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Task1 
                                     Concept of Covid19 in Hotel sector
With a projected loss that exceeds all prior crises taken together, including the 9/11 terrorist attack, the 2008 recession, or the SARS epidemic (Oxford Economics, 2020), the COVID-19 pandemic has significantly disrupted the hotel industry. Due to travel restrictions and traveler’s anxiety about getting stuck, the average revenue-per-available-room (RevPAR) fell by almost 90% in the second quarter of 2020, and it is anticipated that this decline will continue (Courtney, 2020). A practical framework that could help the hotel industry become more resilient during as well as following the pandemic is urgently needed.
Importance of marketing during Covid crisis
Despite the challenges faced, even during the Covid crisis, marketing has remained a crucial element for businesses to prosper and survive. A move toward specific websites as well as digital marketing strategies has become increasingly important in sequence to connect and interact with customers. To adapt to the contemporary advertising environment, many businesses are dealing with a lack of supplies, both economically and in terms of personnel. Due to a decline in sales and revenue, businesses are under more pressure than ever to make the most of their branding funding. It is obvious that marketing has served a crucial role in keeping businesses afloat, increasing business visibility, helping to build relationships with clients, and increasing sales and revenue growth during these trying times, despite all the market uncertainty. Businesses must continue to prioritize marketing initiatives and make investments in cutting-edge strategies if they want to compete in the market. By utilizing digital tools and changing to the current marketing landscape, businesses can maintain their relationships with customers and grow their sales. In general, businesses still need marketing to survive the Covid outbreak and prosper in the years following the pandemic. Moreover, Marriott Hotel is being urged to adjust and reconsider their goals, products, and transportation methods at this time (Steimer, 2020).


SWOT analysis
Strengths:
i.	Marriott hotels draw people in with their food and beverage options because they offer high-quality food under all of the Marriott brands.
ii.	Because Marriott represents one of the largest hotel chains in the world, brand recognition in the marketplace is expected to remain high while COVID-19 puts the entire world on hold.
iii.	Marriott has 30 brands and a global, diversified brand portfolio, with a presence in 130 countries. After COVID-19, Marriott will continue to benefit from its strong brand image.
iv.	 Marriott has a sizable cash cushion and several funding sources to lessen the effects of COVID-19. 
v.	 The company can disperse risk and reduce impact where possible thanks to a strong operational network.
Threat:
i.	By postponing brand standard inspections and remodeling that were scheduled for this year, pressure on hotel management staff is reduced, and resources can be distributed more wisely with the longer-term concerns of hotel durability at the forefront. Hotels should be careful not to let brand guidelines slip as this is an act of goodwill from Marriott as these audits will resume in 2021. (MARRIOTT INTERNATIONAL ,2021)
ii.	In order to maintain operations while maintaining its staff content for an extended period of time, Marriott should be careful to maintain the balance between a financial motive and a moral motive.
iii.	In the worst case, Marriott's poor treatment of its employees will reflect poorly on the company and could harm the brand's reputation. The operation of a hotel, however, depends on the preservation of cash because the hotel could not function without it.


Opportunities:
i.	A devoted customer base will be advantageous for Marriott. When customers want to book vacations or trips again, their loyalty program will be advantageous.
ii.	With a sizable cash reserve, Marriott has a wide range of potential investments. It has been delayed by one year, to 2021, because of COVID-19, but once the global epidemic has passed, it will serve as a competitive advantage. 
iii.	In the past, Marriott has taken part in joint ventures that have fostered the growth of novel concepts, like facial recognition check-in at certain hotels in China. As it previously collaborated with other businesses, it might do so once more after COVID-19 to lessen the effects of the disease by enhancing customer service. 
iv.	After the pandemic's peak has passed, experts in the field predict that the tourism sector will rebound, frequent traveller’s will start traveling once more, and slowly, business will get back to normal. 
v.	Due to the large cash reserves available, this presents a possibility for larger chains to acquire the smaller hotel chains, leading to market consolidation.
Weakness:
i.	In the US, Marriott employees are a part of Unite Here, a well-known labor union. They have widened their portfolio to entice new Marriott members after recent success in particular states with strikes. At locations in Baltimore, San Francisco, San Diego, and Irvine, California, Unite Here won four elections. Following these four victories, the union now has 1,000 more members, which might present a threat to Marriott in the future. 
ii.	The hotels' ability to recover from their debt faces difficulties. Due to its substantial cash on hand, Marriott has the advantage over smaller rivals in that it can withstand the impact.


