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[bookmark: _Toc141442327]INTRODUCTION:
This report will discuss marketing management as well as the marketing strategies that Marriott International has used both during and after the Covid-19 event. SWOT analysis as well as the technology they use will be discussed. It will highlight the innovation they created, as well as how they are implementing it or think of implementing. As a comparison of marketing strategies used during Covid-19 pandemic, Hilton hotel will be used. At the end conclusions will be drawn. 
[bookmark: _Toc141442328]TASK 1:
 The COVID-19 issue has significant repercussions for our way of life, including our working environment and shopping habits, and more especially for consumer behaviour. This indicates that almost all business entities were impacted. Companies have a responsibility to mitigate the effects of the crisis to the greatest extent possible so they can continue to provide the fundamental requirements of their customers and keep employment levels stable. Marketing is one of the options that may be used to accomplish this goal (Hoekstra and Leeflang, 2020). 
 What is marketing? According to Armstrong et al (2009), marketing is the process of maintaining profitable connections with customers. The purpose of marketing is to generate value for consumers while simultaneously gaining value from the clients.  It is comprised of the following steps: gaining a knowledge of the requirements of the customer, developing customer-driven strategies and programmes, developing customer relationships, and finally, generating value for the company.
 Marriott International is one of the companies that were affected by Covid-19 pandemic, as they are in the hotelier and tourism industry. On their website they proudly say that their 31 brands and 8,500+ properties in 138 countries and territories provide people with additional options to connect, explore, and extend their world, making them the industry's most powerful portfolio (Marriott International, 2023). They even have a whole section designated where they talk about Covid-19, where they say that they are committed to provide guests with a safe setting that is in alignment with expert guidelines for the purpose of trying to defeat COVID-19, and they look forward to welcoming everyone back to any of their hotels located throughout the world. Marriott Cleanliness Council, which is comprised of both internal and external specialists in the fields of food and water safety, hygiene and infection prevention, and hotel management, is working to redefine their cleaning and safety standards. The company is making a priority to actively evaluate and improve their solutions in order to maintain their emphasis on the health and safety of both visitors and workers.
When visitors check into Marriott's hotels over the next few months, they will notice a number of modifications to the company's routine that are aimed to create an even higher level of cleanliness for the hotels. The purpose of these additions is to ensure that customers have the best possible experience while staying at Marriott's properties, this information was last updated on their website on 15th November 2022 (Marriott International, 2023). 
[bookmark: _Toc141442329] MEASURES:
 Marriott International took drastic measures when Covid-19 hit: 
a) Firstly, they announced a 50% pay cut for their management team, as well as the furloughing of many of its employees, including those at its headquarters. Two-thirds of its headquarters employees have been ordered to take unpaid vacation, which initially was supposed to last 90 days and be evaluated based on development of the epidemic. Reduce administrative expenditures, including employee costs, by decreasing work weeks and eliminating unnecessary travel and spending. Marriott saved $140 million USD as a result of these cost cuts, which will be reinvested in areas that suffered the most during the COVID-19 epidemic.
b) Close food and beverage outlets, complying to social distancing procedures, to reduce the chance of COVID-19 spreading and minimising human interaction. Food and beverage outlets in hotels are expensive to run, in addition to minimising interaction with other people and delaying the possible transmission of the illness. Employees who work only in the food and beverage industry will be furloughed or made redundant. Which simply means they will not only gain by not running these outlets, but also by not having to pay salaries.
c) The cancellation of brand standard inspections and renovations scheduled for that year relieved pressure on hotel management staff and enabled resources to be allocated more effectively, with hotel longevity at the forefront of concerns.
d) Reducing expenses by cutting costs associated with projects for whom hotels reimbursed, in accordance with system-wide revenue losses. Additionally, Marriott eliminated one-third of its investment plan for 2020, which previously exceeded $800 million. Marriott was able to minimise losses by reducing expenditures in spite of decreasing revenue.
e) When travellers are once again able to travel, Marriott's previous efforts to develop a loyal customer base will pay off. Their loyalty programme, Marriott Bonvoy, is applicable across all 30 of Marriott's brands and will be an asset when customers return to booking vacations or trips.
f) The hotel industry has advanced substantially, and hoteliers now have access to a variety of technologies and tools designed to accommodate external influences. Hotels are better prepared for external factors that affect their operations and will implement these measures, as the CEO predicted the impact of Covid-19 will be a devastating one.
g) Because labour is an essential cost for hoteliers, the obvious savings that would result from hotel closures would be in the labour sector.  In the worst-case scenario, Marriott's treatment of employees will result in a negative public image and may contribute to the brand's reputation being harmed. However, cash preservation is critical to a hotel's functioning because the business couldn't survive without it. They made a lot of unfair cuts to the employee sector, just to be able to preserve their cash.  
