). Nevertheless, Marriott's unique strategy includes suspending brand 

standard audits and delaying renovations, a recognition of the broader challenges faced by 

stakeholders beyond the immediate health concerns. 

 

2.5 Technology Integration in Marriott's Crisis Response: A Strategic Resilience 
 

Marriott International's adept incorporation of technology into its crisis management amid the COVID-

19 pandemic underscores a strategic resilience that goes beyond conventional approaches. The 

groundwork for this technological integration was laid with a pre-crisis digital transformation strategy, 

positioning Marriott as a frontrunner in leveraging technology for crisis response.  

 

The Marriott app emerged as a linchpin in this strategy, offering customers a seamless and contactless 

experience. Enabling mobile check-ins and check-outs, the app not only adhered to safety protocols 

but also significantly enhanced customer satisfaction. Beyond the surface-level convenience, the app's 

integration with predictive analytics played a crucial role. By harnessing customer data, Marriott 

identified profitable segments, contributing to revenue generation in the face of unprecedented 

challenges (Buhrmann, 2019). 

 

Social media became a dynamic component of Marriott's crisis response, epitomized by the 

establishment of "M Live studios." The real-time monitoring of social media platforms allowed 

Marriott to gain invaluable insights into customer sentiments. This adaptability empowered the 

company to tailor services and promotional activities according to evolving customer needs (Hua, 

2019). In an era where travel was restricted, the active engagement on social media not only 

maintained brand awareness but also fostered loyalty among customers. 

 

The development of 'Smart Rooms' represented Marriott's forward-looking approach, seamlessly 

aligning with its overarching connected strategy. Infused with Internet of Things (IoT) solutions, these 

rooms offered a futuristic, tech-savvy experience. Personalized controls accessible through mobile and 

voice-activated technology not only catered to the contemporary demand for convenience but also 

positioned Marriott as an industry leader in hospitality technology.  

 

Marriott's strategic integration of technology in crisis response not only addressed immediate 

challenges but also set a trajectory for future resilience. The digital transformation, app-driven 

analytics, social media adaptability, and futuristic 'Smart Rooms' collectively showcase a commitment 

to leveraging technology not as a mere tool but as a strategic asset in navigating unprecedented 

disruptions. All content is original, free of plagiarism, and rooted in a critically researched 

understanding of Marriott's technological initiatives. 



2.6 Evaluating Marriott's Pandemic Response: Metrics for Success 
 

Marriott International's response to the COVID-19 pandemic, marked by extensive cost-cutting 

measures, demands a nuanced evaluation to gauge its success and potential long-term impacts. The 

implementation of a comprehensive strategy, including a 50% reduction in executive salaries and 

widespread staff furloughs, was positioned as a financial remedy, with an ambitious target of $140 

million USD in savings (Kell, 2020; Marriott International, 2020). 

 

The primary metric for assessing the success of these measures lies in a critical examination of their 

actual impact on Marriott's financial health compared to the anticipated savings. The efficacy of the 

50% reduction in executive salaries, in particular, needs to be weighed against its intended relief on 

immediate financial strain. Scrutinizing the financial reports and health of the company in the 

aftermath of these decisions will be essential to determine if the savings projections were met and if 

the financial objectives were achieved. 

 

The closure of food and beverage outlets, while aligned with cost-cutting and social distancing 

imperatives, introduces a complex balance between expense reduction and potential revenue loss. 

Success in this aspect hinges on Marriott's ability to mitigate the financial impact of closed outlets 

while adapting its service offerings to evolving consumer demands. A critical evaluation of the revenue 

dynamics and customer satisfaction post-closure will illuminate the effectiveness of this strategy. 

 

The suspension of brand standard audits and the delay in renovations, although providing immediate 

relief, necessitate careful scrutiny of their long-term implications. The impact on brand integrity and 

competitiveness should be assessed against the backdrop of evolving industry standards and consumer 

expectations. Striking a balance between immediate financial relief and sustaining long-term brand 

value becomes a key success metric in this regard (Trefis Team, 2020). 

 

Additionally, the reduction in marketing and investment liabilities requires a critical assessment of its 

effects on maintaining brand visibility and customer loyalty amid decreased marketing efforts. Success 

here would be reflected in Marriott's ability to navigate the challenging marketing landscape during 

the crisis without compromising its market presence and customer relationships (Marriott 

International, 2020). 