Effect of strategies on stakeholder and Marketing Mix:
A variety of stakeholder groups are involved with Marriott International, including investors, franchisees and owners of hotels, suppliers, employees, and customers. There are also governmental and nongovernmental organizations involved. 
Products: Marriott offers high-end and opulent food, drinks, lodging, and resort amenities. By utilizing the product lifecycle, they distinguish their products and better target sales. However, during the pandemic, employees who only work in the meals and drinks division were laid off or furloughed.
Price: Marriot bases its rates on the desired level of profit while implementing premium pricing techniques. For instance, in order to remain competitive during the pandemic, Marriott had to reduce the cost of rooms for local customers. Customers receive benefits as a result of targeted marketing and loyalty programs. The cancellation of brand standard inspections and renovations that were scheduled to take place this year provided relief for hotel owners and franchisees under pressure.
Place: Marriot's major brands cater to both business and vacation travelers. As a result, the hotels are found in large cities, close to convention centers, airports, and well-known tourist locations around the globe. However, due to the pandemic crisis, Marriott adopted a strategy to prioritize and position both domestic and international customers. Local clients saw positive results.
Promotion: Advertisements on Marriott's official website, Twitter, television, FACEBOOK, YouTube, Instagram, and community engagement techniques are all used to promote their goods and draw in customers (Marriott Worldwide, 2020).  Customers in Pandemic benefited from digital marketing. Through its mobile app, Marriott International provides a variety of services to its clients in an effort to increase client convenience.
People: Marriott employs over 12,000 people in the UK in a variety of jobs that ensure the organization runs normally. The board of directors and the workforce both face difficulties when employees are compelled to take unpaid leave while on furlough in the United States.
Process: During the pandemic, Marriott offered a web-based reservation service that let customers book rooms and request room services. In order to cut operational costs, Marriott has also updated its operational systems to ensure that material supply is carried out effectively (Marriott International, 2020). To maintain a balance between the desire to make money and a moral motive in order to carry on with business as usual and keep its staff content after the global pandemic has passed. As income declines, cutting expenses helps Marriott's stakeholders limit their losses.
Competitive analysis
It has been determined that the hotel and lodgings sector is an extremely competitive one, with Marriott ranking among the top players. The main rivals of Marriott are other sizable chains like Accor, Hilton, and Hyatt, making it extremely crowded. After COVID-19's peak and business has resumed as usual, the fiercely competitive market may experience a price war, to which Marriott would have had to react while keeping clients and earnings in mind. However, Marriott has a benefit because it is a major player in the market and can engage in competition for prices if necessary. The right company choice was made to furlough a sizable portion of the workforce, but Marriott senior staff ought to be aware of the backlash from employees as well as any unions that staff members are a part of, and take steps to minimize this. If current employees are too dissatisfied in their employer, they may leave and join a rival company, leaving employment gaps, driving up recruitment costs, and reducing Marriott's workers in the interim. The threat of bankruptcy is the biggest problem facing all hoteliers, as COVID-19 is causing daily losses in the millions of dollars. Marriott has made the necessary preparations to lessen the effects of COVID-19 and avert bankruptcy. (Le, 2021)
                                         Impact of technology in the strategies 
Our approach to recovery is based on an understanding that going hyperlocal doesn’t have to be a disruptive transformation project. Marriott prioritized local consumers and focused on deepening collaborations between industry, technology, and digital partners to anticipate and meet local needs.
1. Digital marketing 
Examples of having a digital space available include Marriott's user-friendly website, engaged social media accounts, and the utilization of e-commerce platforms to sell products and services. As consumers growing rely on purchasing goods and services, businesses that quickly transformed to the technological world are more likely to succeed. By investing in online advertising and marketing, their company expanded its customer base and increased its visibility in a crowded digital market. By utilizing the potential of social media to its fullest, Marriott prospered despite the turbulent times. Marriott uses a variety of digital marketing tools, including search engine optimization (SEO), email marketing, and social media advertising, to reach the people they want and boost sales. By using these tools wisely, business owners have not only survived but have thrived in a world where technological interaction and participation are the norm (Le, 2021). It's essential for Marriott to stay on top of the most recent internet marketing trends and strategies if they want to stay competitive and relevant in their industry.
2. Internationalization 
The internationalization of the hospitality industry will allow managers to learn more about various cultures as they interact with people from various backgrounds and broaden their awareness in the process.  The rapid internationalization of Marriott's economy during the current century has increased the possibilities for exporting services, which are now the sector of global trade that is expanding the fastest. Host governments invest globally and offer incentives as a result of their desire for growth and profit. The expansion of resources and activities outside of one's own country's borders is referred to as internationalization. However, the company must become more efficient and effective in order to serve customers on a global scale rather than just at home. Despite beginning at that level, as a company grows, they are able to produce more profit, and because of their efficiency, they are able to reach a far-reaching a range of consumers while also increasing the attractiveness of the market. It results in an ongoing global market expansion (David and Chon, 2006).
3.Communication
Predictive analytics is being used by Marriott to determine and communicate the most profitable clients and service areas. Additionally, many of its hotels have AI-enabled chatbots that let visitors communicate with hotel staff to make reservations, check account balances, and redeem vouchers. Marriott's official website, Twitter, television, FACEBOOK, YouTube, Instagram, and community engagement techniques are all used to promote their goods and draw in customers. (Marriott Worldwide, 2020).  










