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[bookmark: _Toc141446937]Introduction:

This Marriott International's marketing theories and strategies during the unprecedented challenges posed by the COVID-19 pandemic in the travel and tourism industry. It explores the significance of marketing amidst the crisis and how Marriott allocated resources to marketing activities. A SWOT analysis assesses the organization's strengths, weaknesses, opportunities, and threats, which were addressed through strategic marketing initiatives. The impact of Marriott's marketing strategies on internal and external stakeholders, with a focus on the marketing mix, is examined, and a competitive analysis compares Marriott's approaches with industry peers. Additionally, the role of technology, including digital marketing and internationalization, in Marriott's crisis response is evaluated. Success is measured using specific metrics, and areas for improvement are identified. The report concludes by discussing the managerial implications of Marriott's marketing strategies during the COVID crisis and providing recommendations for post-pandemic marketing, considering the organization's resources and industry best practices. Overall, the report highlights Marriott's resilience and innovation in navigating challenging times.





[bookmark: _Toc141446938]Task 1: Critical Evaluation of Marketing Theories and Strategies During COVID Crisis.
[bookmark: _Toc141446939]1.1 The Concept and Importance of Marketing During the COVID Crisis:

[bookmark: _Toc141446940]The relevance and significance of marketing during the pandemic for the travel and tourism industry.
During the pandemic, marketing played a crucial role for Marriott in the travel and tourism industry, allowing the company to connect with customers and maintain brand presence. Like many others in the industry, Marriott faced significant challenges due to COVID-19, experiencing a sharp decline in revenue by 55% and a staggering 70% drop in profits during 2020.
· Digital marketing: Marriott made significant digital marketing investments, utilizing platforms like social media, search engine optimization, and email marketing. This enabled them to connect with customers online, capitalizing on the increased online activity during the pandemic.
· Partnerships: Marriott collaborated with airlines and car rental companies, providing discounts and promotions. This strategic partnership expanded their reach and attracted a broader customer base.
· Loyalty programs: Marriott leveraged its widely popular loyalty program, Marriott Bonvoy, to incentivize and reward loyal customers, motivating them to book more stays.


[bookmark: _Toc141446941]How Marriott International prioritized marketing efforts amid the crisis:

During the pandemic, Marriott International focused on digital marketing, investing significantly in social media, search engine optimization, and email marketing to engage customers directly and effectively promote their hotels and services. Their marketing efforts emphasized safety and cleanliness measures, along with promoting contactless check-in and check-out procedures to enhance guest convenience and confidence. Additionally, Marriott offered value-added services, discounts, waived resort fees, and extended stay deals to attract price-conscious customers seeking appealing offers. Their popular loyalty program, Marriott Bonvoy, played a pivotal role, rewarding customers with points and benefits, fostering engagement and retention during the challenging period.

[bookmark: _Toc141446942]The resources allocated to marketing activities by Marriott.
Financial resources: Marriott allocated $2.3 billion (10% of total revenue) to marketing in 2021, vital for customer engagement and navigating the COVID-19 challenges.
Human resources: Marriott's substantial marketing team, comprising experts in various roles, ensures effective campaigns tailored to customer needs.
Technology resources: Marriott leverages advanced technology and skilled marketing professionals to engage customers effectively, utilizing financial investments to weather the pandemic crisis.
[bookmark: _Toc141446943]1.2. Critical Evaluation of Marriott International's SWOT Analysis During the COVID Crisis:
[bookmark: _Toc141446944]Marriott's strengths, weaknesses, opportunities, and threats during the pandemic.
Strengths:
· Brand recognition: Marriott's global reputation for quality and service was advantageous during the pandemic as customers preferred familiar and trustworthy brands.
· Global reach: Marriott's extensive global hotel network boosted resilience, enabling operations in less affected countries, aiding successful crisis management.
· Loyalty program: Marriott Bonvoy, a popular loyalty program, crucially retained customers during the pandemic, offering points and benefits despite limited travel opportunities.
· Financial strength: Marriott's strong financial position and profitable history enabled resilience during the pandemic and future investments.
Weaknesses:
· High fixed costs: Marriott's extensive hotel network led to significant fixed costs, making cost reduction challenging during the pandemic, as expenses like rent and utilities persisted.
· Dependence on business travel: Marriott's business travel segment suffered significantly during the pandemic as corporate travel budgets were reduced or halted, causing a notable decline in the company's revenue.
· Lack of innovation: Marriott has faced criticism for its limited innovation, making it susceptible to competition from newer, more innovative brands.
Opportunities:
· Rise of remote work: The surge in remote work has presented Marriott with opportunities, as people seek hotels offering long-term stays. The company has capitalized on this trend by providing extended stay packages and appealing amenities for remote workers.
· Growing demand for international travel: The anticipated rise in international travel presents an opportunity for Marriott to expand its global presence and attract fresh clientele.
· Increased focus on sustainability: As sustainability gains prominence in the travel industry, Marriott can establish itself as a frontrunner by investing in sustainable practices and eco-friendly amenities.
Threats:
· Economic downturn: A prolonged economic downturn may adversely affect Marriott's business, with reduced travel likelihood due to financial constraints.
· New competition: With growing competition in the travel industry from emerging brands, Marriott must sustain innovation and future investments to maintain a competitive edge.
· Changes in consumer preferences: Marriott must stay agile and responsive to evolving consumer preferences to thrive, given the emergence of new competitors like Airbnb, which offer more affordable and flexible accommodation choices.

