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[bookmark: _Toc141371557]Introduction 
The report is based on the case study of Marriott International during the Covid crisis. A classic luxury hotel owned by Marriott International, JW Marriott has continued to enthral its guests for decades. There are 100 hotels and resorts under the brand of Marriott International with 42,602 operating (Pinedo 2020). The report has analysed the effectiveness of the actionable strategies taken by Marriott International during the tumultuous time of the pandemic. With the onset of Covid 19, Marriott has taken several responsive and focused steps to ensure a strong connection with the key stakeholders. The strategies have been assessed under the current context. 
[bookmark: _Toc141371558]Task 1: Critical Evaluation of the Effectiveness of the Marketing Theories and Strategies used by Marriott International during the Covid Crisis 
[bookmark: _Toc141371559]The concept and importance of Marketing during the Covid Crisis 
The importance of marketing is enhanced during Covid. Marriott International had demonstrated high resilience in the situation. There had been Rooms for Responders strategy that provided rooms nearby for doctors and nurses battling against the unforeseen circumstances (Fenitra et al. 2022). The heavily affected cities of New Orleans, New York City and Los Angeles had this provision. There had been generous waiver of cancellations fees and extensions of loyalty point’s period (Pinedo 2020). The marketing theory of Kottler states that the purpose of marketing is to successfully fulfil the human and social needs.
For the maximisation of sales, the products or services should be positioned in a manner that enhances the well-being of customers. This theory is reiterated in the moves made by Marriott, looking to fulfil the immediate social needs, considering the difficulties triggered by Covid (Pinedo 2020). Also, the services of Marriott have been modified, such that well-being of customers are sustained and hence, it is an effective method under the context (Ntounis et al. 2022). At the core of the services and products had been the purpose to strongly meet the needs and wants of customers as well as society. The strategic touch points have been accentuated to serve the customers in an improved manner. 
[bookmark: _Toc141371560]The resources were distributed towards marketing activities by Marriott International
The resources have been distributed by Marriott to ensure the visits from guests even after Covid. An international brand JW Marriott had the financial strength to ensure that customers were provided with the 24-hour cancellation policy. The digital tools of Marriott had been helpful in ensuring that customers could cancel their trips provided the unanticipated circumstances and modify plans (Pinedo 2020). The digital presence of Marriott has helped the brand to convey the message of We Will Travel again (Kim and Han 2022). The company possessed the capital to extend the loyalty statuses till 2020. There have been meticulous cleaning standards implemented across all the centres, making use of the distributed network of Marriott. Thus, resources and capabilities have been aligned to the strategies that have been highly suited under the panic-stricken times of the pandemic (Pinedo 2020). The provision of rooms and spaces has ensured that doctors and nurses have safer accommodation. 
[bookmark: _Toc141371561]SWOT of Marriott during Covid
The SWOT analysis of Marriott during pandemic has been done to assess its position based on external and internal factors. 
	Strength
	Weakness

	· Market leadership
· Excellent reputation (Pinedo 2020)
· High customer loyalty
	· Strict employee code
· Lack of guests
· Weak supply chain

	Opportunities
	Threats

	· Opportunities for gaining reputation
· Diversification of offerings such as virtual tours
	· Spreading of global pandemic leading to further losses (Sun et al. 2022)
· International trade tensions



The SWOT analysis reveals that on being a market leader Marriott had strong presence globally, allowing the company to make use of economies of scale. The strong financial position had enabled the company to remain resilient despite the circumstances. The brand had excellent reputation in terms of high-end luxury continuing to pull customers despite the pressurised situation (Quan, Al-Ansi and Han 2022). The customers are having high loyalty that have kept them invested in the services. 
The weakness has been the pressure exerted on staffs and the lack of guests hurting the profitability. The supply chain owing to social distancing and restrictions on movements had failed to remain robust (Quan, Al-Ansi and Han 2022). There have been opportunities in developing stronger bonds with the community and diversifying the offerings. The threats had been felt with the global pandemic spreading fast amounting 92% losses in revenue. The increase in international trade policies due to pandemic had resulted in increase in paperwork for Marriott International. 