Task 2: 
Marketing Strategies and Managerial implication implemented by Marriott International during the Covid Crisis
According to Kotler et al. (2013), marketing entails the investigation, development, and delivery of valuable goods or services to meet the requirements of a particular end-user at a price. Selling the brand of the business is a crucial component of achieving organizational goals.  Target markets, consumer requirements, integrated marketing, and profitability are the four elements that marketers take into account when planning marketing initiatives.  Marriott's marketing strategy is concerned with all management philosophies that are used to determine and meet client needs and wants (Marriott, 2021). Marriott raises consumer awareness of the company's many goods and services, including lodging and dining, through its marketing initiatives.  The production idea, which is based on the idea that customers will buy products that are worth their money, is one of the key ideas employed by Marriott (Houston, 2018). Relationship marketing concept that prioritizes customer retention and satisfaction (Gruen, 2019).  Online platforms are used in the digital marketing concept to reach potential consumers (Khan and Siddiqui, 2013).    
Once COVID began to spread in the areas where it operates, The Marriott was to take decisive action. In addition to many other businesses, it was forced to make drastic cost-cutting and temporary business closure decisions. It is hoped that these actions will be sufficient to get the link through the outbreak's initial wave. The AMA's Marketing News' Spring 2020 topic offers many examples of in what way top marketers are managing with the epidemic. The directors of the Marriott Hotel take struggle and short-term perspective to make sure that their individual positions remain to align for short term with their longer-term strategic plans. Additionally, Marriott Hotel is being encouraged to calibrate and rethink their goals, products, and distribution methods at this time. (Jiang,2020)

 1.  Downsizing of staff and Executive staff salaries deduction
It is crucial for the survival of Marriott's operations that management took action by reducing administrative expenses, including shortening work weeks, staff costs, canceling non-essential travel, and cutting spending. Marriott will save $140 million through these reduced expenses, which will be put back into the partitions that have been hit toughest by the COVID-19 outbreak.

2. Windup food and drink outlets to decrease the spread
To reduce the risk of COVID-19 spreading through decreased human interaction, Marriott's managers decided to close down food and beverage outlets in accordance with social segregation policies. In addition to reducing contact with other people and potentially slowing the spread of the virus, running food and beverage outlets in lodging establishments is expensive. Due to lower customer demand for hotel food and beverage services and lower occupancy rates, the net income earned will be significantly less and negative. management repercussions Personnel who only work in the department of food and beverages will be laid off or furloughed. Despite the fact that Hilton hasn't temporarily shut down any eateries or drinks sections in the US, it has improved cleaning in public areas and introduced hand sanitizers all over its properties. (Khan and Siddiqui, 2013).    

3. Postpending  brand standard audits and suspending renovations 
In order to maintain the Marriott brand, hotels and franchises must adhere to strict brand standards that are regularly audited and tested. The management team permitted the funding for these premium standard checks as well as renovations involving fixtures, furniture, and equipment to be delayed and postponed until at least 2021. The cancellation of brand standard inspections and renovations that were scheduled for this year frees up the pressure on the hotel management team and enables supplies to be allocated more wisely, putting larger concerns about the longevity of the hotel at the forefront. Hotels should be careful not to let their brand standards slip as this is merely a goodwill gesture from Marriott and these audits will resume in 2021.

4. Reduce investment liabilities
 By reducing program costs that individual hotels reimburse Marriott management for keeping up with systemwide revenue losses, the company minimized costs. Additionally, Marriott intends to drop or postpone a third of its previously over $800 million investment plan for 2020. Marriott can reduce losses by cutting expenses as income declines. Reduced advertising might cause fewer people to know about Marriott locations, but since most frequent traveller’s postpone trips because of restrictions, they are unlikely to be open to advertising in the first place. Given that Marriott ranks as one of the largest hotel chains in the world, brand recognition in the marketplace is likely to hold steady while COVID-19 puts the entire world on hold.
5. Marriott is having large cash reserves 
Marriott will profit from repeat business. This will benefit Marriott since it has a sizable market share. Previous marketing initiatives will be successful for upcoming resides, and Marriott will profit from a base of devoted clients. When tourists are able to travel again, Marriott's earlier efforts to build this devoted customer base will pay off. When consumers are looking to book vacations or trips again, Marriott Bonvoy, which is accepted by all 30 of Marriott's brands, will be advantageous. Travel by other people may be uncertain for a while after the peak of COVID-19 has ended, and tourists are likely to make reservations in hotels that they are familiar with and have experience with. Marriott can profit from this by concentrating its marketing efforts on users of loyalty programs. (Gursoy, 2020)

6. Being money-making business vs employees’ safety 
In order to maintain activities and keep its staff content for an extended period of time, Marriott should be careful to maintain the balance between a money intention and a moral motive. This will allow Marriott to have content staff to manage hotels after the global pandemic has passed.


