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[bookmark: _Toc141018172]Task 1: Critical Evaluation of the Effectiveness of the Marketing Theories and Strategies Used by Marriott International during the Covid Crisis
[bookmark: _Toc141018173]1.1 Concept and importance of marketing during the Covid crisis
The concept of marketing refers to placing a focus on consumer needs and turning products into cash. Regardless of the size or nature of the firm, marketing has several benefits for business owners. There are around 8000 Marriott hotels globally and ADR is 145.56 USD (Statista.com, (2022). These figures shed light on the significance of the marketing measures the hotel took throughout the pandemic. The company’s initiatives assist in maintaining proper hotel chains and can compete in the travel and tourism industry. 
In order to deal with the pandemic impact, it has become crucial for marketers to maximise research and take appropriate action. The well-known hotel company Marriott International modified its marketing strategies and distribution channels (Nikbin et al. 2022). In order to offset the revenue loss brought on by the lockdown, Marriott focuses on cutting back on marketing-related programmes. 
The hotel has utilised a variety of marketing strategies to raise its profile and draw more guests. Additionally, Marriott’s primary goal was to engage its customers, which increased its customer base during the financial crisis (Sadiku-Dushi et al. 2019). The increasing levels of uncertainty during global pandemic, several financial markets reacted to its occurrence. Marriott is considering using social media to reach hotel guests and improve customer engagement. The hotel chain has allocated its resources carefully in order to respond to the crisis in a way that puts the hotel’s long-term viability first. 
[bookmark: _Toc141018174]1.2 SWOT analysis of Marriott International during the Covid crisis
	Strength
· Strong market image across 30 brands in 130 nations 
· Strong brand recognition around the globe
· Good cash reserve for usage in the future and during times of crisis 	
	Weakness 
· Unionised staff in the US 
· Strength of Union can pose threat during the time of crisis 
· The number of debts is rising to $65 million

	Opportunities 
· Presence of joint venture 
· Strong operational network
· Having presence of long investment pipelines 	

	Threats 
· Operating in a highly competitive business, such as Hilton, IHG and Wyndham 
· Presence of similar major chains in the market 
· Potential threat of insolvency during the pandemic 


Table 1: SWOT analysis 
(Source: MarketLine case studies, 2020) 
Marriott International has a sizable presence and solid brand recognition in the international market. Businesses may build a positive impression of a big section of their customers and understand their perceptions by leveraging the visibility and recognition of a brand. The corporation has $225 in cash in 2019, which could be a positive feature (Macrotrends.net, 2023). This was the hotel’s primary competitive advantage during the Covid 19 pandemic. Despite this, the hotel can meet a positive market reputation due to the presence of 30 brands in 130 different nations. 
Marriott may expand its business market and prosper even during a market crisis. Despite the global pandemic, it has extensive investment pipelines that allow for achieving a competitive edge (MarketLine case studies, 2020). Hotels have used to get over the crisis by having a strong operational network and taking part in collaborative ventures. 
Despite its advantages and qualities, Marriott has a number of flaws that need to be addressed if the management of the hotel wants to operate more effectively. Marriott may face difficulties as a result of the “Unite Here” influence on the labour market (MarketLine case studies, 2020). In addition to this, the hotel business may suffer from its current debts (Zhang et al. 2023). Bad debts can cause a business to collapse in a number of ways and can have a detrimental effect on the business climate.  During Covid, this hotel’s bad debt was $65 million (Spglobal.com, 2020). The bad debt affected the business of Marriott as they were unable to meet the market needs. In order to overcome obstacles, it is crucial for the company to concentrate on the union and debt. 
Competitors like Hilton and Accor are also succeeding in business. The prospect of bankruptcy is incurred in Marriott because the pandemic issues result in a significant loss for the hotel across all of its global business. 
[bookmark: _Toc141018175]1.3 Marketing strategies deployed by Marriott International during the Covid Crisis
The outbreak of global pandemic has a negative effect on the tourism sector’s operations. In these conditions, a number of businesses concentrate on implementing digital marketing tactics for the benefit of the company. However, in order to handle the issue, Marriott International also adopted marketing plans that took the crisis and the effects of the Covid- 19 on the industry into account. In order to meet the problem of the global pandemic, this hotel reduces its investment liabilities. 
Marketing mix for Marriott International 
Product 
The properties that produce the most revenue for Marriott International are its core goods and services. In order to enhance the experiences of external stakeholders, such as customers, the corporation frequently focuses on the construction of “smart rooms”. The technology and related solutions are flexible for taking on the loss during the pandemic. 
Pricing strategy
In order to draw customers and strengthen brand loyalty, pricing strategy is crucial. Marriott frequently concentrates on this tactic to improve business connections with external stakeholders (MarketLine case studies, 2020). The Marriott International adopts dynamic pricing and seasonal pricing to adapt in the market conditions. This hotel chain concentrates on providing the appropriate product at the right price to the clients, by using demand and supply pricing strategies. 
Place
During the Covid pandemic, the hotel chain typically searches for new locations. Marriott International opened a brand-new hotel in Puerto Rico despite the pandemic’s problems. Additionally, the company’s primary objective is to select the place based on the natural beauty that draws clients (MarketLine case studies, 2020). 
Promotion
Marriott International used mobile platforms to advertise the brand throughout the global pandemic and provided clients with a variety of specialised services (MarketLine case studies, 2020). The franchisee’s business and sales have benefitted from the brand’s digital marketing strategy. Marriott mainly emphasised on health and safety promotional strategies for better ensuring guests for safe and comfortable stay. There are also collaborations of different stakeholders to keep loyalty points. 