[bookmark: _Toc141371562]Analyse the Marketing Strategies deployed by Marriott International during the Covid Crisis considering External and Internal Stakeholders 
During the Covid-19 crisis, Marriott International used certain marketing strategies to discourse the challenges posed by the pandemic however considering both external and internal stakeholders. These approaches are intended to maintain brand perceptibility, reassure customers, and acclimatize to the varying marketplace conditions. 
External Stakeholders:
Customers: Marriott concentrated on customer-centric promoting by collaborating with its commitment to security and cleanliness. They launched the "Commitment to Clean" program, underlining improved cleaning procedures to instil confidence in prospective guests (Marriott, 2022). Flexible booking strategies and reliability program improvements were correspondingly executed to accommodate changing travel procedures and maintain customer faithfulness.
Travel Agencies and Partners: Marriott cooperated meticulously with travel agencies as well as companions to align messaging and share updates on hotel processes, safety actions, and special offers. Joint marketing campaigns and advancements were intended to entice consumers looking for safe and dependable lodging options throughout the crisis.
Local Communities: The Company affianced with local communities through ancillary frontline employees, partaking in charitable ingenuities, and interacting with its efforts to support those impacted by the pandemic (Shin et al. 2021). Marriott's marketing highlighted being a liable corporate citizen, which reverberated with local investors.
Investors and Shareholders: Marriott's marketing communications throughout the crisis addressed its fiscal position, liquidity management, and approaches to circumnavigate the challenges. Transparent and appropriate updates were shared to assure stakeholders and investors of the corporation's flexibility and retrieval plans.
Internal Stakeholders:
Employees: Marriott highlighted internal communication throughout the crisis to keep personnel informed about well-being and safety procedures, business updates, and support actions. Marketing efforts correspondingly showcased stories of personnel going above and beyond to support guests during challenging times, fostering an intelligence of pride and pledge within the personnel (Sharma et al. 2021).
Franchise Partners: Marriott worked carefully with its franchise associates, accepting the shared challenges and providing direction on marketing approaches and functioning adjustments. The corporation highlighted teamwork and sustenance to circumnavigate the emergency cooperatively.
Supply Chain and Vendors: Marriott's marketing is correspondingly engrossed in its liable sourcing and support for indigenous vendors and dealers. By emphasizing its pledge to sustainability and supporting local economies, the corporation reinforced its connections with suppliers and retailers.
Digital Transformation and Virtual Experiences: Throughout the pandemic, Marriott enhanced its digital transformation efforts. The corporation utilized digital marketing networks to stay linked with customers, proposing virtual familiarities like cooking classes, workout sessions, and destination directors (Kwok et al. 2022). These ingenuities facilitated maintaining brand engagement as well as applicability while travel was constrained.
Localized and Regional Marketing: With worldwide travel constrained, Marriott shifted its promoting emphasis to target local and regional consumers looking for nearby staycations or short-distance journeys. Region-specific advertising and campaigns were intended to cater to the requirements and preferences of explicit marketplaces.
[bookmark: _Toc141371563]The marketing mix assessments in assessing the strategies used by the Marriott International
Product/Service: Marriott had been careful in retaining the core value of their products and services. The core services had been to enhance the lives of customers by creating unparalleled experience. The accommodation for healthcare workforce, enabling and extending the customer loyalty and increasing cancellation time periods have been effective under the uncertain circumstances (Hahang, Bayraktar and Jiménez 2022). The augmented values had been modified, aiding customers to plan their travels in a flexible manner, not hurting their savings. 
Price: Marriott had toned down the prices, considering the uncertain context. The waiver in cancellations and loyalty points being considered beyond 2021 depicts the relaxations made in the prices, under the sudden circumstances. 
