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[bookmark: _Toc141419004]Introduction 
The emergence of the COVID-19 pandemic has had a profound effect on numerous sectors, particularly the travel and hospitality industry, which has experienced substantial negative consequences. Given the extraordinary challenges encountered, companies were compelled to engage in innovation and strategic adaptation in order to ensure their survival. This report offers a comprehensive evaluation of the marketing strategies and theories implemented by Marriott International, a globally recognised hotel chain, in response to the COVID-19 pandemic. This paper provides a comprehensive analysis of the strategies implemented by Marriott, their efficacy, and the ramifications for various stakeholders, encompassing both internal and external parties. The report additionally examines the managerial implications associated with these strategies and offers recommendations for enhancing them in the aftermath of the pandemic.


[bookmark: _Toc141419005]Evaluation of the Marketing Theories and Strategies Used By Marriott International 
[bookmark: _Toc141419006]Concept and Importance of Marketing during the COVID-19 Crisis
The travel and tourist business was hit hard by the COVID-19 pandemic. Companies had to quickly change their strategy to mitigate the crisis's effects and keep company going after demand dropped and travel restrictions were imposed. Marriott International refocused their marketing strategy on cost-effectiveness and brand awareness (Sorenson, 2020).
Marketing involves understanding customers' needs and creating plans to meet them while increasing the company's profits (Abeysekera et al., 2020). During a crisis, businesses must preserve their client base and create confidence and trust. KPMG (2022) states that effective communication channels and brand exposure are crucial to building stakeholder trust and customer loyalty in uncertain times.
The case study shows Marriott's financial prudence in reducing marketing spending when revenue fell. Marriott needed to maintain its brand significance. Marriott anticipated that many frequent travellers would postpone their trips due to the crisis's global scale, reducing marketing response. However, people understood that brand exposure was essential to maintaining a strong market position after the epidemic (Sorenson, 2020).
"Lean Marketing" prioritises the most effective tactics and minimises inefficiencies to optimise marketing activities (Tybout & Calder, 2010). Marriott prioritised cost efficiency and brand value by reducing marketing spending while maintaining a strong brand presence.
Marriott Bonvoy, its reward programme, may also be a strategy to retain customers. Dowling and Uncles (1997) believe loyalty programmes can boost client retention and profitability, especially in the service industry. Marriott targeted Bonvoy members to accelerate post-pandemic recovery by capitalising on brand trust and familiarity.

[bookmark: _Toc141419007]Evaluation of Marriott's SWOT during the COVID-19 Crisis
A SWOT analysis, encompassing an evaluation of a company's strengths, weaknesses, opportunities, and threats, offers a comprehensive assessment of its strategic standing, particularly in times of crisis such as the ongoing COVID-19 pandemic. This paper presents a comprehensive assessment of Marriott's SWOT analysis in the context of the crisis.
[bookmark: _Toc141419008]Strengths
Marriott International has strong brand recognition, enormous financial resources, and a vast operational network over 30 brands and 130 countries (Marriott International, 2020). Marriott's capabilities helped them weather the epidemic better than other competitors. Marriott has large cash reserves. Furloughs and firm closures have been made possible by this precious asset. Despite the COVID-19 epidemic, Marriott's strong brand image maintained customer loyalty and market presence (Abeysekera et al., 2020).
[bookmark: _Toc141419009]Weaknesses
Marriott has vulnerabilities include a focus on North America, which has been hit hard by the COVID-19 pandemic, and a unionised workforce. Despite North America's strong economy, Marriott's high COVID-19 case numbers caused operational issues (Sorenson, 2020). After the crisis-era furloughs and salary cuts, Marriott may face problems from labour issues, such as Unite Here strikes (BLS, 2020). Marriott's debt is another issue. Having large cash reserves may cause problems during economic recovery (Marriott International, 2020).
[bookmark: _Toc141419010]Opportunities
The crisis has provided Marriott with various opportunities, including the ability to pursue an extensive development pipeline due to its substantial cash reserves. According to Sorenson (2020), the decision to delay construction projects until 2021 has presented potential avenues for cost reduction amidst the ongoing pandemic. In addition, the potential recovery of the travel sector in the aftermath of the COVID-19 pandemic presents Marriott with prospects to capitalise on its robust brand reputation and customer allegiance in order to recapture its position in the market (Mangono et al., 2021).
[bookmark: _Toc141419011]Threats
Marriott is confronted with a range of challenges, including intense competition within the market and the possibility of negative repercussions stemming from workforce and union discontent arising from furloughs and salary reductions. Marriott's recovery may face challenges in the form of a price war with its competitors, including Accor, Hilton, and Hyatt, once the pandemic diminishes. The discontentment among employees has the potential to result in the transfer of knowledge to rival companies and an escalation in recruitment expenditures. Ultimately, the potential for insolvency remains a prominent issue for Marriott, even with the implementation of various strategies to alleviate the impact. This concern arises from the substantial financial setbacks incurred as a result of the global pandemic (Sorenson, 2020).