[bookmark: _Toc141446945]How Marriott responded to its weaknesses and threats through marketing strategies
Marriott International responded to its weaknesses and threats through a number of marketing strategies. These strategies included:
· Focusing on digital marketing: During the pandemic, Marriott ramped up digital marketing investments, leveraging social media, search engine optimization, and email marketing to effectively reach and promote to customers online.
· Communicating its safety and cleanliness measures: Marriott utilized marketing to inform customers about safety measures and cleanliness while promoting contactless check-in and check-out procedures for enhanced convenience during the pandemic.
· Offering value-added services and promotions: Marriott attracted customers seeking good deals by providing value-added services like discounts, waived resort fees, and extended stay offers.
· Focusing on loyalty: Marriott emphasized its loyalty program, Marriott Bonvoy, to retain customers during the pandemic by granting points and benefits to members, even when not traveling.
· Partnering with other companies: Marriott collaborated with airlines and car rental companies, extending discounts and promotions to reach a broader audience and attract new customers.

[bookmark: _Toc141446946]1.3 Marketing Strategies and Their Impact on Stakeholders:

[bookmark: _Toc141446947]The marketing strategies deployed by Marriott during the COVID crisis.
· Focus on digital marketing: To reach customers spending more time online during the pandemic, Marriott boosted its digital marketing investment, utilizing social media, search engine optimization, and email marketing to promote hotels and services.
· Communicating its safety and cleanliness measures: To reach customers spending more time online during the pandemic, Marriott boosted its digital marketing investment, utilizing social media, search engine optimization, and email marketing to promote hotels and services.	
· Offering value-added services and promotions: Marriott enhanced hotel appeal to cost-conscious customers by providing value-added services like discounts, waived resort fees, and extended stay deals.
· Focusing on loyalty: Marriott prioritized its loyalty program, Marriott Bonvoy, to retain customers amid the pandemic by granting points and benefits to members, even during non-travel periods.
· Partnering with other companies: Marriott collaborated with airlines and car rental companies, extending discounts and promotions to reach a broader audience and entice new customers.
[bookmark: _Toc141446948]The effect of these strategies on internal and external stakeholders.

Internal stakeholders
· Employees: Marriott's marketing strategies boosted employee engagement during the pandemic. Prioritizing safety and cleanliness measures reassured and provided comfort to employees working at Marriott hotels.
· Management: Marriott's marketing strategies contributed to enhanced financial performance, with increased revenue and improved profits, boosting management morale and confidence in the company's future.
External stakeholders
· Customers: Marriott's marketing strategies instilled customer confidence, encouraging stays at their hotels. Safety and cleanliness measures-built trust, while value-added services and promotions attracted new customers.
· Investors: Marriott's marketing strategies improved financial performance, raising stock value and enhancing investor appeal.
· Community: Marriott's marketing strategies showcased its dedication to sustainability and social responsibility, enhancing its community reputation and appeal to potential employees and customers.

