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[bookmark: _Toc139636329]Introduction
The Covid-19 outbreak had a significant impact on the world's hotel sector, upsetting travel plans and posing hitherto unheard-of difficulties for hotel chains everywhere. The evaluation starts by looking at the idea and significance of marketing amid the Covid crisis & emphasising the deployment of assets by Marriott International for promotional initiatives. 
[bookmark: _az0bowaxo56o][bookmark: _Toc139636330]Task 1:
During a crisis like the Covid-19 outbreak, marketing is essential because it aids businesses in overcoming obstacles, maintaining consumer loyalty, and achieving company goals. Throughout the Covid current situation, Marriott International, a large hotel chain, used several marketing initiatives to lessen its effects and guarantee the business's long-term viability (Eschenbrenner et al. 2023, p. 11). The efficacy of Marriott's marketing ideas and tactics during the crisis at Covid will be examined in this assessment, which will take into account the distribution of resources, SWOT analysis, customer & their impact, marketing mix, competition analysis, technology utilisation, and successful evaluation metrics.

Concept & Significance of Marketing throughout the Covid Crisis: As consumer behaviour & necessities quickly changed throughout the epidemic, marketing took on even greater relevance. To keep customers engaged & loyal, Marriott realised that its marketing strategies needed to be adjusted. To connect and interact with customers, the corporation invested resources in marketing initiatives like online advertising, social media initiatives, and personalised communication (Davahli et al. 2020, p. 13). Additionally, they gave priority to messages about safety and wellness to reassure clients of their dedication to their health.
[bookmark: _kgb0vpxh0o6k][bookmark: _Toc139636331]SWOT analysis

	Strengths
	Weaknesses 

	Strong brand awareness and repute: Throughout the crisis, Marriott's record for providing dependable, high-quality hotel services served to keep customers' faith.
A global reach & a varied portfolio: The business operates in 131 nations and offers a large selection of hotel chains to meet the needs of various consumer demographics and tastes.
Complete loyalty programme: With over 110 million participants, Marriott Rewards gave the company a competitive edge by keeping and rewarding clients (Davahli et al. 2020, p. 13).
Technology: Marriott's online platforms and infrastructures made it possible to communicate effectively, create individualised marketing campaigns, and speed up the booking procedure.
	Reduced consumer appetite and rates of occupancy: As a result of travel prohibitions and lockdowns caused a considerable drop in revenue as a result of the pandemic.
Dependence on international flights and travel: Because Marriott relies on foreign visitors, the company is susceptible to travel limitations and closures of borders.
Activities along with supply chain: Interruptions were brought on by the pandemic, which also affected the accessibility of resources as well as the business's operations.



	
	

	Opportunities 
	Threats

	Increasing demand for networks for home sharing: To capitalise on the growing demand for alternate lodging, Marriott introduced Marriott Homes & Villas in response to the growth of home-sharing services.
Rising interest in high-end products and distinctive experiences: Opportunities for Marriott's expensive products and its yacht portfolio were presented by the trend towards opulent travel and distinctive experiences.
Possibilities in underserved markets: Exploring underdeveloped regions like Madagascar and Albania can present Marriott with new chances for expansion.

	Travel sector uncertainty & volatility: The tourism sector had difficulties as a result of the lingering uncertainties around the epidemic and potential subsequent waves, which had an impact on customer trust and reservations.
Lockdowns and limitations on travel: Travel prospects were restricted by government-imposed travel bans and shutdowns, which decreased demand for lodging.
Strong rivalry: Marriott had to contend with rival hotel companies as well as other lodging options like Airbnb. 



[bookmark: _Hlk140679070]