Table 1. SWOT Analysis
	 
	Marriott International During the Covid Crisis

	Strengths
	- Strong brand recognition

	 
	- Large market share

	 
	- Strong cash reserves

	 
	- Diversified brand portfolio

	Weaknesses
	- Heavy reliance on North American market

	 
	- High levels of debt

	 
	- Unionized staff

	Opportunities
	- Extensive development pipeline

	 
	- Loyal customer base

	 
	- Digital transformation strategy

	Threats
	- Severe impact of Covid-19 crisis

	 
	- Highly competitive market

	 
	- Potential for damaging staff relations due to furloughs




[bookmark: _Toc141419012]Analysis of Marriott's Marketing Strategies and Effect on Stakeholders
Marriott International implemented a comprehensive set of strategies in response to the COVID-19 pandemic, with the objectives of cost reduction, brand reputation preservation, and operational continuity. The implementation of these strategies had noteworthy ramifications for a range of stakeholders, encompassing employees, customers, and investors.
[bookmark: _Toc141419013]Staff Salary Reductions and Furloughs
Marriott has cut executive team wages by 50% and suspended several employees due to the global pandemic (Sorenson, 2020). This cost-cutting initiative was part of Marriott's financial stability strategy. Marriott's employees were particularly affected by this decision's economic feasibility. According to the psychological contract theory, furloughing employees reduces job satisfaction and commitment (Rousseau, 1995). While necessary for Marriott's survival, salary cuts and furloughs may have hurt staff morale and performance.
[bookmark: _Toc141419014]Closure of Food and Beverage Outlets
According to Sorenson (2020), the closure of food and beverage outlets was a strategic measure taken to mitigate the potential transmission of Covid-19 and achieve cost reduction in operational activities. Nevertheless, this measure also had an impact on the stakeholders of Marriott. The closure of these outlets may have potentially compromised the comprehensive service experience that Marriott's brands are renowned for, thereby potentially impacting customer satisfaction. The implementation of this decision likely resulted in job losses or furloughs for the employees in these establishments, thereby causing both financial and emotional distress.
[bookmark: _Toc141419015]Suspension of Brand Standard Audits and Delayed Renovations
According to Sorenson (2020), the decision to suspend brand standard audits and postpone renovations alleviated the burden on hotel management personnel and allowed for the reallocation of resources to address more pressing matters. This approach can be interpreted as a demonstration of crisis management, prioritising short-term requirements rather than adhering to long-term brand norms. The implementation of this decision likely alleviated the operational challenges faced by Marriott's management. However, it is possible that it resulted in a temporary decrease in the quality of service provided, thereby impacting customer perceptions.
[bookmark: _Toc141419016]Reduction of Marketing and Other Investment Liabilities
According to Sorenson (2020), Marriott implemented a reduction in marketing expenditures and postponed approximately one-third of its investment plan for the year 2020. The rationale behind this decision can be comprehended by employing the contingency theory framework, which asserts that organisations need to adjust their strategies in accordance with the prevailing environmental circumstances (Donaldson, 2001). Marriott exhibited adaptability through the reduction of marketing expenses; however, this strategic decision potentially posed a risk of diminishing brand awareness among prospective customers.