Task 3:
Recommendation for post pandemic era.
To investigate the influences on governance and stakeholders informed dynamics in hotel pandemic management and planning, a global crisis management model could be proposed for additional crisis situations at the regional and national levels. Small to medium-sized hotels might not be able to survive after the pandemic and would have to declare bankruptcy as a result of the restrictions and increased financial burden (due to individual circumstances following COVID-19) placed on travel. Marriott hotel chains are more prepared to handle a pandemic crisis in this situation than small and medium-sized hotels. As Marriott has more powerful brands, better communication methods, a track record of successful management, strong financial backing, and advocacy power (Ritchie et al., 2011), it should set aside a sizable sum of money that would have a better impact and help it continue to operate after COVID-19. And Marriott chains ought to buy the smaller hotels, as this will lead to market consolidation. The hotel would benefit from having a sizable cash reserve because it could expand its brand portfolio and bounce back from the effects of COVID-19 more quickly. (Jiang.,2020)
In order to continue moving forward and focus on expanding partnerships between industry, technological advances, and electronic partners to anticipate and satisfy local needs, we will need to focus on the needs of domestic consumers due to decrease in international travel. Domestic tourism was probable recovering first, in addition to health tourism and vacation experiences that appeal to younger travelers, as domestic travelers yearned for luxury and relaxation. Marriott should open up accessible domestic food and drink (F&B) opportunities. It can foster a sense of belonging to a place. Therefore, our approach to recovery will serve as the go-to spot for locals to socialize, eat, and drink.

1.Provide personalized mobile platforms for new and more practical online services
In light of the rising popularity of devices like tablets, laptops, and smartphones, Marriott International offers different services to its clients via its mobile app. With the help of design thinking, Marriott has upgraded its mobile app with specialized content and made it possible to provide services that are specifically catered to meet the requirements of the users. For instance, the content of the app's home screen changes in accordance with the guests' journey, showing users if they have any reservations. Members of Marriott Rewards can also access personalized content to further tailor their travel planning, hotel stay, and post-stay travel. Customers no longer need to wait in line at counters thanks to the room ready alerts and smartphone check-in and out capabilities of the mobile app. Visitors can interact with the hotel staff through the Mobile Requests feature of the app to make special requests or choose from a drop-down menu of in-demand services. Additionally, guests can access their Netflix, YouTube, and Hulu accounts using the app and use their cell phones as room keys. With these programs, the business hopes to give customers more technological convenience. 

2. The usage of social media can assist in fascinating new customers.
For targeted customer engagement on social media platforms, Marriott has incorporated a social media strategy into its multichannel marketing plan. By using hashtags and geofencing around hotel locations, the company has established a real-time advertising command center called "M Live studios" across a number of locations to monitor the social media activity of visitors. This allows them to gauge brand awareness, user trends, and customer feedback in order to better market and deliver services. To increase brand awareness and loyalty, the group personally engages and converses with travelers on social media. Marriott encourages visitors to get in touch with hotel concierge services in real time via social media platforms like Facebook Messenger and WeChat. 
3. Improve Service Quality with Analytics & AI 
To locate and draw in the most lucrative clients and service areas, Marriott uses predictive analytics. It allows the business to analyze vast quantity of customer data, including professional, salary information and household profiles, spending habits, travel types and frequencies, and travel destinations, to better understand its customers and identify profitable ones to whom it can make special recommendations and offers. Understanding unmet demand for more hotels is made possible by conducting a regional analysis of this data. Additionally, many of its hotels have AI-enabled chatbots that let visitors communicate with hotel staff to make reservations, check account balances, and redeem vouchers. (Woodroof, 2019).





4. Develop 'Smart Rooms', which can enhance the in-room experience. 
Marriott has been creating a smart hotel room model as a part of its linked strategy. It is outfitted with connected solutions, including Smart mobile and voice-optimized controls and customized presets that can react to customer preferences and provide an integrated experience. The Internet of Things (IoT) guest room, developed in collaboration with Samsung and Legrand, makes use of voice- and mobile-activated modern technology to give guests a highly customized and in-control experience. (MARRIOTT INTERNATIONAL ,2020).
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