Table 1: SWOT analysis

[bookmark: _2kcxm4tdr7rq][bookmark: _Toc139636332]Marriott International's Marketing Approaches During the Covid Crisis
During the Covid crisis, Marriott International used a variety of marketing strategies to overcome obstacles and keep customers engaged. These strategies were centred on responding to clients' evolving needs and worries while adjusting to the shifting marketplace. 
Marriott stepped up its digital marketing initiatives by utilising email marketing, social media platforms, and focused online advertising (Eschenbrenner et al. 2023, p. 13). Through these platforms, the business kept clients informed about safety precautions, shared flexible booking alternatives, and advertised exceptional deals. In order to stay in touch with consumers & promote participation, Marriott intended to keep a vibrant online presence. In its advertising initiatives, Marriott gave health & safety messages top priority (Davahli et al. 2020, p. 12). The business upgraded its cleaning procedures and safety precautions across all of its properties and informed clients about these changes. Marriott developed accommodating booking procedures after realising the ambiguity around travel intentions during the global epidemic. Consumers have peace of mind knowing they could change or abandon their hotel reservations without incurring fees thanks to such policies. To encourage reservations and foster client loyalty, the business also provided alluring discounts, promotions & loyalty programme perks. Marriott prioritised individualised interaction with clients. The business sent specific messages & offers based on client data & insights through its loyalty programme. This strategy attempted to improve client satisfaction, encourage loyalty, and raise the possibility of subsequent reservations. To develop cooperative advertising initiatives and activities, Marriott worked with a variety of partners including industry players (Davahli et al. 2020, p. 13). The business wanted to advertise travel, draw people, and create win-win situations, so it partnered with airline companies, travel companies, and tourism boards. These partnerships enhanced marketing initiatives and reached a larger audience. Marriott changed its focus to regional and local markets after realising the effects of travel bans and a decline in worldwide tourism. The company advertised stays and local vacation opportunities to consumers who lived within the vicinity of their residences. This strategy attempted to boost regional economies and take advantage of domestic consumer demand. Throughout the crisis, Marriott took part in charitable programmes to show its dedication to neighbourhoods and the welfare of society.


[bookmark: _Toc139636333]Marketing mix of Marriott International
The 4Ps (Product, Price, Place, and Promotion), commonly known as the marketing mix, are a summary of the essential components that Marriott International used in its marketing strategy throughout the Covid issue. 

Product: Marriott has a wide range of hotel brands that are catered to various clientele types and tastes. Marriott offers a variety of items to satisfy various demands, ranging from cost-effective choices to luxurious lodgings. Furthermore, to meet the increasing need for home-sharing systems, Marriott added Marriott Residences and Gardens to its product lineup during the crisis.

Price: During a difficult economic time, Marriott used price techniques to stay competitive and draw guests. To promote reservations, the business provided numerous payment options, reduced prices, and advertising incentives. Furthermore, Marriott used dynamic pricing that determined demands and utilisation levels. 

Place: Since Marriott's extensive international reach, the firm was able to strategically place its properties. Marriott concentrated on areas with faster signs of revival after the Covid crisis and catered to domestic travellers. The business used its extensive chain of hotels to offer simple access to several locations and markets (Darsin et al. 2019, p. 33).

Promotion: Promotion was a key component of Marriott's advertising approach throughout the crisis. To reach out to customers, the business used a combination of conventional and online advertising methods. This comprised personalised contact, email marketing, social media initiatives, and online advertising. To reassure clients of its dedication to their health, Marriott placed a strong emphasis on health and safety messages (Gursoy and Chi, 2020, p. 13).
[bookmark: _e8nwxjm8h7gx][bookmark: _Toc139636334]Stakeholder analysis
Many different stakeholders, involving both internal & external ones, were significantly impacted by Marriott International's promotional efforts during the Covid issue. 

Customers: For Marriott, consumers were a crucial stakeholder category. Throughout the crisis, the company's advertising efforts were targeted at addressing customer requirements, worries, and security. Marriott comforted guests and upheld their faith by introducing improved cleaning procedures, explaining health and safety precautions, and providing flexible
scheduling alternatives. Additionally, to encourage bookings & keep customers loyal, personalised communications and alluring offers were made  (Jiahui, 2022, p. 21).
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Figure 1: Stakeholders analysis
(Source: Jiahui, 2022, p. 23)
Employees: Employees were essential to providing top-notch service and putting in place safety precautions. By assuring access to protective gear, offering training on improved processes, and preserving open interaction lines, Marriott prioritised the health as well as the security of those who worked there. Marriott intended to sustain the happiness and dedication of its staff by resolving their issues and giving them the tools they needed to provide exceptional service  (Jiahui, 2022, p. 22).

Shareholders: The revenue & profitability decrease brought on by the crisis-affected owners and shareholders. Marriott's tactical advertising initiatives, on the other hand, seek to lessen the effect by sustaining client interaction, promoting bookings, and putting an emphasis on cost optimization. The company was anticipated to contribute to future development and wellness, potentially benefiting investors & shareholders alike thanks to its excellent reputation & global reach (Lai and Wong, 2020, p. 19).

