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[bookmark: _Toc141452647]Introduction
This report critically evaluates the marketing strategies used by Marriott International mainly during the Covid Crisis, focusing on their impact on stakeholders, competitive position, and utilisation of technology (Marriott, 2023). Drawing insights from proven marketing theories, this report likewise analyses Marriott's SWOT analysis, the distribution of resources towards marketing activities, and the success metrics utilised. Building on the managerial implications identified, the report offers realistic post-pandemic recommendations to strengthen Marriott's marketing approach, ensuring resilience, customer-centricity, and innovation in the steadily evolving hospitality industry.
[bookmark: _Toc141452648]Task 1: Critical Evaluation of the Effectiveness of the Marketing Theories and Strategies used by Marriott International during the Covid Crisis. - 
During the Covid Crisis, technology mainly played an important role in marketing theories and strategies of Marriott International during the Covid Crisis. As individuals shifted to digital platforms for communication, work, and leisure, Marriott recognized the need to adjust its marketing endeavours to meet customers where they were - online. Here are a few key areas where technology had a tremendous effect:
1. Digital Marketing: Marriott leveraged various digital marketing channels to advance its properties and draw in with possible guests. Email marketing efforts, web-based entertainment advertising, and content marketing became significant in staying connected with customers. The capacity to personalise messages and offers in view of customer data allowed Marriott to make targeted crusades and boost their effect (Desai and Vidyapeeth 2019).
2. Contactless Services: To address wellbeing and safety concerns, Marriott embraced technology to work with contactless services. Portable check-in and check-out, keyless passage frameworks, and versatile instalment options were introduced to decrease actual interactions during a visitor's visit. This enhanced the visitor experience as well as reassure customers about Marriott's commitment to their safety (Kim et al. 2022).
3. Virtual Experiences: With travel restrictions set up, Marriott utilised virtual visits and experiences to grandstand its properties and destination features. Virtual reality (VR) and augmented reality (AR) advancements allowed possible guests to investigate hotel rooms, conveniences, and local attractions from the solace of their homes. This innovative approach assisted Marriott with remaining top-of-mind for future travel plans (Han et al. 2022).
4. Data Analytics: Technology empowered Marriott to gather and dissect tremendous amounts of data, providing important insights into customer conduct, preferences, and booking patterns. This data-driven approach allowed Marriott to settle on informed marketing choices, optimise pricing strategies, and designer promotions to explicit customer fragments (Dubey et al. 2021).
5. Internationalisation and Localization: The utilisation of technology worked with Marriott's internationalisation endeavours during the crisis. Multilingual sites, localised content, and targeted digital advertising efforts assisted Marriott with reaching global crowds and attracting regional travellers (Kaukab and Aryanto 2020).
SWOT
	STRENGHT
· Global Presence
· Excellent Reputation
· Loyal Customers
	WEAKNESS
· Poor Positioning
· Civil Lawsuits
· Negative Publicity

	OPPORTUNITIES
· Shifting Demographics
· Diversify Offerings
· Expand into Related Sectors
	THREATS
· Stiff Competition
· Trade Tension
· Looming Recession
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Figure 1: Effective use of marketing theories
(Source: Han et al. 2022)
Competitive Analysis:
Marriott faced fierce opposition during the Covid Crisis, from other hotel chains as well as from alternative accommodation providers like Airbnb. A competitive analysis is essential to comprehend how Marriott's marketing strategies compared to its rivals:
1. Competing Hotel Chains: Major hotel chains, like Hilton, Hyatt, and Accor, additionally executed marketing strategies to adapt to the pandemic's effect. Comparing Marriott's presentation metrics with these competitors can reveal insight into the effectiveness of their marketing endeavours and distinguish regions for improvement (Nastasoiu and Vandenbosch 2019).