Place: Through the provisions of rooms and the flexible services, Marriott International has continued to maintain its availability of high-end offerings (Pinedo 2020). The strong sanitisation standards have reduced the anxiety of guests, spurring them to make occasional visits. 
Promotions: The promotions had been the strongest point of Marriott with the sincere messages of the CEO. The CEO Arne Sorenson had through impactful videos communicated the grim circumstances and stated how pay cuts have been taken in executive levels in order diminish layoffs (Ongsakul et al. 2022). There had been optimistic messages communicated such as “We will travel again” (Pinedo 2020). The nature of the communications and the attempts made to provide crucial services had remained at the forefront of the promotional attempts. The promotional element has helped in maintaining the empathetic and high-end reputation of Marriott International, despite the onset of Covid 19. 
[bookmark: _Toc141371564]A competitive analysis of the strategies used by Marriott International during the Covid Crisis
The competitive analysis depicts the position of Marriott International in behaving as a leader under the disruptive circumstances. Moving fast, Marriott had made provisions for healthcare workers and also swiftly introduced pay cuts in the higher positions.
[image: ]
Figure 1: Competitive Positioning of a company
(Source: Liu et al. 2022)
The financial capability and expanded distribution network have empowered Marriott to provide important subsidies to the customers. In terms of positioning, Marriott had established itself as a hospitality enterprise that is committed to providing high value services to customers. The reputation of the company has been accentuated with the strategies, lending the competitive edge. Compared to its near rival Hilton, the external strategies of Marriott have been impactful in acquiring loyalty of customers (Liu et al. 2022). Cancellation fees reductions and the inceptions of loyalty extensions has ascertained that the hotel is able to gain revenues, despite the uncertain conditions. In terms of People, Marriott has extended critical services to healthcare workers, enhancing its strategic position (Liu et al. 2022). However, Marriott has not formed any significant partnerships. The positioning of Marriott had been crucial in attaining value and being among the top preferences of the customers under the uncertain context. 
[bookmark: _Toc141371565]Technological analysis of strategies used in digital marketing, communication, and internationalisation
The digital strategies have empowered Marriott to develop strong bonds with the global customers. The emphatic communication and optimistic messages of CEO had been spread with the help of technology. The technology has aided in reaching out to the community and communicating with the loyal customer base (Matejić et al. 2022). The flexible cancellations and the digital payments have been possible with the strong technological infrastructure of Marriott. It has been able to carve an exemplary position in the hospitality landscape. 
[bookmark: _Toc141371566]Success of strategies, metrics and how better strategies can be implemented
The strategies have been successful in upholding the image and reputation of the company in the turbulent times. The brand has not been able to gain the strong revenues due to reduced visitors in times of pandemic (Mehta, Kumar and Ramkumar 2023). However, the strategy has ensured that the customers remain loyal towards the offerings of the company. The trust of the customers towards the brand has been maintained with the exceptional standards of cleaning and the points expirations in loyalty program being paused, ascertains visits. With the elimination of travel restrictions Marriott International has continued to thrive under the circumstances (Mehta, Kumar and Ramkumar 2023). The KPIs of Total Available Rooms, Average Daily Rate, Revenue per Available room and Occupancy rate are used for measuring the success of strategies.
With the advent of such strategies the metrics have received considerable strength. The strategies have been quite effective, considering the pressurised situation of Covid. The Marriott Bonvoy Loyalty program has become widely popular. There could be some improvements in the strategies, such as reduced rates of services and the interpolation of policies (Mehta, Kumar and Ramkumar 2023). The JW Marriott could have focused more on day trips and self-driving experience during the times of Covid to assure increased revenues. There are cross-selling strategies such as spa services that Marriott could have used to hike sales (El-Said et al. 2023). Such adaptations in the sub-processes could have yielded better results for Marriott. 