[bookmark: _Toc141018176]1.4 Competitive analysis of the strategies used by Marriott International
	Strategy of Marriott 
	Strategy by competitors 

	Utilisation of “Electrostatic sprayers with hospital-grade” (MarketLine case studies, 2020). 
	No other rivals, such as, Hilton or Accor, have adopted this tactic 

	Outlets for food and drink are completely closed 
	In the US, Hilton kept some of its operations open (MarketLine case studies, 2020).

	Cut back on marketing expenditures  
	During Covid, other hotels concentrate on conducting a wide market



Table 2: Competitive strategy analysis 
(Source: Self-developed)
Different industries’ business has been harmed by the pandemic, and enterprises must take stringent steps to remain in the market. Due to travel limitations and social isolation, the global pandemic has had an effect on the economic growth of the tourism industry (Wu, 2021). During Covid- 19, Marriott also took steps to remain a player in the sector. The company has a competitive advantage over other hotels like “Hyatt Hotels Corporation” and Hilton since it uses “Electrostatic sprayers with hospital-Garde” for disinfection. 
Other hotels like Hilton did not completely shut down its operations in the US, the hotel chain completely closed the food and beverage outlets to stop the spread of the virus. In conditions, the Marriott benefited from a competitive advantage by keeping the policy and refraining from dispersing sanitisers across the entire property. In order to limit the damage and handle the crisis at the time of Covid, the corporation also cut back on its marketing expenditures (MarketLine case studies, 2020). Due to the brand’s widespread recognition, this tactic cannot have a negative effect. As a result, Marriott’s strategies enable the company to maintain a dominant position in the market and achieve a competitive edge.
[bookmark: _Toc141018177]1.5 Analyse the impact of technology in the strategies
Due to its crucial role in driving sales and providing a competitive advantage, technology has now become an essential component of the company. In order to increase business resilience during Covid 19, digital transformation or the application of digital strategies is crucial. In order to reach out to new customers and increase brand recognition, Marriott has considered a number of new digital technologies (Eschenbrenner et al. 2023). The organisation has been able to retain the Covid regulations and safety precautions due to the digital transformation of the communication process. Visitors can use the individualised smartphone application to check in and check out. 
Additionally, visitors can access digital services like entertainment apps and others by using their smartphones as room keys. Social media marketing for business enables Marriott to reach out to potential customers and communicate with them. Furthermore, they have a competitive advantage because of the utilisation of analytics and AI to improve services throughout the pandemic. 
[bookmark: _Toc141018178]1.6 Evaluating the success of the strategies implemented by Marriott international
The success of a company’s executed strategy can be determined by the growth in brand recognition, customer loyalty, revenue and return on investment. Despite the impact of Covid, Marriott International, one of the industry’s global giants, saw continuous revenue growth from 2020 to 2022. According to data for 2021, the corporation is in a better financial situation than several of the major hotel chains, including Caesars Entertainment and MGM resorts international (Statista.com, 2023). Thai might aid in demonstrating the value of the company’s marketing strategies.  
After the execution of the marketing initiatives, the company’s ROI (Return on investment) appears to be rising. The ROI currently stands at 38.25 percent, up from 7.0 percent in 2021 and 34.29% in 2022 (Macrotrends.net, 2023). Therefore, it can be inferred that Marriott's approach, which focuses on teens and statistics, aids this hotel in gaining a strong place in the market. The hotel chain’s capabilities have been improved by the marketing methods
[bookmark: _Toc141018179]Task 2: Managerial implication on Marketing Strategies implemented by Marriott International during the Covid Crisis 
The outbreak of Covid-19 has posed several challenges for Marriott and the implementation of the identified marketing strategies has been proven effective for the longevity of the business. However, the managerial implications point out a different perspective. As identified by Ozdemir et al. (2021) the impact of the pandemic on luxury hotel chains has been immense and these hotels have experienced the largest decline. Similarly, the damage control measures taken by Marriott in terms of staff cost cuts or refraining from investments might lead to negative consequences for the brand. However, refraining from investments related to renovation and construction would help the organisation in maintaining large-scale cost savings which can be utilised to rejuvenate the departments which have been hit the most. According to Huang and Farboudi Jahromi (2021), employees are the most important asset of an organisation and in times of uncertainties they provide effective assistance in the revival and resilience. However, the measure taken by the Marriott authority to cut the executive salaries and furlough staff might backfire on them as staff might get agitated by reduced pay and work week. Powers and Diaz (2022) highlight in times of uncertainty employees want psychological and instrumental support from their managers along with effective communication. Nonetheless, in the present context, it is evident that Marriott authority has not established clear communication with staff and is only ready to pay a 20% compensation for health coverage. 