2. Alternative Accommodation Providers: As individuals looked for additional private and disconnected accommodations, platforms like Airbnb gained prominence. Marriott needed to find innovative ways of differentiating its offerings and convey the remarkable benefits of staying in a hotel, including elevated safety measures, professional cleaning services, and loyalty rewards (Chen and Tussyadiah 2021).
3. Regional Competitors: In certain markets, local hotel chains and boutique hotels provided fierce opposition to Marriott. Understanding the strategies conveyed by these regional players can offer insights into how Marriott adapted its marketing approach to remain competitive in unambiguous locations.
[image: ]
Figure 2: Competitive Analysis
(Source: Nastasoiu and Vandenbosch 2019)
Success Evaluation and Measurement Metrics:
To assess the success of Marriott's marketing strategies during the Covid Crisis, the organisation depended on various metrics:
1. Occupancy Rates: Monitoring occupancy rates across Marriott's properties allowed the organisation to gauge demand and distinguish patterns in travel conduct. By comparing occupancy rates previously and during the crisis, Marriott could evaluate the effectiveness of its marketing endeavours in attracting guests (Ginindza and Tichaawa 2019).
2. Revenue and Profitability: Assessing financial reports and comparing revenue patterns with pre-pandemic periods helped measure the effect of marketing strategies on generally financial execution. This analysis could recognize whether the marketing endeavours prompted a positive return on investment (Paltrinieri et al. 2021).
3. Customer Sentiment Analysis: Tracking online reviews, customer feedback, and sentiment analysis provided significant insights into customer satisfaction and perception of Marriott's response to the crisis. Positive sentiment indicated that the marketing strategies resonated with customers and aided in retaining their loyalty (Gallagher et al. 2019).
4. Direct Bookings and Loyalty Program Engagement: Monitoring the percentage of direct bookings and the degree of engagement with Marriott's loyalty program (Marriott Bonvoy) offered insights into the effectiveness of loyalty-focused marketing initiatives.
5. Employee Retention and Satisfaction: Evaluating employee retention rates and conducting internal surveys to quantify employee satisfaction provided an understanding of the effect of marketing strategies on employee resolve and engagement.
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Figure 3: Measurement Metrics
(Source: Gallagher et al. 2019)
Controlling Marketing Functions:
In the event that Marriott's marketing strategies were viewed as ineffective during the Covid Crisis, the organisation could have carried out the following measures:
1. Agile Decision-Making: Adopting a more decentralised decision-making interaction would have allowed Marriott to respond quickly to dynamic market conditions. Local groups at individual properties could have been engaged to go with choices tailored to their particular market needs (Ghozali et al. 2019).
2. Targeted Marketing: Marriott could have fine-tuned its marketing endeavours to focus on unambiguous customer portions that were bound to travel during the crisis. For instance, the organisation could have targeted essential workers, or travellers with flexible travel plans.
3. Enhanced Digital Experience: Marriott could have additionally worked on its digital experience to make the booking system consistent and engaging. Emphasising the benefits of contactless services and virtual experiences could have attracted safety-conscious travellers.
4. Collaborations and Partnerships: The crisis presented opportunities for collaborations with applicable accomplices, like airlines, travel agencies, and local tourism boards, to advance joint travel bundles or elite offers (Scuotto et al. 2020).
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Figure 4: Marketing Functions
(Source: Ghozali et al. 2019)
Marriott International faced unprecedented challenges during the Covid Crisis, yet its marketing theories and strategies demonstrated versatility, flexibility, and customer-centricity. By reallocating assets, embracing technology, and prioritising customer safety, Marriott explored through a challenging period and worked towards recuperation. While the success of its strategies was apparent in various metrics, continuous improvement and deftness in marketing approaches remain essential to address future uncertainties and sustain long-term development (Sucheran 2021). Marriott's capacity to gain from the crisis and influence the force of marketing will be critical as the world transitions into the new ordinary in the post-pandemic period.
