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Task 1: Effectiveness of the Marketing Theories and Strategies Used by Marriott International during the Covid Crisis.

Businesses like Marriott International had to modify their marketing theories and techniques to successfully handle the Covid-19 epidemic, which faced the travel and tourism sector with hitherto unheard-of problems. A review of Marriott's marketing strategy during this difficult time is provided below:
· Concept and Importance of Marketing during the Covid Crisis: During the crisis, Marriott realised the importance of marketing since it was important in preserving brand recognition, interacting with consumers, and generating new reservations after travel restrictions were relaxed. Despite the restricted number of travellers, Marriott was nevertheless able to maintain relationships with its target demographic and strengthen customer loyalty.

· Resources Allotted for Marketing Activities: Regarding Marriott's resource allocation for marketing initiatives during the Covid issue, no precise information is provided in the MarketLine report. Marriott's reduction of marketing and investment responsibilities is mentioned, but, as a part of a larger cost-cutting mitigation strategy. While sensible cost-cutting strategies are required during a crisis, businesses need to achieve a balance between cost reduction and preserving brand recognition.

· Personalised mobile experience and social media strategy: Marriott's emphasis on creating a customised mobile experience and incorporating a social media plan into its marketing strategy is in line with market developments and client preferences. Marriott sought to improve customer interaction, offer convenience, and attract new customers by utilising mobile applications and social media platforms. These projects show Marriott's attempts to adjust to shifting customer behaviour and use digital platforms to successfully interact with its audience.

· Improved Services Through AI and Analytics: Marriott's use of analytics and AI to improve service quality is in line with the rising trend in the business world towards data-driven decision-making. Marriott wanted to find lucrative clients, personalise their experiences, and enhance service delivery by analysing consumer data. This method displays Marriott's dedication to using technology to improve customer happiness and set its offers apart.

· Construction of "Smart Rooms": Marriott's dedication to innovation and giving visitors a better hotel experience is demonstrated by the creation of "Smart Rooms" with IoT technology. Marriott sought to offer a high degree of personalisation and convenience by using voice and mobile-activated controls. The paper does not, however, go into detail on how these "Smart Rooms" were implemented or what effect they had, which makes it difficult to assess their efficacy.


Evaluation of Efficiency:
The COVID-19 situation provided an opportunity for Marriott to demonstrate proactive steps to adapt to the changing environment and satisfy consumer expectations. The emphasis on digital platforms, customised experiences, and cutting-edge technologies was in line with developing trends in the hotel sector. By making investments in these sectors, Marriott positioned itself as a cutting-edge company that was prepared to handle post-pandemic economic conditions.
The following factors can be used to assess the success of Marriott's marketing initiatives:
a. Customer involvement: Marriott was able to retain a solid relationship with its clientele during the crisis thanks to its focus on personalised experiences and social media involvement. Marriott stayed top-of-mind and won back customers by offering timely, pertinent information.
b. Brand Visibility: Marriott kept its brand visible through focused marketing initiatives, despite the difficulties the travel and tourism sector was facing. The utilisation of digital platforms and social media made sure that clients were informed of Marriott's products and updates, enabling a speedier recovery when travel was resumed.
c. Innovation and flexibility: Marriott showed its dedication to innovation and flexibility by investing in digital platforms, AI, and smart room technologies. Due to these steps, Marriott is now a leader in the sector, prepared to satisfy shifting client demands.
d. Long-Term Impact: While it's possible that Marriott's crisis marketing efforts didn't have their full intended effect right away, the company's investments in customer-focused technology and digital transformation are likely to pay off in the long run. For future expansion and consumer pleasure, these measures lay a solid basis.
Overall, Marriott International's marketing initiatives throughout the COVID-19 situation demonstrated a proactive and client-centred approach. Marriott positioned itself for success in the post-pandemic period by putting a strong emphasis on customised experiences, digital platforms, and cutting-edge technology. The full efficacy of these measures will, however, become increasingly apparent as the sector recovers and as the long-term effects on client loyalty and financial performance materialise.

Marriott International's strengths, weaknesses, opportunities, and threats during the COVID-19 crisis are evaluated using the SWOT analysis described in the case study. An analysis of each component is given below:
Strengths:
· Global Brand awareness: When travel is resumed, Marriott's great brand awareness may assist draw consumers.
Evaluation: This is a big benefit for Marriott since people like to stick with known and dependable brands, especially in uncertain times. However, heightened competition and pricing constraints may partially offset the brand advantage.

· Cash Reserves: Marriott has sizable cash reserves, which give the business financial stability and allow it to withstand the effects of the crisis.
Evaluation: Having financial reserves on hand is essential for weathering a protracted crisis. Marriott's sound financial standing enables it to fund operations and make investments in recovery plans. The length of the crisis and the ability to continue running businesses in the absence of a sizable revenue stream, however, continue to be crucial variables.