With the implementation of self-determination theory, the organisational authority could have taken a whole different approach to mitigating the concerns of employees in the face of uncertainties posed by the pandemic. Theorised by Ryan, Left and Deci the self-determination theory establishes a new approach to employee motivation that can be utilised in times of crisis (Apa.org, 2023). Following the implementation of a shared goal and autonomy, relatedness and competence the Marriott Authority might be able to develop effective solutions for handling staff situations.  
Additionally, the authority has also closed food and beverage outlets to reduce transmission. The implication of this measure would impact the net income of the brand by lowering regular earnings leading to a loss. The staff working in these outlets would also be furloughed leading to increased staff grievance. Further, the suspension of brand standard audit and renovation would affect the service quality of the brand. As found by Mokhtar and Sjahruddin (2019) customer satisfaction is gained through the mediation of evaluations of service quality offered by a luxury hotel brand. The decision taken by the hotel authority might impact the brand standard levels of the brand. However, this would also be effective in relieving pressure from the hotel staff and allows resources to be allocated more appropriately to the issues that might affect the longevity of the brand. 
Marriott has also reduced marketing and other investment liabilities which would impact its marketing practices. As commented by Kaur and Kaur (2020) amidst covid-19 hotel brands resorted to extensive digital marketing campaigns to keep customers engaged. However, the reduction of costs in the sectors of marketing and other investments to cope with the financial uncertainties posed by the pandemic might disengage customers. Nonetheless, Marriott has a higher brand recognition that can be used by the brand to attract customers and keep them engaged. Moreover, the brand should engage with Unite Here, the labour union of Marriott's staff and discuss the situation with them to come across a negotiated set of strategies that would benefit both parties.    
[bookmark: _Toc141018180]Task 3: Recommendations on how Marriott International can improve their marketing strategies in the POST PANDEMIC era  
The recommendations that can be drawn from the aforementioned discussion are as follows.
Negotiating with the labour union and employees 
The staff of the Marriott has been furloughed to cope with the growing financial uncertainties in the face of the pandemic. As the brand has started to cut the cost to deal with the effects of the pandemic, the staff has to face a 20% cut in salaries and furloughing which are further compensated by 20% of allowance for health services. This has caused indignation in staff and the labour union might attempt another strike. In an attempt to deal with the storm, the brand would need to develop a shared vision after the discussion with Unite Here, the labour union of the company. As identified by Giousmpasoglou et al. (2021), shared goals established by GMs of luxury hotels lay a vital role in motivating employees. By discussing the entire situation with the labour union, the GM of Marriott International would need to establish a shared vision to cope with the rising uncertainties. Accordingly, the implementation of self-determination theoretical perspectives consisting of autonomy, relatedness and competence would stir the psychological needs in employees to meet the shared goal. Further, it could have worked with Amazon-like brands which have faced increased demands amidst the pandemic and offered alternative jobs for the furloughed staff like Hilton did (Rivera, 2020). This would have helped the organisation in maintaining the trust and satisfaction of employees. 
Increasing cleaning procedures and introducing ‘take away” for food and beverage outlets 
It has been identified that Marriott had to close down its food and beverage outlets to cease the transmission. However, these outlets can be considered the mouthpieces of “Marriott International” brands which entice customers to engage with other Marriott services. Following the route of Hilton, the brand could have increased the cleaning procedure without completely closing down these outlets. Yang et al. (2021) have highlighted a strategic way of increasing the profit of luxury hotels amidst uncertainties by entering the O2O food platform. This can be leveraged by Mariott to offer its food and beverages to customers taking cues from food quality and premium prices for the replacement of the “luxury” services. As the O2O food platform is bound to increase following the growing demands of customers and integration of technology in everyday life, Marriott, like a luxury brand, can ensure long-term financial sustenance. 
Ensuring brand standards does not slip off 
The brand has further postponed brand standard audits and investments for renovation to further invest the saved budget to deal with the departments which have been hit hard by the pandemic. However, the brand would further need to ensure that its standard does not slip by integrating a daily checklist to ensure all service quality criteria have been fulfilled. 
Utilising pandemic-themed online advertising 
Pandemic-themed online advertisements have been utilised by global brands to communicate with their customers and keep them engaged with the brands. As defined by Lou et al. (2023) pandemic-themed advertising is the process of incorporating explicit or implicit textual and visual content that connects to the themes of the pandemic. Accordingly, these kinds of advertisements can be induced with situational crisis communication theory and reached out to customers who are stuck at home. Additionally, the brand has reduced its marketing investments but it can spare an adequate amount of budget for online marketing campaigns like the alcohol brand Guinness. Guinness has effectively used pandemic-themed online advertising to reach out to its existing and new customers with its “St. Patrick’s Day” advertisements (Hbr.org, 2020). A similar approach can be taken by Marriott to keep its customers engaged with the brand by providing such experiences. 
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