[bookmark: _Toc141442330] SWOT analysis: an effective framework for analysing the Strengths, Weaknesses, Opportunities, and Threats of an organisation or a project, a SWOT analysis helps to address the efficacy of a project's planning and implementation. SWOT stands for Strengths, Weaknesses, Opportunities, and Threats (Sabbaghi & Vaidyanathan, 2004).

[bookmark: _Toc141442331]STRENGHTS:
Brand and Market Reputation – Marriott owns a multinational and diversified brand portfolio and market image across 30 brands and 130 countries. 
 Multiple Funding Lines and Large Cash Reserves - Marriott has multiple funding lines and large cash reserves to mitigate the effects of COVID-19. 
 Strong Operational Network – Permits the organisation to disperse risk and minimise impact wherever possible.
 Strong presence in North America – Headquarters to Marriott International A strong presence in North America is typically an asset due to the number of tourists, conferences, and economic prosperity in the region.
[bookmark: _Toc141442332]WEAKNESSES:
 Employees of Marriott in the United States are members of Unite Here, a prominent labour union. Due to their recent success in strikes in certain states, they have expanded their portfolio to attract new Marriott members. 
 Existing debt – Existing debt presents obstacles for hotel recovery. Marriott is fortunate in that it has substantial cash reserves, allowing it to withstand the impact more effectively than smaller competitors.
[bookmark: _Toc141442333]OPPORTUNITIES:
 Extensive Development Pipeline - Marriott has a considerable cash reserve and a big investment pipeline. While it has been pushed back to 2021 due to COVID-19, it will serve as a competitive advantage when the pandemic is over.
 Marriott has already participated in joint ventures, allowing creative concepts to develop, such as face recognition check-in at several hotels in China. Because it has already collaborated with other firms, it may publish COVID-19 to assist lessen the effects of the virus by enhancing customer experience. 
 All building projects in the works have been delayed until 2021. This has freed up some capital during the epidemic, allowing Marriott to save money in the interim.
[bookmark: _Toc141442334]THREATS:
 Marriott is a major participant in the competitive hotel and accommodations business. Marriott competes with Accor, Hilton, and Hyatt. After COVID-19 subsides, the highly competitive market may begin a pricing war, forcing Marriott to balance consumers and profits. As a market leader, Marriott can compete on pricing.
 The furloughing of a big number of the workers is the rightfully corporate choice, but Marriott management officials should be aware of the response from staff and unions and take steps to minimise it. If employees are dissatisfied, they may quit and transfer their knowledge to a rival, leaving Marriott with job shortages, higher recruiting expenses, and a reduced workforce.
 As COVID-19 causes millions of dollars in damages daily, hoteliers face insolvency. Marriott has adopted COVID-19-related measures to avoid bankruptcy.
[bookmark: _Toc141442335] MARKETING STRATEGIES: in order to identify the marketing strategies that Marriott used during Covid-19, Marketing Mix Concept will be applied. 
  A company's marketing strategy is its entire game plan for reaching out to potential consumers and turning them into clients of its products or services. A marketing strategy involves the value proposition of the organisation, the primary brand message, statistics on target customer demographics, and other high-level characteristics (Barone, 2023).
[bookmark: _Toc141442336]  Marketing mix also referred to as the ‘’4P’s’’ (product, price, place and promotion) is a  conceptual framework that highlights the major decisions that managers make while designing their offerings to fulfil their consumers' needs. The tools may be used to develop both long-term strategies and short-term tactical actions. The marketing mix is a strong notion for numerous reasons: it makes marketing look easy to manage, it allows marketing to be separated from other company operations, and it allows marketing chores to be delegated to specialists. The marketing mix components can alter a company's competitive position. The marketing mix strategy also offers two significant advantages. For first of all, it is a useful tool for recognising that the marketing manager's work is mostly about balancing the advantages of one's competitive strengths in the marketing mix against the benefits of others. The marketing mix's second advantage is that it shows another component of the marketing manager's job. All managers must allocate available resources to diverse needs, and the marketing manager will do the same with the many competing marketing mix devices. (Goi, 2009). 