Vendors: Partnerships with collaborators and vendors in the hospitality and travel industry were a feature of Marriott's marketing initiatives. Marriott sought to jointly promote travel, draw customers & create beneficial relationships by partnering with air carriers, travel companies,
and tourist boards. These partnerships were crucial for boosting marketing efforts and achieving economic well-being (Darsin et al. 2019, p. 39).

Local people & environment: The impact of the pandemic on the travel & tourism industry affected nearby villages. Marriott's marketing initiatives sought to boost the local economies by promoting national & local tourism because the firm owns hotels in many different locations across the world. Marriott helped revitalise the tourism industry and supported local economies by encouraging staycations & collaborating with nearby companies (Eschenbrenner et al. 2023, p. 12). During the crisis, Marriott's ethical business programmes had a beneficial effect on both the community and the natural world. Marriott showed its dedication to the welfare of towns by assisting frontline employees, providing lodging for medical staff, and assisting with disaster relief. In addition, the business's attempts to improve eco-friendly programming and put into practice sustainable practices helped preserve the planet ( (Jiahui, 2022, p. 21).

Competitors: The marketing tactics employed by Marriott affected its rivals. Marriott sought to stand apart from rivals by emphasising client involvement, personalised interaction, and safety messages. The corporation was positioned as a formidable contender in the market thanks to its huge loyalty programme and global reach. To preserve their share of the market and clientele, rivals had to adjust and react to Marriott's activities.

[bookmark: _oqi6dnv5d4bh][bookmark: _Toc139636335]Analyse how technology affected the crisis management tactics used
Three important areas—digital advertising, communication & internationalisation—can be used to analyse how technology affected Marriott's crisis-management methods.
Digital Marketing: 
During the crisis, technology was essential to Marriott's digital marketing plans. The business used a variety of digital tools & platforms to connect with & interact with clients. This consisted of:
 A) SEO: To increase its presence on search engines, Marriott concentrated on optimising its website & online content. Marriott sought to boost traffic from organic search and draw potential clients who were searching diligently for a place to stay by implementing SEO best practices such as keyword optimisation, meta tags & backlinking.
B) Online Advertising: To target particular client segments & advertise its products, Marriott used online marketing tools like Google Ads & Facebook and Twitter advertising. Marriott was able to connect with consumers who were most inclined to be engaged in their accommodations & services by using data-driven marketing strategies.
Communication: 
A.) Marketing: Marriott used email marketing efforts to reach out to its current clientele. Marriott provides information on security measures, accommodating booking regulations, and discounts through personalised & targeted email campaigns. Marriott was able to reach consumers directly through email marketing and keep lines for interaction open.

B) Virtual Meetings and Conferences: To help with internal & external communication in the face of travel limits and social isolation policies, Marriott made use of online conferences & conference technologies including Zoom, Microsoft Teams & Webex. 

Internationalisation:
Marriott used technology to create websites in multiple languages and offer regionalized information for different countries. Marriott improved the user encounter and established a worldwide connection to consumers by providing information in the original languages of their audience and customising information to local tastes. Marriott used GDS, like Amadeus & Sabre, to communicate with OTAs & travel brokers all over the globe.
[bookmark: _r0nkc4sxwn47][bookmark: _Toc139636336]Competitor analysis
To analyse Marriott International's rivals, it is crucial to look at the major players in the hotel sector and assess their tactics, advantages, and disadvantages. Marriott International distinguishes out when speaking of its position in the marketplace with its wide-ranging worldwide footprint, varied brand, portfolio & strong reward programme (Gursoy and Chi, 2020, p. 10). Throughout the Covid issue, the firm's focus on health and safety procedures, flexible reservation policies & innovative technology helped sustain consumer trust & involvement. Marriott's emphasis on premium offerings, unique amenities &  home-sharing via Marriott Homes & Villas further exemplifies the company's capacity to adjust to changing market trends. Marriott International can pinpoint places where it can set itself apart and seize possibilities by using analysis of rivals. Marriott can improve its advertising strategies, improve its customer service, and keep its position as a leader in the hotel business by observing and comprehending the tactics and advantages of its rivals (Hu et al. 2021, p. 33).

Hilton Hotels: One of the biggest hotel chains in the world, Hilton offers a variety of brands that target various market niches. Hilton, like Marriott, has a huge global footprint and a robust reward programme. Hilton's marketing methods emphasise individualised interactions, cutting-edge technology & initiatives related to the environment (Gursoy and Chi, 2020, p. 10). 