[bookmark: _Toc141419017]Competitive Analysis of Marriott's Strategies
Hospitality organisations have had to take severe measures to survive the COVID-19 outbreak. Marriott, Hilton, and Hyatt—industry leaders—have taken different approaches to mitigate the effects. These companies' crisis strategies reveal their competitive positioning.
Marriott's main strategy was cost reduction, including reducing executive pay, staff furloughs, food and beverage closures, and brand standard audits and renovations (Sorenson, 2020). The above procedures were used to conserve resources and maintain corporate operations amid considerable revenue decreases.
According to the case study, Hilton's solution was to furlough employees but not close restaurants or hotels. Hilton increased public space cleaning and cooperated with companies with high demand to provide furloughed workers other jobs during the pandemic. Hilton's plan shows its commitment to employee and customer safety while maintaining operations.
Hyatt, like Marriott, cut staff. The case study lacks details about Hyatt's strategy, making direct comparison difficult.
Porter's 1980 Competitive Strategies framework can evaluate Marriott's crisis response. Marriott appears to have adopted a cost leadership approach to cut costs and maintain market share. Hilton, on the other hand, differentiated itself by emphasising improved housekeeping and employee welfare.
Marriott's cost-cutting methods may have preserved financial stability, but they may negatively impact employee morale and customer perceptions over time. Hilton's strategic focus on staff and customer safety may increase operational costs but protect its brand reputation and build customer loyalty.

[bookmark: _Toc141419018]Impact of Technology on Marriott's Strategies
The strategies implemented by Marriott in response to the COVID-19 pandemic have been notably shaped by the technological advancements observed in the hospitality industry. The primary objective has been to enhance the overall satisfaction of customers, optimise operational efficiency, and augment the prominence of the brand within an evolving digital landscape.
[bookmark: _Toc141419019]Personalized Mobile Experience
Marriott's investment in mobile technology has enabled personalised offerings, according to Sorenson (2020). The company's mobile app offers mobile check-in/out, room readiness notifications, and smartphone room keys. In a pandemic, digitization reduces human connection. According to Morgan and Hunt (1994), relationship marketing promotes client retention and pleasure through customised encounters. However, mobile technology may isolate clients who are less tech-savvy or prefer traditional service.
[bookmark: _Toc141419020]Social Media Approach
The incorporation of social media platforms by Marriott for the purpose of customer engagement and analysis of feedback plays a crucial role in its overall digital marketing strategy. The initiative known as "M Live studios" enables Marriott to effectively monitor customer sentiments in real-time by tracking social media trends and feedback. The utilisation of this social media strategy is in accordance with the principles of e-WOM (electronic Word of Mouth), which is recognised as a potent mechanism for promoting brands in the contemporary digital era (Cheung & Thadani, 2012). Nevertheless, this situation also renders Marriott susceptible to public scrutiny and the possibility of reputational harm in the event that customer grievances or adverse feedback are not adequately resolved.
[bookmark: _Toc141419021]AI & Analytics
Predictive analytics and AI-enabled chatbots demonstrate Marriott's commitment to using cutting-edge technology to improve its offerings. According to Sorenson (2020), predictive analytics helps Marriott identify profitable client segments and customise offers and promotions to their demands. AI chatbots allow Marriott to instantly communicate with guests, improving the guest experience. These technologies demonstrate big data marketing decision-making (Chen, Chiang & Storey, 2012). However, customers may feel uncomfortable using their personal data for such purposes, raising privacy concerns.
[bookmark: _Toc141419022]Smart Rooms
Marriott's strategic objective to cultivate a comprehensive and tailored guest experience is exemplified through the implementation of Internet of Things (IoT) technology in their smart hotel rooms. The aforementioned approach exemplifies the principle of experiential marketing, which centres on the creation of impactful customer experiences (Pine & Gilmore, 1998). Nevertheless, the incorporation of these advanced technological features may lead to an escalation in operational intricacy and necessitate substantial financial investment.
[bookmark: _Toc141419023]Evaluation of the Success of Marriott's Strategies
Marriott's response to the COVID-19 crisis encompassed a variety of strategies centred around cost reduction, operational adjustments, and upholding brand prominence. The efficacy of these strategies can be assessed by considering multiple factors, including cost reduction, stakeholder feedback, and brand effectiveness.
[bookmark: _Toc141419024]Cost Savings and Operational Efficiency
Marriott implemented various cost-saving measures, including salary reductions, staff furloughs, and the closure of food and beverage establishments, which led to significant financial savings. According to Sorenson (2020), Marriott successfully achieved cost savings amounting to approximately $140 million USD. The aforementioned savings enabled Marriott to maintain its operational activities amidst a decrease in revenues. Nevertheless, it is crucial to take into account the potential long-term consequences of these measures on employee morale and the quality of customer service (Bharwani & Jauhari, 2017).
[bookmark: _Toc141419025]Stakeholder Response
The assessment of Marriott's strategies' effectiveness heavily relies on the feedback received from stakeholders, with a particular emphasis on employees and customers. The implementation of furloughs and salary reductions among the staff, although deemed financially imperative, may have had adverse implications on employee morale and could potentially give rise to forthcoming difficulties in recruitment and retention (Jiang & Alexakis, 2017). The closure of food and beverage outlets and other service limitations may have had an impact on customer satisfaction and brand perception from the perspective of customers.
[bookmark: _Toc141419026]Brand Performance
Marriott maintained brand visibility during the crisis despite marketing cost-cutting. Marriott's strong market presence and efficient digital marketing initiatives, including as mobile app use and social media engagement, have contributed (Sorenson, 2020). The Marriott Bonvoy loyalty programme may have helped maintain consumer loyalty at this time. However, reducing marketing activities could hurt Marriott's market share and competitiveness (Kumar, 2018).
Marriott may have improved marketing management if the strategies failed. To increase customer loyalty, use more targeted and customised marketing campaigns, digital platforms for efficient service delivery, and proactive stakeholder communication to manage expectations and minimise negative outcomes.