[bookmark: _Toc141371567]Task 2: A Managerial implication on Marketing Strategies implemented by Marriott International during the Covid Crisis 
[bookmark: _Toc141371568]Managerial implications based on concepts and theories
The managerial implications of the marketing strategies imply high value for the company. The changes at Marriott had been spearheaded by the CEO, explaining the reason behind changes which have been reassuring. The authentic, informative and heartfelt message of taking pay cuts in order to combat the fluctuating circumstances The powerful and well-timed speech referring to the pay cuts taken for helping employees has helped in establishing an emotional bond with the customers (Elshaer, Azazz and Fayyad 2022). However, there could have been other videos by managers and supervisors showing the steps taken by Marriott to ensure cleanliness and hygiene. The conveying of such videos could have boosted the sales. 
The Rooms for Responders had been one of the strategic moves for Marriott in investing $ 10 million for providing rooms to the nurses and doctors (Elshaer, Azazz and Fayyad 2022). The selfless support for healthcare heroes by Marriott has enhanced the company’s reputation. The company could have ensured more support and accrued revenues by the utilisation of spaces leased to businesses and corporates. The rents could have fortified the revenues and profit margins of Marriott International. 
The cancellations of fee waivers have aided the customers looking to make a trip but unsure of the current circumstances. From a managerial perspective there could have been enhanced outcomes, with customers provided with some discounts on availing group package of services. With the reduction in prices, customers could have been motivated to make the purchase. 
Marriott has been exceptional in conveying the message of travelling again, resonating with the potential visitor base, waiting for the operations to go back to normal. The message could have been improved with the integration of virtual tours that showcased the exceptional services and the various activities/experience at Marriott (Ognjanovic, Dzenopoljac and Cavagnetto 2023). Inception of such videos would have hiked the interest of customers, inciting them to seek out the services with the travelling becoming normal. 
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Figure 2: Mendelow’s matrix
(Source: Elkhwesky et al. 2022)
As per the Mendelow’s Matrix, the different stakeholders need to be managed in an impactful manner in order to gain results. The assessment reveals how customers have been kept satisfied being the high power and low interest stakeholders. With the informative videos having rich visuals, customers would have continued to visit the website and check available offers. Some aggressive marketing to increase website traffics could have enhanced the sales for Marriott (Ben, Redžepagić and Zeqiri 2022). More communication with customers regarding chats and interactions on social media would have assured their loyalty in the changed scenario of post-pandemic. 
The strategies of Marriott had not exactly focused on the suppliers of the company and the support needed by them provided the strenuous circumstances. The contracts with suppliers could have been revised to ensure their trust once things return back to normal. 
The Commitment to Cleaning has conveyed to customers the protocols followed by Marriott in maintaining the hygiene (Ben, Redžepagić and Zeqiri 2022). The transparencies of information on social media have been critical in reducing the panic and anxiety of customers. There have been significant managerial implications with customers learning of the protection that they will continue to access under the changed circumstances. The rebranding of Marriott under the changed circumstances is especially effective. The customers are scouring for safer options and the effective communication has been crucial in strengthening the company’s position. The integration of practises that are suited to the current context and communicating them to customers have been vital in increasing the company’s sales. The campaigns of Marriott could have been more informative in communicating with customers regarding the technologies used for touchless experience.
The different smart systems and digital payments to render the experience with minimised contact would have been crucial in attracting guests. The visitors are increasingly searching for touch less experience and the campaigns would have boosted their confidence in accessing the services. The inception of systems that could control the permeation of pandemic is essential under the circumstances (Ben, Redžepagić and Zeqiri 2022). There is a need for strategic partnerships in the current context. The collaborations with tech start-ups can lead to the designing of effective digital tools and software that are viable under the current circumstance. 
There is knowledge development and exchange needed among employees. Marriott could have conveyed through the campaigns the steps taken for salvaging staffs’ position in the pandemic. The managerial implications for Marriott considering the strategies of Covid have been well crafted. However, a more streamlined approach consisting of cross-selling and lease of spaces would have made the brand resilient in terms of revenues. The strategies have ascertained that the reputation of the brand as well as the loyalty of customers are retained under the circumstances (Ben, Redžepagić and Zeqiri 2022). The strategies have worked for Marriott and the inception of some more steps could have ameliorated the financial conditions.