IHG: Among the well-known brands managed by IHG include Holiday Inn, InterContinental & Crowne Plaza. The business highlights its wide range of brands, global presence, and client devotion initiatives. As part of its commitment to delivering uniform services across all of its brands, IHG has put in place programmes like the "IHG Clean Guarantee" to guarantee safety and cleanliness in the wake of the Covid issue. IHG has also made investments in technological advances to improve the visitor experience.
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Figure 2: Perpetual map 
(Source: Created by the learner)
Airbnb: Despite not being an established hotel network, Airbnb rivals with Marriott International by providing alternative lodging via its website (Jiahui, 2022, p. 28). There are many choices available on Airbnb, including complete houses, apartments, and unusual stays. The business places a strong emphasis on accessibility, flexibility, and local experiences. 
[bookmark: _ewxfrokr396d][bookmark: _Toc139636337]Analyse the effectiveness of the strategies that Marriott International used to deal with the Covid Crisis. Determine the evaluation's measurement metrics
Numerous metrics and key performance indicators (KPIs) can be used to assess the effectiveness of the methods Marriott International employed during the Covid issue.

Changes in booking & availability rates:
Measuring metric: Comparing of pre-Covid & crisis rate of occupancy as well as booking patterns.
The analysis of the occupancy rates & reservation patterns reveals information on the demand for Marriott's facilities. The goal of a successful plan would be to optimise occupancy rates while retaining an acceptable amount of bookings regardless of the challenging market circumstances (Darsin et al. 2019, p. 32).

Loyalty programmes: To assess the effectiveness of Marriott's plans, it is critical to monitor generating income and financial results. An effective plan would lessen the crisis's adverse consequences, reduce revenue drop, and show financial resiliency. 
Analysis of client retention, member development, and redeeming rates for loyalty programmes. Information on the efficacy of tactics for cultivating loyal clients and maximising the lifetime value of clients can be gained from tracking the level of participation in Marriott's loyalty programme, such as membership development, redeeming rates & retention of customers.

Analysis of Market Share and Competitors:
Metric for Measurement: Share of the market & rivalry are compared.
Marriott's popularity and achievement in comparison to rivals can be evaluated to determine how well its tactics have worked. An effective approach would strive to outperform rivals, maintain or increase share of the market, and successfully distinguish Marriott's services. 
[bookmark: _vl8e6h6z5osh][bookmark: _Toc139636338]How could they have maintained control over the marketing functions if the marketing techniques weren't successful
To find areas of vulnerability or inefficiency, thoroughly analyse the crisis management Marriott can evaluate the market factors, client tastes, and rival activity when adjusting the strategies.  Keep clients apprised of safety precautions, accommodating booking regulations, and incentives by improving contact with them. Enhance communication to address any issues or scepticism that clients may have. Marriott can also Develop an agile advertising approach which enables prompt adjustments or reactions to shifting market conditions. Analyse data and client input often to inform choices and adjust strategy.