· Strong Operational Network: Marriott's vast operational network helps disperse risk and lessen the effects of the crisis.
Evaluation: Diversifying risk across many markets and places may be achieved by having a large network of properties. It enables Marriott to reroute funds and concentrate on areas that are showing signs of revival. The global travel sector has been impacted by the crisis, however, which limits the immediate advantages of a large network.

· The loyalty programme: Once travel has resumed, Marriott's loyalty programme, Marriott Bonvoy, offers a chance to keep and draw new consumers.
Evaluation: Customer loyalty and repeat business are greatly influenced by loyalty programmes. The programme that Marriott has in place can support keeping customers engaged and encouraging more reservations. However, factors other than loyalty programmes, such as travel limitations and consumer confidence, will have a larger impact on the resurgence of travel and tourism.

Weaknesses:

· Dependence on North America: Due to Marriott's heavy reliance on the North American market, it may be harder for the company to make up for losses in other areas.
Evaluation: If an area is substantially affected by a crisis, the concentration of activity in that region may provide difficulties. Due to its reliance on the North American market, Marriott is particularly sensitive to the trade and economic limitations that apply there. It may be possible to counteract this shortcoming by diversifying into other areas.

· Debt Levels: Marriott now has debt, which might make it difficult for the corporation to recover.
Evaluation: Having a lot of debt might make it difficult to manage cash flow and reduce your ability to adapt financially in times of need. Even if Marriott has substantial cash on hand, managing debt commitments and refinancing may be essential for long-term financial health.

Opportunities:

· Development Pipeline: After COVID-19, Marriott has the potential for expansion and growth thanks to its broad investment portfolio.
Evaluation: The postponed building initiatives and investments provide Marriott with the chance to time the development of its operations with the market's recovery. But because of the uncertainty around the timing and scope of the recovery, careful planning and wise capital allocation choices are still necessary.

· Digital Transformation: Marriott's continuing digital transformation projects can improve customer experiences and help the company adjust to shifting post-pandemic business conditions.
Evaluation: Marriott can stay ahead in the rapidly changing digital world by investing in personalised mobile experiences, social media marketing, and AI-driven analytics. These programmes could boost productivity, client involvement, and loyalty. Their efficacy, however, will depend on elements including consumer uptake, technology improvements, and competitive dynamics.

Threats:

· Industry with High Competition: The hospitality sector has a high level of competition, and this might result in price wars and a loss of pricing power.
Evaluation: Hotel chain rivalry will get fiercer as the sector recovers from the recession. Price cuts and marketing tactics may affect Marriott's sales and profitability. It will be vital to control price policies while preserving service excellence and client fidelity.

· Potential Insolvency: Hotel operators, notably Marriott, are at risk of going bankrupt due to the long-lasting effects of COVID-19 and continued losses.
Evaluation: The financial viability of hotel chains will depend on the intensity and length of the crisis. Although Marriott has a good financial position that gives it some resilience, ongoing uncertainty and a sluggish recovery might put a strain on the company's financial resources and general stability.

Overall, Marriott International's SWOT analysis identifies both strengths and weaknesses that affect its reaction to the COVID-19 situation. Although the firm is in a reasonably strong position due to its well-known brand, cash reserves, and continuous digital transformation activities, difficulties including market concentration, high debt levels, and fierce competition necessitate cautious management and strategic decision-making.

To handle the difficult economic climate during the COVID-19 crisis, Marriott International used several marketing methods. Based on their influence on internal and external stakeholders as well as the use of the marketing mix, an analysis of these strategies and their efficacy may be assessed.

Internal Stakeholders: 
· Employees: To lessen the financial impact of the crisis, Marriott took cost-saving measures like furloughing employees and slashing executive compensation. These tactics had a significant impact on staff morale and job security, even though they helped maintain financial reserves and secured the company's existence. There may be a range in how well these tactics keep employees loyal and engaged.
· Management: By choosing to put off repairs and halt brand standard audits, management was able to devote more time and energy to solving pressing problems than to strictly following rules. Marriott sought to guarantee the long-term sustainability of the company by emphasising financial stability. The management's ability to strike a balance between preserving brand standards and consumer pleasure while also keeping financial concerns in mind will determine how effective these techniques are.
External Stakeholders:
· Consumers: During the crisis, Marriott maintained contact with consumers by utilising its high brand awareness and reward programme, Marriott Bonvoy. Customers were able to access services, make reservations, and communicate with hotel employees remotely thanks to the mobile app's personalised mobile experience. These tactics sought to increase customer happiness and loyalty as well as respond to shifting client preferences for contactless experiences. The degree to which consumers accepted and valued these digital products will determine how effective these techniques are.
· Partners and Suppliers: For its partners and suppliers who depend on the company's operations, Marriott's move to cut marketing and investment responsibilities may have had consequences. Whether or whether Marriott maintained communication and coordination to lessen interruptions in their commercial ties would determine the impact on these stakeholders.