[bookmark: _Toc141446949]The marketing mix framework to identify the specific strategies used. 
Product:
· New contactless check-in and check-out procedures: Marriott implemented contactless check-in and check-out procedures for enhanced customer convenience during the pandemic.
· New value-added services and promotions: Marriott provided customers with added value through new offerings, including discounts, waived resort fees, and extended stay deals.
· Enhanced loyalty program: Marriott improved its loyalty program, Marriott Bonvoy, by providing members with increased points and benefits.
Price:
· Discounts: Marriott offered discounts to customers during the pandemic.
· Waived resort fees: Marriott waived resort fees for customers during the pandemic.
· Extended stay deals: During the pandemic, Marriott provided customers with extended stay offers.
Place:
· Digital marketing: Marriott intensified its digital marketing investment to target customers spending increased time online during the pandemic.
· Partnerships: Marriott collaborated with airlines and car rental companies to provide discounts and promotions.
Promotion:
· Communicating its safety and cleanliness measures: Marriott conveyed its safety and cleanliness measures to customers through marketing.
· Promoting its loyalty program: Marriott emphasized its loyalty program, Marriott Bonvoy, to retain customers amid the pandemic.
· Using social media: Marriott utilized social media to engage customers and advertise its hotels and services.
[bookmark: _Toc141446950]1.4. Competitive Analysis of Marriott International's Strategies During the COVID Crisis:
[bookmark: _Toc141446951]Compare and contrast Marriott's strategies with those of its competitors.
Marriott
· Focus on digital marketing: Marriott raised digital marketing investment to engage customers online during the pandemic through social media, search engine optimization, and email marketing.
· Communicating its safety and cleanliness measures: Marriott effectively communicated safety measures and promoted contactless check-in/out through marketing, ensuring customer comfort during the pandemic.
· Offering value-added services and promotions: Marriott enticed customers seeking value with discounts, waived resort fees, and extended stay offers, making their hotels more appealing.
· Focusing on loyalty: Marriott prioritized its loyalty program, Marriott Bonvoy, to retain customers during the pandemic, providing points and benefits to members even during non-travel periods.
· Partnering with other companies: Marriott collaborated with airlines and car rental companies, extending discounts and promotions to expand their reach and attract new customers.
Hilton
· Focus on safety and cleanliness: Hilton was among the earliest to adopt a thorough safety and cleanliness program called "Clean Stay," encompassing improved cleaning procedures, social distancing measures, and contactless check-in/out.
· Emphasis on extended stay: Hilton observed rising demand for extended stays during the pandemic and responded with discounted rates for longer-term accommodations.
· Partnerships with technology companies: Hilton teamed up with tech companies like Google and Microsoft to innovate guest experience, including virtual hotel tours for pre-booking exploration.
· Focus on loyalty: Hilton's widely popular loyalty program, Hilton Honors, retained customers during the pandemic by granting points and benefits to members even when not traveling.
Wyndham Hotels & Resorts
· Focus on value: Wyndham Hotels & Resorts provided customers with added value during the pandemic through offerings like discounts, waived resort fees, and extended stay deals.
· Partnerships with other companies: Wyndham Hotels & Resorts collaborated with airlines and car rental companies, providing discounts and promotions to expand their reach and attract new customers.
· Focus on loyalty: Wyndham Hotels & Resorts' highly popular loyalty program, Wyndham Rewards, retained customers during the pandemic by providing points and benefits to members even when not traveling.


Comparison:
Amid the pandemic, hotel chains used diverse marketing strategies: Marriott focused on digital marketing, Hilton on safety, Wyndham on value, and IHG on loyalty. Meeting customer needs led to Hilton's safety appeal and Wyndham's affordability appeal. Future strategy adaptations await industry recovery.
[bookmark: _Toc141446952]Key differentiators and competitive advantages
Brand recognition: Marriott's global recognition and exceptional reputation for quality and service give the company a competitive edge, as customers prefer choosing Marriott hotels when seeking accommodation.
Global reach: Marriott's widespread hotel network provides a robust global presence in crucial markets, attracting customers worldwide and enhancing resilience during economic downturns in specific regions.
Loyalty program: Marriott Bonvoy, a highly popular loyalty program, aids in customer retention and generating repeat business for the company.
Financial strength: Marriott's robust financial strength, with a strong balance sheet and profitable history, enables the company to invest in its future and withstand economic downturns.
Focus on innovation: Marriott is committed to continuous innovation, exploring novel technologies like artificial intelligence and virtual reality to enhance customer experiences with personalized and engaging offerings.
[bookmark: _Toc141446953]1.5. Impact of Technology on Marketing Strategies During the Crisis:
[bookmark: _Toc141446954]The role of digital marketing, communication, and internationalization in Marriott's strategies.
Digital marketing: Marriott prioritized digital marketing during the pandemic, increasing investment to reach online customers. The "Stay Safe. Stay Connected" campaign showcased safety measures through videos and social media, while email marketing provided promotions and updates.
Communication: During the pandemic, Marriott prioritized communication in its marketing strategies, conveying safety measures and contactless check-in/out benefits to customers. A blog post detailed safety measures, and a video demonstrated the new procedures for added convenience at Marriott hotels.
Internationalization: Marriott's global hotels in 130+ countries gave it a pandemic advantage, as it weathered US business travel downturns while leisure travel in Asia thrived with fewer restrictions.
[bookmark: _Toc141446955]Discuss how technology facilitated Marriott's marketing efforts during the pandemic.
 Technology: 
Technology facilitated Marriott's marketing efforts during the pandemic in a number of ways. For example, the company used technology to:
· Reach customers who were spending more time online.
· Communicate its safety and cleanliness measures to customers.
· Promote its new contactless check-in and check-out procedures.
· Track the effectiveness of its marketing campaigns