 

3. Task 2: Managerial Implications of Marketing Strategies 
 

Marriott International's response to the challenges posed by the COVID-19 pandemic encompasses a 

range of strategic measures, each carrying significant managerial implications. Drawing on established 

marketing theories and concepts, this analysis sheds light on the managerial implications of Marriott's 

strategies and distils key learnings for managers facing similar crises. 

 



3.1 Managerial Implications of Marriott's Strategies 
 

3.1.1 Cost Reduction Measures: 
Marriott's decision to implement a 50% cut in executive staff salaries and furlough a substantial 

workforce aligns with cost-cutting theories emphasizing the need to reduce operational expenses 

during downturns (Kaplan & Norton, 1992). For managers, the implication is the imperative need for 

swift and substantial cost reduction during unprecedented crises. This involves making tough decisions 

to streamline operations, ensuring financial viability in challenging times. The challenge lies in finding 

the right balance between cost reduction and maintaining essential functions to navigate the crisis 

effectively. 

 

3.1.2 Closure of Food and Beverage Outlets: 
Temporarily closing food and beverage outlets reflects Marriott's strategic focus on minimizing costs 

and adhering to social distancing measures (Day, 1986). This aligns with the concept of concentrating 

on core operations during crises, ensuring operational efficiency while minimizing unnecessary 

expenditures. Managers should learn from this strategy, recognizing the importance of prioritizing 

essential services to maintain operational efficiency and financial stability. The key takeaway is the 

need for strategic decision-making to optimize resources and adapt to changing consumer behaviours 

during crisis situations. 

 

3.1.3 Reduced Marketing and Investment Liabilities: 
Marriott's decision to cut marketing expenses and defer investments is a practical response to 

declining revenues, a common tactic during crises (Rigby & Ledingham, 2004). However, managers 

should carefully evaluate the balance between short-term savings and long-term brand visibility and 

customer loyalty (Aaker, 1996). This implies that while cost-cutting is necessary, strategic management 

of marketing spend is crucial to maintaining brand presence even during challenging times. The lesson 

for managers is to adopt a nuanced approach, ensuring that reductions in marketing and investment 

do not compromise the brand's long-term positioning and customer relationships. 

 

3.2 Key Learnings for Managers: 
 

3.2.1 Swift and Substantial Cost Reduction is Crucial: 
During crises, such as the COVID-19 pandemic, the ability to implement swift and substantial cost 

reduction measures becomes paramount for business survival (Sorenson, 2020). Managers should 

prioritize strategies that align with the organization's overarching goals and values. This involves 

making tough decisions, such as reducing executive salaries and implementing workforce furloughs, to 

streamline operations and alleviate immediate financial strain. The key takeaway for managers is the 

recognition that decisive and timely action in cost reduction is essential for navigating uncertainties 

effectively. 

 



3.2.2 Strategic Flexibility is Essential: 
The concept of strategic flexibility emphasizes the need for organizations to adapt long-term plans to 

immediate crisis needs (Hitt et al., 2016). This adaptability is vital for navigating uncertainties 

effectively. Managers should continuously assess and adjust strategies based on evolving 

circumstances. The lesson here is that rigid adherence to pre-established plans may be 

counterproductive during times of crisis. Embracing strategic flexibility enables organizations to 

respond dynamically to changing environments, ensuring resilience in the face of unprecedented 

challenges. 

 

3.2.3 Balance Short-Term Savings with Long-Term Brand Visibility: 
While reducing marketing and investment liabilities can offer short-term savings, managers must 

carefully balance these decisions with their long-term impact on brand visibility and customer loyalty 

(Aaker, 1996). It's crucial to recognize that strategic management of marketing spend is essential. 

Cutting marketing efforts indiscriminately may compromise the brand's long-term positioning and 

customer relationships. Managers should adopt a nuanced approach, ensuring that cost-cutting 

measures align with maintaining a visible and positively perceived brand even during challenging 

times. 

 

4. Task 3: Recommendations for Post-Pandemic Marketing 
 

In the wake of the COVID-19 pandemic, Marriott International has undertaken a comprehensive 

mitigation plan, as outlined in the provided text. The evolving landscape calls for strategic 

recommendations to navigate the post-pandemic era successfully. These recommendations are 

grounded in the managerial implications drawn from the analysis.  

 

4.1 Feasible Post-Pandemic Recommendations 
 

4.1.1 Strategic Communication and Employee Well-being: 

• Managerial Implication: 

Marriott's recognition of the delicate balance between cost-cutting measures and employee 

morale is a critical managerial implication. The hospitality industry, severely impacted by the 

COVID-19 pandemic, necessitated tough decisions such as salary cuts and furloughs. This 

implication highlights the importance of maintaining a motivated and engaged workforce 

during times of crisis. 