[bookmark: _Toc141419027]Managerial Implication on Marketing Strategies Implemented By Marriott International
The response of Marriott International to the COVID-19 crisis presents a number of significant managerial implications. The crisis underscored the significance of adaptability, strategic resource allocation, stakeholder engagement, and digital transformation when confronted with disruptive events.
[bookmark: _Toc141419028]Adaptability and Strategic Resource Allocation
One of the primary managerial implications is the imperative need for adaptability and strategic resource allocation in the context of crisis management. Marriott responded to a substantial decrease in revenue by implementing various cost reduction strategies, including staff furloughs, salary reductions, and the closure of food and beverage establishments (Sorenson, 2020). Nevertheless, it is important to consider that these measures could potentially have enduring consequences on employee morale and customer satisfaction. According to Bharwani and Jauhari (2017), it is imperative for managers to carefully assess the equilibrium between immediate organisational survival and the long-term establishment of brand image and stakeholder satisfaction. Additionally, it is imperative to establish a contingency plan in order to guarantee the continuity and resilience of a business in the presence of unforeseen crises.

[bookmark: _Toc141419029]Stakeholder Engagement
Another implication that arises from the situation is the significance of actively involving stakeholders in the midst of a crisis. The implementation of furloughs and salary reductions by Marriott may have elicited unfavourable responses from its workforce. The aforementioned statement underscores the importance of establishing proficient communication channels with relevant parties involved in a crisis situation in order to effectively address their expectations and minimise any adverse consequences (Coombs, 2007). It is imperative for managers to prioritise transparent and timely communication with stakeholders in order to uphold trust and foster loyalty.

[bookmark: _Toc141419030]Digital Transformation
The crisis further underscored the significance of digital transformation in ensuring the uninterrupted operation of businesses. Marriott successfully upheld its brand visibility by implementing cost-cutting measures in marketing, while leveraging digital marketing strategies such as the development of a mobile application and active engagement on social media platforms (Sorenson, 2020). According to Kumar et al. (2016), it can be inferred that allocating resources towards digital transformation has the potential to confer a competitive advantage to organisations in times of crisis. This advantage manifests through the ability to sustain customer engagement and service provision, even in situations where physical operations are constrained. Managers ought to perceive digital transformation as more than a mere cost reduction strategy, but rather as a strategic instrument for augmenting customer experience and upholding business continuity.