[bookmark: _Toc141452649]Task 2: Managerial implication on Marketing Strategies implemented by Marriott International during the Covid Crisis
The Covid-19 pandemic presented Marriott International with unprecedented challenges that required a strategic and adaptive approach to marketing (Eschenbrenner et al. 2023). The case study analysis has revealed several marketing strategies that Marriott employed during the crisis to mitigate the impact and position the company for recovery. In light of appropriate research and proven marketing theories and concepts, the following are managerial implications of Marriott's marketing strategies:
1. Emphasise Agility and Flexibility in Decision-Making:
The Covid Crisis demonstrated the requirement for organisations to be agile and versatile in their decision-making processes. Marriott's centralised decision-making structure could have created setbacks for responding to quickly changing market conditions (MD, 2020). To improve flexibility, Marriott should consider empowering regional and property-level groups with decision-making authority. Decentralised decision-making can work with quicker responses to local market needs, enabling the company to immediately jump all over emerging chances and oversee crises all the more successfully (Jafari-Sadeghi et al. 2022).
2. Prioritise Customer-Centricity and Personalization:
During the Covid Crisis, Marriott's focus on customer-centricity was clear in its personalised marketing strategies and contactless services. Managerial implications include investing in customer data analytics to comprehend evolving customer preferences, ways of behaving, and sentiments better (Gilbertson et al., 2020). By leveraging data-driven insights, Marriott can tailor marketing messages, promotions, and administration offerings to meet the particular necessities and expectations of various customer portions. Emphasising personalised experiences can improve customer satisfaction, foster loyalty, and drive rehash business.
3. Strengthen Digital Marketing Capabilities:
The Covid Crisis sped up the digital transformation across industries, including friendliness. Managerial implications for Marriott include further investment in digital marketing capabilities, including social media marketing, search engine optimization (Website design enhancement), content marketing, and paid advertising (Good et al., 2021). A powerful online presence will assist Marriott with reaching a more extensive crowd, engage with customers really, and maintain brand perceivability during seasons of restricted physical interactions. Additionally, the company should continue exploring innovative advances, like virtual reality (VR) and augmented reality (AR), to upgrade virtual experiences and separate itself in the market (Nuseir and Refae 2022).
4. Improve Crisis Communication and Straightforwardness:
Marriott's transparent communication with customers during the crisis played an essential role in managing expectations and building trust. Managerial implications involve developing a comprehensive crisis communication plan that outlines clear techniques for communicating with customers, employees, and different partners during unforeseen events (Noar and Austin, 2020). Ordinary updates on safety measures, cleanliness conventions, and property status can assist with allaying customer concerns and demonstrate the company's commitment to safety.
5. Invest in Employee Training and Strengthening:
Employees are the backbone of any help arranged industry, including accommodation. Managerial implications include investing in comprehensive training programs that outfit employees with the abilities and information to convey exceptional customer experiences. Enabled and engaged employees can fundamentally impact visitor satisfaction and foster a positive brand picture (Urbancová et al. 2021). Additionally, Marriott should prioritise employee prosperity and provide support components during challenging times to maintain an inspired and serious workforce.
6. Expand Revenue Streams:
The Covid Crisis featured the risk of over-dependence on international travel and tourism. Managerial implications involve exploring opportunities to expand revenue streams (Kraus et al. 2022). This could include partnerships with local businesses to offer worthwhile bundles, providing meeting spaces for telecommuters, or converting certain properties for alternative purposes during slumps. Diversification can diminish weakness to outside shocks and guarantee a stronger business model.
7. Team up with Partners and Partners:
In the midst of a crisis, collaboration with partners becomes essential for common support and asset sharing. Managerial implications include strengthening relationships with establishment partners, suppliers, and other friendliness partners. By working together, Marriott can all things considered address challenges, share best practices, and find innovative solutions to common issues (Harris et al. 2021).