[bookmark: _Toc141371569]Task 3: Recommendations on how Marriott International can improve their marketing strategies in the POST PANDEMIC era 
[bookmark: _Toc141371570]Recommendations on how the post-Covid can be managed
In the post-pandemic Marriott needs to be more competitive so as to lure back customers. With the increase in travelling, Marriott will need to be prepared to ensure that the services are at par with the expectations.
Designing a new tagline
In the post-pandemic the travelling will return back to the normal. It is even noted that the urge to travel is greater, considering the pent-up position of customers. To lure back customers and as a revamping of the image JW Marriott will need a new tagline. The new slogan should be aimed at assuring the customers and conveying the excitement of the new experience being crafted (Yu et al. 2022). The sense of safety as well as the excitement of travel in the marketing will lure back customers regarding the core offerings. As can be noted from previous campaigns a catchy slogan stating the modified purpose is crucial for resonating with customers. 
Greater co-ordination with customers
The customer expectations during post-pandemic are vital to assure steady flow of revenues. Hence, Marriott should seek out the actions and offerings that are preferred by customers. Active feedback should be acquired through the various communication channels to understand how the services should be morphed. The quality of services and offerings should be communicated through the campaigns. The present study has depicted the need for being in touch with the customers’ expectations. 
Inception of contactless technology
In the realm of post-pandemic, it is more important to make use of contactless technology. Marriott in its marketing campaigns should outline the various contactless technology used with the purpose of reducing spreading of any ailments. The campaigns should be reassuring in outlining how Marriott is ascertaining the safe stay (Kim and Liu 2022). The hotel should resort to identifying the technologies that can enhance the image and reputation of the company. The safety standards and protocols followed to control any crisis events should also be stated to assure customers. The integration of safety standards being followed and the commitment of Marriot needs to be highlighted in the marketing campaigns. 
Informative campaigns
The competitive edge is of critical salience to Marriott under the post-pandemic situation. The hotels will seek to recover revenue through competitive prices. Marriott under such a scenario should seek to craft rich experiences that are differentiated from the competitive alternatives. JW Marriott should fuse local recreations and craft solo trip experiences. The marketing campaigns should convey the different types of experiences and their exclusivity in Marriott. There should be tapping of different types of customer bases to hike the sales. There should be live interactions with customers to understand their perceptions and responses in the current stage. 
Uplifting positions of suppliers and staffs
In the post-pandemic, there is predicted to be a high inflow of customers. This can be daunting for the staffs and suppliers of Marriott needing to endow quality services and products for the customers. The analysis shows that staffs and suppliers need to be well prepared. Marriott should ensure that help is extended to the employees as well as the suppliers, to ensure continued services to the guests.
Using influencers
A digital strategy is of huge salience to spread the message of safety and exclusive experiences. The harnessing of influencers within the industry, will empower Marriott’s position (Kim and Liu 2022). The webinars, visual and audio content should combine the involvements of influencers as well as staffs working within the company. The development of campaigns ensures that Marriott is able to sustain the competitive edge, receiving access to the followers of the influencers. 
[bookmark: _Toc141371571]Conclusion 
It can be concluded that managing the post-Covid period demands a strategic as well as adaptive approach. As companies, including Marriott International, circumnavigate through retrieval and development, key contemplations include highlighting safety, implementing digital transformation, also staying customer-centric. Expanding revenue streams, discovering internationalization, as well as fostering conglomerates can nurture resilience. Effective risk management, sustainable practices, and operative well-being subsidize enduring accomplishment. Crisis communication and constant learning confirm awareness of future challenges. By assimilating these approaches, companies can succeed in the dynamic landscape, develop stronger, and deliver outstanding experiences to consumers while circumnavigating the prospects and indecisions presented in the post-Covid world.
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