 Marriott has developed their own mobile app where customers can get a variety of services from Marriott International. This is because more and more people are using smartphones, tablets, and computers. Marriott has used design thinking to improve its mobile app by adding personalised content and making it possible to offer services that are suited to customers' needs, this app might be classified as a product, as well as promotion. They are very active on social media, and they built social media into their digital marketing strategy so that customers can interact with the company in a more targeted manner through social media platforms. The company has started a real-time marketing command centre called "M Live studios" in different places to track the social media pulse of guests by following hashtags and geofences around hotel locations. This lets them figure out the brand presence, user trends, and feedback to promote and improve services. This is promotion, as they were thinking ahead and when everything moved online, they were there already, which means they anticipated the trend. Marriott also uses predictive analytics to find and attract the most valuable customers and service areas. It lets the company look at a huge amount of customer data, such as a household's profile, job and salary information, spending habits, travel type, frequency, and location, in order to learn more about customers and find profitable ones who can be targeted with suggestions and offers.. It also uses AI-enabled chatbots in several of its hotels to allow guests to communicate with hotel workers. This falls into price category, they get all this information from a computer within seconds, and also, they are introducing AI that help customers get in touch with the hotel staff, but pretty sure in the future AI will be at the other end of conversations. Thinking about the future, they are there already. As part of its connected strategy, Marriott has been developing a smart hotel room prototype outfitted with connected solutions, such as mobile and voice-optimized controls and personalised configurations that can respond to a guest's preferences, thereby delivering an integrated experience. 
 Marriott International changed the products they offered to match the new safety measures, lowered their pricing to bring in more clients, and shifted their marketing strategies to emphasise virtual experiences and contactless services (Shin & Kang, 2020). 
 All these changes had an impact on their stakeholders. According to Bourne (2005) stakeholders are persons or organisations that have an interest or some aspect of rights or ownership in the project, have the potential to contribute in the form of knowledge or support, or have the ability to either have an influence on the project or be impacted by it (McGrath & Whitty, 2017). Marriott has a diverse set of stakeholders, including shareholders, hotel owners and franchisees, suppliers, associates, customers, community organisations and industry associations, as well as governmental and nongovernmental entities, as a global travel company with managed and franchised accommodation operations. All of these groups are critical to the company's success. Depending on the circumstance, the impact will be different for each stakeholder.
[bookmark: _Toc141442337] COMPETITIVE ANALYSIS:
 During the pandemic, Marriott International made use of technology to assist them in achieving their cost leadership plan. They did this by establishing a new virtual check-in and check-out procedure, which allowed customers to minimise interaction with personnel and minimised the danger of transmission. They also created human less services, which helped to minimise labour expenses and provided a more engaging experience for the customers. This was done in order to better serve the tourists. In order to maximise the efficiency of their operations, Marriott made use of data analytics to monitor the preferences of their customers and to enhance the quality of their services.
[bookmark: _Toc141442338] TECHNOLOGY:
As a part of its digital transformation strategy, Marriott has been placing a significant amount of emphasis on the use of technologies that include artificial intelligence and data analytics. Is concentrating its efforts on increasing the levels of engagement it has with its guests by interacting with them through a variety of channels such as mobile apps, digital guest It offers its clients access to a wide range of services, including personalised help, via its mobile app. Furthermore, it provides customised materials to Marriott Rewards members in order to personalise the services they get while travelling and staying in a hotel. The app's Mobile Requests feature allows visitors to interact directly with hotel staff members about any special requests they may have. Through the execution of these initiatives, the business wants to increase the convenience it delivers to consumers by leveraging technology. Since the beginning of the 20th century, the progression of science and technology has reached a level that has never been seen before. As a result of the significant advances made in modern science and technology, humans have been able to continue increasing the size of their living area while simultaneously entering a period of relative material abundance. Science and technology are the key forces that contribute to economic growth. The advancement of science and technology is directly correlated to rising levels of productivity, and the rise in production is directly correlated to the development of civilization. On the other hand, at the same time, we must recognise that science and technology are like a blade with two edges. When science and technology are applied to society, they will carry with them certain negative implications to the continued existence and progression of mankind, and these difficulties are becoming more and more apparent (Zhang et al, 2021). The fact that they keep up with all the technology evolutions, also means that they might just lose guests, because not everyone is able to keep up with the new technologies, some people simply do not understand it, and others just do not want to accept it. 
[bookmark: _Toc141442339]TASK 2:
 The number of activities the company has done during these unheard-of times shows how much they care about their guests and employees:
 When the spread got worse, Arne Sorensen, President and CEO of Marriott International, sent a video message to employees and posted it on Linkedin. He did this even though he had a "new bald look" because of his cancer treatment. In hard times, the honest and encouraging words are extremely valued by co-workers. 