[bookmark: _Toc139636339]Task 2: Managerial impact on the marketing strategies Marriott International used in response to the Covid Crisis
The significance of agility and adaptation in response to shifting market conditions is one managerial consequence of the promotional strategies used by Marriott International amid the Covid issue. The crisis forced businesses like Marriott to swiftly modify their advertising approaches to satisfy the changing requirements and worries of consumers. The crisis presented the travel sector with previously unheard-of difficulties and interruptions. According to agility theory, organisations must be adaptable, proactive & sensitive to changing conditions. When it came to Marriott's advertising campaigns during the Covid issue, the corporation was able to quickly modify messaging, incentives, and business processes to match shifting consumer needs. 
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Figure 3: Managerial strategies for Marriott International
(Source:(Eschenbrenner et al. 2023, p. 13)
The importance of creating and maintaining enduring relationships with customers is emphasised by CRM theory. Marriott used their rewards programme, Marriott Bonvoy, to increase retention and involvement with customers during the time of crisis. Marriott exhibited their dedication to patron loyalty and pleasure by personalising communications, providing special rewards, and attending to consumer issues. Even during a difficult time, Marriott was able to prioritise its existing clients' requirements and cultivate long-lasting relationships because of the CRM strategy. During the Covid crisis, Marriott's advertising campaigns relied heavily on efficient communication. According to communication principles, efficient communication is crucial for developing trust, controlling demands, and upholding partnerships. Marriott's communication initiatives centred on resolving health and safety concerns, encouraging accommodating booking practices, and disseminating details on the procedure and facility cleanliness. Marriott succeeded in managing to build and keep consumer confidence by clearly explaining its attempts to assure customer safety and happiness.
According to the stakeholder theory, organisations should take into account the requirements and desires of every stakeholder. Throughout the crisis, Marriott understood how critical it was to put the welfare of its staff, clients, and neighbourhood communities first. Marriott showed its dedication to the welfare of stakeholders by putting health & safety procedures into place, assisting front-line staff, and donating to relief operations. The firm's reputation was improved and its connections among stakeholders were strengthened as a result of this strategy.
[bookmark: _wng1nokcvm3x][bookmark: _Toc139636340]Task 3: Recommendations for how Marriott International might strengthen its marketing tactics in the post-pandemic period
[bookmark: _Hlk140681792]Some suggestions on how Marriott International might enhance its marketing approach in the post-pandemic era are founded on the management implications outlined in Task 2.
In the post-pandemic era, maintaining quickness & adaptability will be crucial. Marriott must continue to be active in adjusting their marketing strategy to shifting consumer tastes and market situations. This entails being receptive to new trends, making use of consumer information, and modifying offerings and messages appropriately. Marriott can maintain a competitive edge and successfully respond to changing client needs by continuously observing market conditions (Hu et al. 2021, p. 38).
In the post-pandemic environment, Marriott will need to reinforce their CRM procedures. By offering individualised events, niche marketing initiatives & exclusive privileges, the business should put its attention on strengthening relationships with consumers and loyalty. By providing specialised promos and events, Marriott should make use of its loyalty programme, Marriott Bonvoy, to reward & keep consumers. Marriott can improve customer happiness, promote repeat business, and create loyal clients by putting good CRM techniques into practice. For Marriott, maintaining a focus on clear interaction and honesty is essential. Consumers will continue to worry about their health and security after the outbreak (Hu et al. 2021, p. 33). To foster trust & reassure clients, Marriott should explicitly disclose their improved cleaning procedures, medical precautions, and security activities. It will also be essential to have open communication about any changes to service policies, cancellations  & booking rules. Marriott should use a variety of channels, such as social media & websites, to communicate with customers and deliver up-to-date information (Rodríguez-Antón and Alonso-Almeida, 2020, p. 48). The importance of sustainability & social obligation has grown among consumers. Marriott should keep giving these locations priority in its marketing plans. This may involve highlighting their sustainability programmes, which can include waste minimization, energy saving, & eco-friendly practices. Marriott could also draw attention to its environmental responsibility initiatives, which include partnerships with neighbourhood organisations, employee well-being, and assistance from the community. Marriott can draw in environmentally conscious clients and stand out in the industry by integrating sustainability & social duty into its marketing efforts. 
After the epidemic, Marriott should use technology & digital platforms even more in their marketing campaigns. This may involve improving their smartphone apps, digital concierge services, and online reservation systems. To deliver specialised offers and messages to clients, Marriott ought to make investments in customised marketing automation solutions. Consumers may also benefit from exploring cutting-edge technology like virtual reality (VR) & augmented reality (AR), which can offer distinctive and immersive experiences. Marriott can improve customer convenience, engagement, and overall satisfaction by utilising technologies. In the post-pandemic period, Marriott will benefit from continuing to work with industry partners (Eschenbrenner et al. 2023, p. 11). Marriott may collaborate to promote travel and tourism, broaden its market reach, and make use of combined assets by establishing strategic partnerships with airlines, tour operators, and other pertinent players. 









[bookmark: _Toc139636341]Conclusion
The business performance of Marriott throughout the crisis is examined using a SWOT analysis to determine its advantages, shortcomings, possibilities, and dangers in the market. Leading global tourism corporation Marriott International used a variety of marketing techniques to get through the crisis and set up for restoration in the post-pandemic era. The success of Marriott's marketing strategies during the Covid crisis is evaluated severely in this review. Additionally, a competitive study has been done to evaluate Marriott's strategy against those of its main rivals. In this analysis, Marriott International's market position, reputation for quality, and online advertising initiatives are compared to those of Hilton Worldwide Holdings, Continental Hotels Company, Accor & Hyatt Hotels Corporation.
Considering the effects of digital marketing, communication & internationalisation, the function of technology in Marriott's marketing tactics is also investigated. The evaluation looks at how Marriott used technologies to enhance client experiences, channels of communication & travel industry adaptation.
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