The following Marriott tactics demonstrate the usage of the marketing mix:
· Product: Marriott concentrated on improving the in-room experience by creating "Smart Rooms" with IoT technologies. By offering consumers individualised and practical services, this invention intended to enhance their entire lodging experience.
· Price: The information given does not specifically reference Marriott's price policy throughout the crisis. Marriott would need to carefully manage its price approach to remain competitive while retaining profitability, though, given the possible danger of diminished pricing power in the sector.
· Promotion: Marriott used social media and digital marketing strategies to interact with consumers and sell its offerings. Even during the crisis, brand recognition and loyalty were kept up thanks to the real-time marketing command centre and personalised content on social media platforms.
· Place: Although Marriott's hotels' physical sites suffered from closures and decreased occupancy, an emphasis on digital platforms, including the mobile app, allowed customers to engage with the brand and access services from any place. 
	
During the COVID-19 crisis, Marriott International implemented various marketing strategies to navigate the challenges faced by the travel and tourism industry. Let's evaluate the effectiveness of these strategies, considering competitive analysis, technology utilization, and overall success, while also discussing potential areas of improvement.

Competitive Analysis:
 Accor, Hilton, Hyatt, and other significant hotel chains were rivals of Marriott International. In response, Marriott made use of its advantages, including its well-known brand, diverse range of brands, and devoted clientele. Throughout the crisis, these elements assisted Marriott in keeping a competitive edge. Additionally, Marriott's huge cash reserves gave them a financial edge over smaller rivals, allowing them to survive and maybe buy faltering hotels, which would lead to market consolidation.

The utilisation of technology:
to the COVID-19 outbreak, Marriott had already made investments in digital transformation projects, placing them in a good position to adjust to the new business environment. Marriott's dedication to using technology to improve customer experience and engagement was evidenced by the deployment of personalised mobile experiences, social media marketing, AI analytics, and the creation of "Smart Rooms".
The Marriott mobile app's personalised mobile experience gave customers the convenience of personalised content, mobile check-in/out, and digital room keys. Customer loyalty and brand recognition were maintained through social media marketing and real-time interaction on websites like M Live Studios. Marriott was able to efficiently identify and target lucrative consumer categories thanks to the use of AI analytics. The creation of "Smart Rooms" also demonstrated Marriott's creativity and enhance the guest experience.

Metrics for measuring success:
Marriott's cost-cutting actions, which included reducing CEO salaries and laying off employees, were intended to reduce losses.
Through surveys, online reviews, and consumer feedback, it is possible to gauge brand reputation and customer happiness. 
By keeping an eye on market reports, rankings of the industry, and any acquisitions or expansions made by Marriott throughout the crisis, one may assess market share and competitive stance.

The following might be improved during the crisis:
Targeted Marketing: To inform its targeted marketing initiatives, Marriott might have performed a more thorough investigation of consumer behaviour and preferences. This would have enabled them to create customised promos and campaigns to increase demand during difficult times.
Collaborations and Joint Ventures: Marriott may have jointly promoted packages or experiences to boost bookings once limitations were relaxed by collaborating with airlines, travel agents, and nearby attractions.
Transparency and communication: Potential visitors would have felt more confident if there had been proactive customer communication and clarity on safety procedures, cleanliness standards, and flexible booking policies. 
By focusing on these areas for development, Marriott International might have further improved its marketing operations and better positioned itself for recovery in the post-COVID period.