[bookmark: _Toc141446956]Task 2: Managerial Implications of Implemented Marketing Strategies.

[bookmark: _Toc141446957]Summary of managerial implications

The managerial implications of Marriott's marketing strategies:

· Marriott's marketing strategies centre on catering to customer needs, ensuring a customer-centric approach. This emphasis on understanding and fulfilling the requirements of their target markets has contributed to Marriott's competitive advantage and solid brand reputation.
· Marriott has embraced technological advancements, including mobile marketing and social media, as early adopters. This has enabled the company to engage customers through innovative means and provide personalized experiences.
· Marriott's extensive global reach provides a substantial competitive edge, enabling the company to withstand challenges in specific markets and generate revenue from diverse regions around the world.
· Marriott's valuable asset lies in its robust brand reputation, forged by a dedication to quality products, exceptional services, and a strong focus on customer satisfaction.
Marriott's managerial implications from their marketing strategies align with various marketing theories and concepts. These implications have enabled Marriott to maintain strong customer connections, leverage technology efficiently, expand their global presence, and establish a formidable brand reputation. Consequently, these factors have contributed to Marriott's resilience during the pandemic and upheld its competitive standing in the hospitality industry.

[bookmark: _Toc141446958]Alignment with marketing theories and concepts

· Marketing concept: Marriott's emphasis on customer needs aligns with the marketing concept, a business philosophy cantered on meeting customer requirements for success. For instance, Marriott's customer loyalty program, Marriott Bonvoy, exemplifies this approach by rewarding guests for staying at their hotels. This program fosters strong customer connections and provides valuable insights into customer needs.
· Customer-relationship management (CRM): Marriott's utilization of technology is in line with Customer Relationship Management (CRM), a process aimed at managing customer interactions to foster relationships and boost sales. For instance, Marriott employs a CRM system to monitor customer interactions, including hotel stays, loyalty program engagement, and online feedback. This data enables Marriott to gain valuable insights into their customers, facilitating personalized service delivery.
· International marketing: Marriott's extensive global presence aligns with the concept of international marketing, which involves marketing products and services across national borders. With hotels in over 130 countries, Marriott can generate revenue from diverse regions and navigate challenges in specific markets.
· Branding: Marriott's robust brand reputation aligns with the branding concept, involving the creation of a distinctive identity in consumers' minds for a product or service. Recognized for its high-quality hotels and exceptional customer service, Marriott's reputation has been instrumental in attracting new customers and fostering customer loyalty.
Marriott's marketing strategies are consistent with various marketing theories and concepts, enabling the company to maintain strong customer connections, leverage technology efficiently, extend its global presence, and establish a formidable brand reputation.

[bookmark: _Toc141446959]Contribution to resilience during the pandemic

· Focus on customer needs: Marriott's emphasis on customer needs facilitated strong customer connections during the pandemic. Notably, the company introduced supportive initiatives like waiving cancellation fees and implementing flexible booking policies. These efforts played a key role in sustaining customer loyalty, even amidst challenging circumstances.
· Use of technology: Marriott's adept use of technology enabled them to persistently market their products and services to customers despite travel restrictions. Notably, the company employed digital marketing campaigns, including a virtual reality tour of their hotels, to remain a prominent choice in consumers' minds, even during periods of limited travel.
· Global presence: Marriott's widespread global presence allowed them to diversify revenue sources, mitigating the impact of pandemic-induced market closures. Notably, their hotels in Asia remained relatively unaffected due to less stringent travel restrictions, providing a revenue stream during challenging times when other regions faced setbacks.
· Strong brand reputation: Marriott's formidable brand reputation played a pivotal role in sustaining customer loyalty, even amid challenging circumstances. In 2020, the company achieved recognition as the world's most trusted hotel brand, reinforcing its ability to both attract new customers and retain existing ones, even during the travel industry's trying times.
Marriott's marketing strategies played a vital role in bolstering their resilience during the pandemic. By focusing on customer engagement, leveraging technology, expanding their global presence, and enhancing brand reputation, Marriott adeptly navigated the challenges, demonstrating their enduring competitiveness within the hospitality industry.