[bookmark: _Toc141419031]Managerial Decision Making
Ultimately, the crisis emphasised the imperative of employing data-driven approaches in decision-making processes. The utilisation of predictive analytics by Marriott to identify lucrative customers and service areas, as well as the implementation of AI-enabled chatbots to enhance service quality, exemplify the manner in which technology can contribute to informed strategic decision-making and heightened operational efficiency (Sorenson, 2020). In times of heightened uncertainty, it is imperative for managers to effectively utilise data and analytics in order to make well-informed decisions. This is particularly crucial during a crisis, when the business landscape becomes significantly unpredictable.

[bookmark: _Toc141419032]Risk Management and Contingency Planning
The COVID-19 pandemic has underscored the imperative for organisations to possess resilient risk management practises and contingency plans. In light of an unforeseen crisis, Marriott was compelled to implement substantial operational modifications, which encompassed workforce reductions and facility closures. Navigating these steps in the absence of a pre-established plan would have presented significant challenges. Hence, a crucial managerial implication lies in the significance of actively recognising potential risks and establishing a comprehensive strategy to alleviate said risks. According to Tse (2010), the implementation of efficient risk management strategies enables organisations to effectively navigate crises, thereby mitigating potential harm and expediting the process of recovery.

[bookmark: _Toc141419033]Customer Centricity and Loyalty Programs
The loyalty programme of Marriott, known as Marriott Bonvoy, has played a substantial role in the preservation of customer relationships amidst the ongoing pandemic. In spite of the prevailing crisis, the company successfully maintained the active involvement of its loyal customer base by means of its loyalty programme. The aforementioned statement highlights the significance of implementing customer-centric strategies and loyalty programmes as a means of retaining customers and ensuring the sustainability of business operations in times of adversity (Sigala, 2020).

[bookmark: _Toc141419034]Sustainability and Corporate Social Responsibility
The global health crisis has additionally highlighted the significance of corporate social responsibility (CSR) and sustainability. Organisations that place a significant emphasis on the well-being of their employees, customers, and the broader community are more inclined to cultivate increased levels of trust and loyalty from their stakeholders. The evaluation of Marriott's actions during the pandemic can be approached from a Corporate Social Responsibility (CSR) standpoint, taking into account the effects of their decisions on different stakeholders such as employees, customers, and communities (Carroll & Shabana, 2010).


[bookmark: _Toc141419035]Recommendations 
Based on the managerial implications elucidated in Task 2, the subsequent recommendations are proffered with regard to enhancing Marriott International's marketing strategies in the aftermath of the pandemic.

[bookmark: _Toc141419036]Enhance Risk Management Practices
It is recommended that Marriott enhance its risk management protocols and establish comprehensive contingency strategies that are specifically designed to address various potential crises. This encompasses the execution of comprehensive risk assessments, formulation of contingency plans for diverse scenarios, optimal allocation of resources, and development of an effective crisis communication strategy. According to Tse (2010), implementing this strategy will enable Marriott to promptly and efficiently address forthcoming crises, thereby reducing any negative impact on operations and maintaining the confidence of stakeholders.

[bookmark: _Toc141419037]Expand Customer-Centric Strategies
Drawing upon the achievements of the Marriott Bonvoy loyalty programme, it is recommended that Marriott persistently allocate resources towards the advancement of marketing strategies that prioritise customer-centric approaches. This may encompass the implementation of personalised marketing communications, provision of customised promotions, or creation of novel loyalty programme benefits that cater to evolving customer preferences and requirements in the aftermath of the pandemic. According to Sigala (2020), this particular strategy has the potential to assist Marriott in preserving customer loyalty, improving customer lifetime value, and fostering revenue growth.