Task 2: Managerial implications of Marriott International's marketing tactics used during the Covid Crisis
When the COVID-19 crisis hit, Marriott International adopted a few marketing tactics to adjust to the difficult business circumstances and set itself up for recovery. These tactics can be used to manage in the following ways:
· Take use of digital transformation: Marriott's emphasis on digital platforms and solutions, personalised mobile experiences, social media marketing, and the creation of smart rooms serves as an example of the significance of taking advantage of digital transformation. The pandemic has sped up the migration to digital channels, and hotels must make technological investments to improve customer experiences, increase operational effectiveness, and maintain competitiveness in the post-pandemic (Susskind, A. M., & DeGhetto, K., 2020).
· Utilise data-driven insights: Marriott has demonstrated the benefit of data-driven insights using AI, analytics, and predictive modelling to understand consumer preferences, target lucrative segments, and improve service quality. Managers should invest in cutting-edge analytics technologies and use customer data to better understand their target market, spot new trends, and tailor marketing campaigns to increase customer loyalty and revenue.
· Maintain brand awareness and loyalty: During the crisis, Marriott Bonvoy's excellent brand recognition and loyalty programme have given the company a competitive edge. For retaining current consumers and luring in new ones, managers should place a high priority on preserving and enhancing their brand image. Hotels may stand out and encourage enduring loyalty by investing in brand-building initiatives, interacting with clients on social media, and providing personalised rewards and experiences (Melewar, T. C., & Karaosmanoglu, E., 2021).
· Adapt pricing strategies: As the sector recovers, hotels may feel pressure to decrease rates in a highly competitive market. To strike a balance between income production and consumer value, managers should carefully consider their pricing methods. As consumer expectations and demand patterns change, dynamic pricing structures, bundling offers, and value-added packages can help preserve profitability.
· Give priority to health and safety: The COVID-19 epidemic has increased customer worries about health and safety. The necessity of resolving these issues is illustrated by Marriott's attention to improving safety practices, such as improved cleaning procedures and contactless services. Managers should prioritise health and safety measures, effectively convey them to customers, and maintain compliance with industry standards and laws. As a result, there will be an increase in reservations and good word-of-mouth marketing.
· Work with stakeholders in the industry: Marriott's involvement in joint ventures and partnerships throughout the crisis, such as providing job options to furloughed employees through partnerships with other businesses, emphasises the significance of cooperation within the sector. To overcome obstacles, pool resources, and cooperatively advance the revival of the travel and tourism sector, managers should look for chances for partnerships with suppliers, regional companies, and governmental organisations (Sigala, M., 2020).

Task 3: Making suggestions for ways Marriott International might enhance its marketing tactics in the POST PANDEMIC era.

Considering the managerial implications of Task 2, the following are some suggestions for Marriott International to consider while enhancing its post-pandemic marketing tactics:
· Strengthen Digital Transformation Efforts: Marriott should keep spending money on digital platforms and technology to boost customer satisfaction and operational effectiveness. This entails enhancing personalised mobile experiences, including AI and analytics to acquire deeper consumer insights, and utilising social media marketing to interact with customers. Marriott will be better able to compete in a   fast-changing digital environment by putting more emphasis on digital channels (Susskind, A. M., & DeGhetto, 2020).
· Improve Data-Driven Decision Making: Marriott should use data-driven insights to better understand consumer preferences and behaviour. Marriott can spot new trends, target certain consumer categories, and create personalised marketing campaigns by making investments in cutting-edge analytics tools and systems. Marriott can increase customer pleasure, loyalty, and income by successfully using data (Melewar, T. C., & Karaosmanoglu, E., 2021).
· Maintain and Strengthen Brand Awareness: Marriott needs to put more effort into maintaining and strengthening its brand awareness to draw in new clients and keep its existing ones. A key component of their marketing plan should remain the Marriott Bonvoy loyalty programme, which provides specialised benefits and experiences to foster a sense of value and exclusivity. Marriott's competitive edge will be maintained via effective brand-building activities and aggressive social media participation (Melewar, T. C., & Karaosmanoglu, E., 2021).
· Adapt Pricing tactics: Marriott should carefully review its pricing tactics when the market starts to recover to achieve a balance between revenue growth and customer value. To adapt to shifting customer expectations and maximise profitability, dynamic pricing structures, bundled offers, and value-added packages can be used. For pricing plans to be effective, ongoing market and customer behaviour monitoring is necessary (Susskind, A. M., & DeGhetto, K., 2020).
· Put health and safety first: After the epidemic, health and safety issues will continue to be crucial. To resolve consumer issues, Marriott should keep putting a priority on cleanliness, hygiene, and contactless services. Building trust and drawing visitors will be made easier with a clear explanation of these steps through marketing efforts and on-property advertising. Maintaining a secure and healthy environment will need adherence to industry norms and laws (Sigala, M., 2020).
· Encourage teamwork and partnerships: The industry's key players, including suppliers, nearby companies, and governmental agencies, should be aggressively sought out by Marriott for partnerships and collaborations. These alliances might provide one another support, pooled resources, and creative approaches to healing and development. The collaboration will help the travel and tourism industry as a whole recover (Sigala, M., 2020).


For Marriott International, it is crucial to weigh the viability and resource implications of these suggestions. They must be compatible with the company's strategic objectives, the resources at hand, and the shifting market dynamics. By following these suggestions, Marriott may establish itself as a pioneer in the post-pandemic period, change with the requirements of its clients, and achieve long-term success.
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