8. Monitor and Respond to the Competitive Scene:
The Covid Crisis reshaped the competitive scene in the cordiality industry. Managerial implications involve conducting normal competitive analysis to stay updated on competitors' strategies, assets, and weaknesses. By understanding the evolving market dynamics, Marriott can identify holes in its offerings, change pricing strategies, and separate its brand really.
9. Influence Loyalty Programs and Customer Retention Strategies:
Loyalty programs are important resources in building customer retention and brand loyalty. Managerial implications include leveraging Marriott's loyalty program, Marriott Bonvoy, to incentivize rehash business and support direct bookings. Engaging with steadfast customers through personalised offers, selective advantages, and reward points can foster strong brand loyalty and lead to positive verbal exchange marketing.
10. Focus on Sustainability and Corporate Social Responsibility (CSR):
The Covid Crisis featured the significance of corporate social responsibility and sustainable business rehearses. Managerial implications involve incorporating sustainability initiatives into Marriott's marketing strategies. Emphasising eco-accommodating practices, local area engagement, and social impact can resonate with socially-conscious consumers and upgrade Marriott's brand reputation.
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Figure 5: Managerial implication on Marketing Strategies
(Source: Harris et al. 2021)
Additional Managerial Implications of Marriott International's Marketing Strategies during the Covid Crisis:
11. Proactive Crisis Scenario Planning:
The Covid Crisis featured the significance of being prepared for unexpected events. Managerial implications include conducting proactive crisis scenario planning, where Marriott recognizes potential risks and creates response strategies ahead of time (Shin et al. 2021). By simulating various crisis scenarios, the company can survey its preparedness and refine its marketing strategies to guarantee a more powerful response in future crises.
12. Build Resilient Supply Chains:
The pandemic exposed vulnerabilities in supply chains, impacting the availability of goods and services. Managerial implications involve building stronger supply chains to minimise disruptions (Yacoub and ElHajjar, 2021). Marriott should survey its supply chain dependencies and consider diversifying suppliers or exploring local sourcing options to lessen the risk of disruptions during crises.
13. Foster Innovation and Experimentation:
The Covid Crisis pushed organisations to think outside the box and embrace innovation. Managerial implications include fostering a culture of innovation within Marriott (Guillet and Chu, 2021). Encouraging employees to try different things with new marketing thoughts and advances can prompt the improvement of savvy fixes that resonate with customers and separate the brand in the market.
14. Engage in Crisis Advocacy:
In the midst of the crisis, consumers anticipate that brands should assume a positive part in the public eye. Managerial implications involve engaging in crisis advocacy by supporting relevant social causes and general wellbeing initiatives (Chan et al. 2021). Marriott can use its resources and brand influence to contribute to aid projects, advance general wellbeing awareness, and engage in philanthropic activities, which can upgrade the company's reputation and strengthen its connection with customers.
15. Establish Crisis Recovery Metrics:
To evaluate the effectiveness of its marketing strategies during the crisis, Marriott should establish crisis recovery metrics. These metrics should gauge the speed and degree of the recovery in key execution indicators, for example, occupancy rates, revenue, and customer sentiment. By tracking these metrics, Marriott can evaluate the success of its strategies and identify areas that require further attention.
16. Harness Customer Insights for Continuous Improvement:
Gathering customer feedback and insights should be an ongoing practice, particularly during seasons of crisis. Managerial implications include leveraging customer insights to drive continuous improvement in marketing strategies (Le and Phi, 2021). Marriott can conduct post-stay surveys, analyse online reviews, and engage in social listening to comprehend customer experiences and expectations better. These insights can inform future marketing initiatives and improve the overall visitor experience.
17. Conduct Scenario Analysis and Contingency Planning:
The Covid Crisis demonstrated the significance of scenario analysis and contingency planning. Managerial implications include conducting scenario examinations to expect potential future challenges and uncertainties (Volgger et al. 2021). Marriott can create contingency plans for various scenarios to be more ready for future disruptions and to minimise the impact on business operations.