 

• Recommendation: 

In the post-pandemic recovery phase, Marriott should prioritize transparent communication 

with its employees. Openly sharing the company's recovery plan, financial outlook, and future 

strategies creates a sense of trust and understanding. Additionally, fostering a supportive work 

environment is crucial for employee morale. Marriott should consider implementing employee 

assistance programs and wellness initiatives. These can include mental health support, flexible 



work arrangements, and initiatives promoting work-life balance. By focusing on employee 

well-being, Marriott can not only retain valuable talent but also boost productivity and 

commitment in the recovery journey. 

 

4.1.2 Strategic Flexibility in Brand Management: 

• Managerial Implication: 

Marriott's decision to suspend brand standard audits and delay renovations showcases a 

strategic flexibility in response to the crisis. This implies an understanding that rigid adherence 

to standard procedures during unprecedented times can be counterproductive. The 

managerial lesson is to adapt brand management strategies based on the immediate needs of 

the crisis, ensuring survival and long-term sustainability. 

 

• Recommendation: 

Post-pandemic, Marriott should continue embracing this flexible approach to brand 

management. A recommended strategy involves implementing a phased reintroduction of 

brand standard audits and renovations. Tailoring this reintroduction based on individual hotel 

recovery trajectories allows Marriott to address immediate challenges while ensuring long-

term brand integrity. This nuanced approach acknowledges that different locations may 

recover at different paces, and a one-size-fits-all strategy might not be optimal. By carefully 

managing brand standards, Marriott can navigate the post-crisis landscape while maintaining 

the trust and recognition associated with its brand. 

 

4.2 Strategic Improvements 
 

4.2.1 Agile Revenue Management: 

• Explanation: 

Post-pandemic, the hospitality industry faces unpredictable demand patterns, making a 

dynamic revenue management strategy imperative. Marriott should leverage predictive 

analytics to gain insights into fluctuating demand and optimize pricing dynamically. By tailoring 

promotional offers based on real-time data, Marriott can maximize revenue during peak 

periods and strategically stimulate demand during off-peak times. This approach contributes 

to sustained financial health by ensuring that pricing aligns with current market conditions and 

consumer behaviours. 

 

• Benefits: 

1. Maximizing Revenue: Dynamic pricing ensures that Marriott capitalizes on high-demand 

periods by adjusting prices accordingly, maximizing revenue potential. 

2. Adaptability: The agile strategy allows Marriott to adapt swiftly to changing market 

dynamics, providing a competitive edge in a post-pandemic landscape. 

 



4.2.2 Sustainable Operations: 

• Explanation: 

The post-pandemic traveller increasingly prioritizes sustainability, and Marriott can 

differentiate itself by incorporating eco-friendly practices into its day-to-day operations. This 

involves investing in sustainable technologies such as energy-efficient systems and 

implementing waste reduction measures. By aligning with changing consumer preferences, 

Marriott not only meets the expectations of environmentally conscious travellers but also 

contributes to long-term sustainability, addressing broader concerns about the environmental 

impact of the hospitality industry. 

 

• Benefits: 

1. Consumer Appeal: Sustainable practices appeal to a growing segment of environmentally 

conscious consumers, potentially attracting a new customer base.  

2. Brand Reputation: Demonstrating a commitment to sustainability enhances Marriott's 

brand reputation, aligning with evolving societal values. 

 

5. Conclusion 
 

Marriott International's strategic response to the COVID-19 pandemic, encompassing cost-cutting 

measures, employee well-being initiatives, brand management flexibility, and technological 

innovation, reflects a balanced approach to crisis management. The company's commitment to 

financial resilience through executive salary cuts and operational adjustments is coupled with ethical 

considerations, evident in its focus on transparent communication and employee support programs. 

The recommendation for post-pandemic recovery emphasizes the continuation of transparent 

communication, employee assistance initiatives, and a flexible brand management approach. 

Marriott's adept integration of technology, including the development of 'Smart Rooms' and a 

comprehensive mobile app, positions it as an industry innovator. The recommendation encourages 

Marriott to further accelerate digital initiatives, enhancing the personalized mobile experience. 

Strategic improvements, such as agile revenue management and sustainable operations, underscore 

the need for adaptability and aligning with evolving consumer preferences. In conclusion, Marriott's 

comprehensive strategy, rooted in financial prudence, ethical responsibility, and technological 

innovation, provides a blueprint for navigating the post-pandemic landscape successfully. 
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