 In a new project called "Rooms for Responders," Marriott International committed to give away $10 million worth of hotel stays. The stays will be given to health care workers in places hit hard by the Covid-19 pandemic who are trying to stop it. They did this to help the people on the front lines of health care who have helped us without asking for anything in this situation.
 They have put in place a new 24-hour cancellation policy for all bookings, even those that have already been paid for or are non-refundable. This will help both people who can no longer take pre-booked trips and people who want to start planning a trip but don't know what will happen in the future.
 When the company couldn't send out their usual messages, they sent out a simple one: "We will travel again."  Everyone found this message to be very powerful.
 As some hotels start to let guests back in, the company has announced their new Commitment to Clean cleaning standards to stop the spread of Covid-19. This will involve a number of changes to the way cleaning is done and the use of new cleaning tools. During an outbreak, this is to be expected, but I really like how open the company has been and how clear the information it has shared on social media has been.
[bookmark: _Toc141442340] COMPETITORS:
 In order to provide managerial implications on the marketing strategies identified, a second company will be used in order to compare how they used their marketing strategies. The chosen company is Hilton, because it is a direct competitor to Marriott. 
 The spread of COVID-19 brought the world economy to a standstill in the early 2020s, resulting in a planned recession. To combat it, governments enacted new measures such as city lockdowns and travel restrictions, which had an impact on the hotel business, notably Hilton Worldwide Inc. The outbreak of COVID-19 resulted in losses for Hilton not just in terms of occupancy room rate, but also in financial numbers relating to RevPAR (a fall of 81%). In the post-pandemic period, Hilton Hotels and Resorts introduced a variety of programmes (e.g., CleanStay2) and programmes (e.g., hotel digitization).  As a result of these practises, Hilton began pushing safe contactless check-in procedures and digitization of essential services via Apps put on guests' devices, and a number of Hilton Hotels and Resorts gradually began to recover (Mekhruza, et al, 2022). Hilton has created some genuinely distinctive digital guest experiences over the last decade. Hilton HHonors members, for example, let use the hotel's mobile app to accomplish anything from book a room to enable contactless check-in. Soon, visitors will be able to manage anything from the temperature, TV, and lighting to ordering room service using their smartphone. 
 Consumers nowadays are more distracted than ever before. In fact, it is estimated that 82% of trip arrangements are cancelled. Personalization is one method Hilton combats this issue. Hilton Marketers may generate personalised messages and promotions based on prior customer behaviour and preferences using data gathered by Hilton's mobile app and loyalty programme [Hilton HHonors]. A substantial percentage of Hilton's business comes from the corporate events and conferences industry, which has also seen enormous upheaval in the aftermath of Covid-19. In the future, events will most likely have a hybrid format, with attendees having the option of attending in-person or online. Hilton has built a new suite of solutions to accommodate this new strategy, including high-speed broadband, cameras, and other technological requirements (Mixson, 2021).
 This means that Hilton has also focused on technology development, but the focus was on differentiation strategy. They focused on offering unique experiences and amenities to guests in order to differentiate from competition. Also, they have offered online experiences that kept their guests engaged. 
[bookmark: _Toc141442341]CONCLUSION: 
 Based on the report, Marriott International's marketing initiatives during Covid were beneficial in assisting the corporation in navigating the difficulties of the epidemic. Marriott's cost-cutting technique enabled them to provide low-cost travel alternatives while retaining a high level of service. Marriott was able to provide reduced pricing through simplifying operations using technology and reducing expenses and improving productivity. This approach helped them in attracting more clients at a time when many individuals were seeking for low-cost travel choices. Marriott supported its operations with technology and cost leadership. They optimised operations and visitor experience through virtual check-in and check-out, contactless payment, and data analytics. Marriott minimised guest-staff interaction to limit transmission risk and keep guests secure. Marriott used data analytics to track client preferences and enhance services, increasing customer happiness and loyalty.
 During the outbreak, Hilton, on the other hand, used a tactic called "difference." They tried to stand out from their rivals by giving guests unique experiences and services. They spent a lot of time online and cleaned the building thoroughly. This approach made Hilton stand out from its competitors and give customers something they couldn't get anywhere else. Hilton's differentiation may have cost more than Marriott's cost leadership. Hilton may have had to spend extra to offer unique experiences and facilities. Hilton's differentiation approach may have failed to attract pandemic-era cheap travellers.
 Overall, both Marriott and Hilton demonstrated the significance of adaptability and creativity during a crisis. By adapting their marketing strategies to reflect the new realities of the pandemic, both companies were able to endure and prosper during a challenging period for the travel industry. Either through cost leadership or differentiation, both strategies can help companies navigate crises and achieve long-term success.
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