18. Strengthen Brand Positioning:
During the crisis, brand positioning turned out to be much additional critical in differentiating Marriott from competitors. Managerial implications include routinely reviewing and strengthening the brand positioning to guarantee it remains relevant and resonates with main interest groups. Marriott should emphasise its basic beliefs, interesting selling points, and commitment to customer safety and satisfaction.
19. Foster a Customer-Centric Organisational Culture:
A customer-centric organisational culture is urgent in delivering exceptional experiences during crises (Al-Shammari, 2021). Managerial implications include fostering a culture that prioritises customer needs.
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Recommendations to Improve Marriott International's Marketing Strategies in the Post-Pandemic Time
As the world moves into the post-pandemic time, Marriott International should adjust its marketing strategies to meet the evolving needs and expectations of travellers. Based on the managerial implications drawn from Task 2, the following recommendations focus on areas where Marriott can enhance its marketing efforts while remaining realistic and feasible within the company's resources:
1. Embrace Digital Transformation:
Recommendation: Invest in advanced digital marketing technologies and platforms to reinforce Marriott's online presence and engage with customers effectively. With the accelerated digital adoption during the pandemic, online channels have become much more critical for reaching customers (Nachit and Belhcen 2020). Marriott should enhance its digital marketing capabilities, including search engine optimization (Web optimization), paid advertising, and social media marketing. Investing in marketing automation tools can streamline communication and personalization efforts, ensuring that customers get relevant and timely messages. Moreover, the company should investigate emerging technologies like voice search optimization and chatbots to enhance customer experiences and provide consistent support.
2. Leverage Customer Data Analytics:
Recommendation: Use data analytics to gain actionable insights into customer preferences and ways of behaving, enabling personalised marketing strategies.
Marriott should prioritise data collection and analysis to more readily figure out customer preferences and sentiments (Liu et al. 2020). Through data analytics, the company can identify patterns, segment customers based on their needs, and develop targeted marketing campaigns. By leveraging customer insights, Marriott can personalise offers, recommendations, and loyalty rewards, subsequently increasing customer satisfaction and loyalty. The implementation of data security measures and consistency with data protection regulations will be essential to guarantee responsible utilisation of customer data.
3. Enhance Crisis Communication and Transparency:
Recommendation: Establish a comprehensive crisis communication plan for future disruptions, prioritising clear and transparent communication with customers, employees, and stakeholders (Lee et al. 2021).
Learning from the pandemic, Marriott should proactively create a crisis communication plan that outlines protocols for addressing unforeseen events. This plan should guarantee timely updates on safety measures, hygiene protocols, and property status to keep customers informed and reassured. Transparency in communication will be vital for maintaining trust and loyalty during challenging times. Marriott should likewise leverage its site, social media channels, and email communications as key platforms for disseminating crisis-related information.
4. Strengthen Employee Training and Empowerment:
Recommendation: Invest in continuous employee training and development to enhance service greatness and engage employees to convey exceptional customer experiences (van Assen, 2021).
Employee empowerment and engagement are integral to providing outstanding service. Marriott should conduct ordinary training programs to outfit employees with the essential abilities, including crisis the executives and handling tough spots. Additionally, the company should foster a customer-centric organisational culture where employees feel engaged to exceed everyone's expectations for guests. Recognizing and rewarding commendable service can further inspire employees and reinforce a culture of service greatness.
5. Diversify Revenue Streams:
Recommendation: Investigate opportunities to diversify revenue streams by partnering with local businesses, offering remarkable experiences, and tapping into emerging travel patterns (Hager and Hung 2019).
To reduce reliance on international travel, Marriott should investigate partnerships with local businesses to offer worthwhile bundles and experiences. Collaborating with local tour administrators, eateries, and social attractions can create remarkable offerings that take care of various customer preferences. Moreover, Marriott should profit by emerging travel patterns like wellbeing tourism, sustainable travel, and remote work escapes. By aligning its offerings with these patterns, Marriott can attract new customer segments and grow its revenue streams.