[bookmark: _Toc141446960]Task 3: Recommendations for Post-Pandemic Marketing Strategies.

[bookmark: _Toc141446961]Recommendations for Marriott's Post-Pandemic Marketing Strategies:

· Enhanced Digital Presence: Based on the effectiveness of digital marketing during the pandemic, Marriott should persist in strengthening its online presence. This involves optimizing website user experience, engaging customers through social media, and employing data-driven strategies for personalized interactions. Enriching digital content, like virtual hotel tours and interactive experiences, can foster deeper connections with customers.

· Sustainable and Socially Responsible Marketing: As customers prioritize sustainability and social responsibility, Marriott should integrate these values into its marketing strategies. By showcasing its dedication to environmental initiatives, responsible sourcing, and community engagement, Marriott can attract eco-conscious travellers and resonate with socially responsible consumers.

· Customer-Centric Communication: Marriott should maintain its customer-centric communication approach, emphasizing transparency and responsiveness. By actively addressing customer feedback and concerns across multiple channels like social media and customer support, the company can strengthen trust and foster loyalty among its customers.

· Innovation and Technology Adoption: To remain competitive and adapt to changing customer expectations, Marriott should explore cutting-edge technologies. Embracing augmented reality (AR) and virtual reality (VR) can elevate the booking process and offer captivating experiences. Additionally, leveraging artificial intelligence (AI) can enable personalized marketing strategies and valuable predictive insights.

· Geotargeting and Market Segmentation: By implementing geotargeting and market segmentation strategies, Marriott can customize marketing messages according to regional preferences and effectively reach niche customer segments. Tailoring campaigns to cater to the distinct needs of various markets can result in more impactful and successful marketing efforts.

[bookmark: _Toc141446962]Feasibility and Resource Considerations:

The feasibility of the recommended strategies for Marriott is supported by its significant financial resources and global presence. The company's prior investments in digital marketing, advanced technology, and a skilled marketing team lay the groundwork for successful implementation. Utilizing its loyalty program, Marriott Bonvoy, and existing customer data enables personalized communication with minimal additional expenses. Collaborations with local partners can support sustainable and socially responsible initiatives. Overall, these recommendations align with Marriott's resource capabilities and organizational strengths.

[bookmark: _Toc141446963]Supporting Evidence and Best Practices:

· Digital Marketing and Customer Engagement: Studies show that digital marketing, including activities like social media marketing and search engine optimization, has a positive effect on customer engagement and brand recognition. The use of personalized content and targeted messaging has been linked to increased customer satisfaction and loyalty.

· Sustainability and Social Responsibility: Consumer willingness to pay a premium for products and services from socially and environmentally responsible companies is on the rise. By integrating sustainability and social responsibility into their marketing efforts, Marriott can appeal to conscious consumers and gain a competitive edge.

· Customer-Centric Communication: A customer-centric communication approach, including active listening and responsiveness, can improve customer satisfaction and loyalty. Customer feedback and sentiment analysis can help Marriott address concerns promptly and adapt marketing strategies accordingly.

· Innovation and Technology: Incorporating innovative technologies like AR, VR, and AI into marketing strategies can enhance customer experiences and create a competitive edge. Personalized recommendations, based on AI-driven customer insights, can increase conversion rates and customer retention.

· Geotargeting and Market Segmentation: Geotargeting can significantly impact consumer behaviour, with localized ads leading to higher click-through rates and conversions. Market segmentation allows for tailored messaging, resonating with specific customer segments and increasing overall marketing effectiveness.

[bookmark: _Toc141446964]Conclusion:
In conclusion, Marriott International's adaptive and customer-centric marketing strategies during the COVID-19 pandemic showcased its resilience in the hospitality industry. Prioritizing digital marketing, safety measures, loyalty programs, and global presence were pivotal in maintaining customer engagement and brand reputation. These strategies align with marketing theories, emphasizing customer needs, technology adoption, and branding. Looking ahead, Marriott should focus on enhancing its digital presence, incorporating sustainability, maintaining customer-centric communication, exploring innovative technologies, and implementing targeted strategies. Leveraging its resources and industry best practices, Marriott is well-positioned to thrive post-pandemic and continue delivering exceptional experiences to its diverse customer base.
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