[bookmark: _Toc141419038]Increase Focus on CSR and Sustainability
It is recommended that Marriott enhance its emphasis on corporate social responsibility (CSR) and sustainability within its marketing strategies. This may entail enhancing transparency in the communication of its corporate social responsibility (CSR) initiatives, establishing partnerships with local communities, or making investments in sustainable technologies and practises. According to Carroll and Shabana (2010), Marriott can enhance its brand image, attract customers with ethical concerns, and make positive contributions to its communities by adopting a socially responsible and sustainable approach.

[bookmark: _Toc141419039]Invest in Technology and Innovation
It is recommended that Marriott persist in allocating resources towards technological advancements and innovative practises in order to augment both its operational efficiency and the overall satisfaction of its customers. This may entail broadening its utilisation of artificial intelligence (AI) and Internet of Things (IoT) technologies, allocating resources towards enhancing data analytics capabilities in order to acquire valuable customer insights, or venturing into novel digital marketing channels. Marriott can enhance its competitive advantage, adapt to evolving customer demands, and effectively manage future disruptions by maintaining a leading position in technological innovation (Bughin & Hazan, 2017).

[bookmark: _Toc141419040]Foster Employee Engagement and Well-being
The significance of employee well-being has been highlighted by the COVID-19 pandemic. Hence, it is recommended that Marriott persist in allocating resources towards endeavours that foster the well-being of its workforce, encompassing both their physical and mental health. Potential strategies to address these concerns may include the implementation of flexible working arrangements, the provision of mental health resources, or the establishment of wellness programmes. According to Kumar and Pansari (2015), the presence of a dedicated and physically fit workforce has the potential to augment the quality of service, enhance customer satisfaction, and bolster the resilience of an organisation when confronted with future crises.

[bookmark: _Toc141419041]Leverage Digital Transformation for Personalized Experiences
The ongoing pandemic has expedited the transition towards digital platforms, thereby prompting Marriott to persist in capitalising on its digital transformation strategy in order to provide tailored experiences. The utilisation of big data analytics can facilitate the acquisition of customer insights, leading to the provision of tailored offers and services that can enhance customer loyalty and generate higher revenue (Dai et al., 2020).

[bookmark: _Toc141419042]Strengthen Local Partnerships
In the context of the post-pandemic era, the establishment of local partnerships has the potential to confer a competitive advantage. Marriott ought to contemplate enhancing its affiliations with local vendors, tourism boards, and other commercial entities. According to Achmad and Yulianah (2022), this practise can facilitate the company's comprehension and adaptation to local market trends, foster economic development in local communities, and bolster its image as a socially responsible and actively involved corporate entity.

[bookmark: _Toc141419043]Sustain Focus on Hygiene and Safety Protocols
In the aftermath of the pandemic, it is anticipated that customers will persist in prioritising health and safety as key factors in their decision-making process when selecting accommodation options. It is recommended that Marriott persist in highlighting its dedication to upholding rigorous hygiene and safety standards in its marketing communications. Additionally, the company should contemplate the pursuit of external certification for its safety protocols, as this would offer supplementary assurance to its guests (Mangono et al., 2021).


[bookmark: _Toc141419044]Conclusion 
The COVID-19 pandemic posed an unprecedented and exceptional challenge to the worldwide hospitality sector, necessitating a reassessment of strategies and operations by various businesses, including Marriott International. Marriott successfully overcame the challenges posed by the crisis by implementing a range of strategic initiatives, such as implementing cost reduction strategies, undertaking digital transformation efforts, and prioritising the preservation of brand visibility. The expeditious response and unwavering determination exhibited by the organisation underscored the significance of adaptability in the realm of crisis management. Nevertheless, as we transition into the post-pandemic era, it is anticipated that the hospitality industry will undergo further transformations. Hence, it is imperative for Marriott to persistently adjust and foster ingenuity, while attentively monitoring alterations in consumer behaviour, advancements in technology, and the welfare of its workforce. By implementing this strategy, Marriott can not only mitigate the adverse effects of the pandemic but also enhance its standing in the progressively competitive worldwide hospitality sector.
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