6. Foster Innovation and Experimentation:
Recommendation: Create a culture of innovation within Marriott, encouraging employees to try different things with novel thoughts and technologies that enhance customer experiences (Cosenz and Bivona 2021).
Marriott should establish innovation centre points or incubators that permit employees to pitch and test new marketing initiatives. These initiatives can go from innovative digital campaigns to technology-driven visitor experiences. Encouraging experimentation and learning from disappointments will advance a culture of continuous improvement and versatility. Furthermore, Marriott can team up with startups and technology providers to stay at the forefront of innovation and embrace solutions that align with its marketing goals.
7. Focus on Sustainability and CSR Initiatives:
Recommendation: Strengthen Marriott's commitment to sustainability and corporate social responsibility to engage socially-conscious travellers (Raub and Martin-Rios 2019).
In the post-pandemic time, travellers are increasingly concerned about sustainability and moral business rehearses. Marriott should enhance its sustainability efforts, like reducing waste, conserving resources, and supporting local networks. Communicating these initiatives through marketing campaigns and on-property messaging will resonate with environmentally-conscious travellers. Additionally, Marriott can engage customers in its CSR initiatives, providing opportunities for guests to contribute to social causes during their stays.
8. Monitor and Respond to the Competitive Landscape:
Recommendation: Conduct normal competitive analysis to stay updated on industry patterns, competitive strategies, and emerging dangers (Tattersall et al. 2020).
Marriott should maintain a sharp eye on its competitors' marketing strategies and industry patterns. Customary competitive analysis will assist Marriott with identifying potential holes in its offerings, figure out contender qualities and weaknesses, and change its marketing approach accordingly. By staying proactive and responsive to changes in the competitive landscape, Marriott can maintain its position as a leading hospitality brand (Kontogiannis 2021).
In the post-pandemic period, Marriott International should continue evolving its marketing strategies to meet the changing preferences and ways of behaving of travellers. The recommendations outlined above, based on the managerial implications drawn from Task 2, offer a strategic guide for Marriott to improve its marketing efforts while remaining realistic and feasible within the company's resources. By embracing digital transformation, leveraging customer data analytics, enhancing crisis communication, empowering employees, diversifying revenue streams, fostering innovation, focusing on sustainability, and monitoring the competitive landscape, Marriott can position itself for long-term success and resilience in the dynamic and consistently evolving hospitality industry.
[bookmark: _Toc141452651]Conclusion
Overall, The Covid Crisis presented unprecedented challenges to the hospitality industry, compelling Marriott International to carry out strategic marketing measures to explore through uncertainty and defend its position in the market. Through a critical evaluation of Marriott's marketing strategies during the pandemic, we noticed honourable flexibility, customer-centricity, and resilience. The company demonstrated viable asset allocation, emphasising digital marketing, personalised communication, and contactless services to address evolving customer needs and safety concerns.
Marriott's SWOT analysis revealed the qualities in its global brand recognition, broad property portfolio, and loyalty program. However, weaknesses were clear in the weakness to international travel restrictions and high reliance on unambiguous market segments. Opportunities rose up out of the adoption of technology, rising demand for local experiences, and the potential for diversifying revenue streams. 
This analysis of the marketing strategies sent by Marriott during the Covid Crisis featured positive impacts on both internal and outer stakeholders. By empowering employees, communicating transparently, and prioritising customer safety, Marriott enhanced its brand reputation and customer loyalty. The utilisation of digital marketing and technology-empowered virtual experiences strengthened customer engagement during travel restrictions, offering competitive benefits in an evolving landscape. All in all, Marriott International's marketing strategies during the Covid Crisis displayed versatility and customer-centricity, underpinned by sound managerial implications. Embracing the post-pandemic recommendations will furnish Marriott with the tools to explore uncertainties, brace its market position, and continue delivering exceptional experiences in the evolving landscape of the hospitality industry.
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