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Marriott International, a significant travel and tourist industry player, experienced various issues during the COVID-19 crisis (Deepak and Jeyakumar, 2019). The marketing theories and strategies employed by Marriott International throughout the crisis are examined critically in this essay. The concept of marketing is explored, as well as its importance, resource allocation, SWOT analysis, marketing mix, competitive analysis, technology influence, and the efficacy of various strategies. The following sections offer management implications and recommendations for Marriott International's marketing strategies in the post-pandemic era (Adams et al., 2019).
[bookmark: _Toc140144237]Task 1: Critical Evaluation of Marketing Theories and Strategies during the COVID-19 Crisis
[bookmark: _Toc140144238]1.1 Concept and Importance of Marketing during the COVID-19 Crisis
For organizations like Marriott International, marketing assumed a crucial significance during the COVID-19 accident. The pandemic presented challenging circumstances that needed to be navigated to maintain market role, client engagement, and logo awareness. The idea and importance of advertising during the COVID-19 disaster will be discussed, focusing on Marriott International's efforts. Due to stringent lockdowns, travel restrictions, and security concerns, the COVID-19 crisis significantly impacted the travel and tourism sector. Effective marketing became essential for businesses to adapt, survive, and ultimately thrive in the post-pandemic era (Bob et al., 2020).
Marriott International recognized the value of marketing throughout the crisis and committed significant resources to its advertising activities. The company concentrated on various marketing initiatives, such as promoting its safety and sanitary standards, responding to client inquiries, and creating creative ways to attract and retain clients. Marriott International's commitment to ensuring tourist safety and well-being was effectively communicated through marketing. The company promoted better cleaning practices, contactless options, and flexible reservation policies through various outlets, including social media, email marketing, and its website. Marriott International hoped to regain consumers' faith by doing this and assuring them that their safety and well-being had been a top priority (Catana and Toma, 2021).
Marketing efforts also highlighted Marriott International's precise services, like work-from-motel apps, staycation deals, and virtual reviews. These strategies were intended to meet the changing demands of consumers searching for safe and reliable options for travel and entertainment throughout the crisis. At some point during the COVID-19 crisis, Marriott International invested in sports advertising to sustain brand awareness, engage customers, and position itself as a dependable and cutting-edge hospitality issuer. The company understood that strong marketing was now essential for surviving the catastrophe and laying the groundwork for future recovery and expansion in the post-pandemic era (Darsin et al., 2019).
[bookmark: _Toc140144239]1.2 Evaluation of SWOT Analysis of Marriott International during the COVID-19 Crisis
Strengths
Established Brand Reputation
· Marriott International is a widely known brand and has a solid reputation for quality and customer service. 
· Customers' familiarity with and trust in the brand gave it a competitive edge during the crisis.
Diversified Portfolio
· Marriott International manages a broad array of hotel brands
 to meet the needs of various market groups and consumer preferences.  
· This diversity assisted in risk mitigation and market demand adaptation during the crisis. 
Weaknesses 
Heavy reliance on the travel and tourism sector 
· The travel and tourism sector, primarily dependent on Marriott International, was negatively damaged by the COVID-19 problem. 
· Due to its reliance on this sector of the economy, the corporation is more vulnerable to recessions and declines in occupancy.
Strong Fixed Costs 
· The upkeep of properties, hiring employees, and operations have significant fixed expenses in the hotel sector. 
· The reduction in income and occupancy rates during the crisis put substantial financial pressure on Marriott International. 
Opportunities
Modification of Consumer Preferences 
· Consumer behavior and tastes have changed due to the crisis, with a stronger emphasis now being placed on things like cleanliness, safety, and customized experiences. 
· Marriott International had the chance to modify its products and marketing approaches to suit these changing needs. 
Industry Consolidation 
· As smaller competitors struggled financially, the crisis created chances for market consolidation. 
· Marriott International may invest in troubled properties or increase its market dominance through strategic alliances.
Threats
Restrictions on travel and uncertainty 
· The travel sector faced tough obstacles due to governmental travel restrictions and prolonged pandemic uncertainties. 
· These problems made it difficult for Marriott International to draw visitors and interfered with travel arrangements. 
Tough Rivals 
· The hotel sector is fiercely competitive, and the crisis made it even more so as businesses fought to make up for lost sales. 
· The market share of Marriott International was in danger from rivals who offered more affordable prices or creative solutions.
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Marriott International employed several marketing methods to handle the difficulties and preserve its brand presence throughout the COVID-19 issue. The following analysis looks at these tactics and how they affect internal and external stakeholders while considering the marketing mix components (Chernev, 2019).
Product Strategy: Marriott International tailored its product services to fulfill clients' changing wishes and options throughout the crisis. The organization introduced new applications and reports tailored to the modern-day scenario, including work-from-inn programs and staycation deals. By diversifying its services, Marriott International aimed to draw neighborhood customers and capitalize on the expanded call for opportunity types of journey and enjoyment. 
Price Strategy: Recognizing the economic constraints confronted by many clients during the disaster, Marriott International adjusted its pricing strategies. The employer supplied discounted charges, bendy cancellation regulations, and loyalty program incentives to encourage bookings and instill self-belief in clients. These pricing strategies aimed to keep occupancy quotes and generate revenue while imparting value for money to guests (He and Harris, 2020). 
Place Strategy: Marriott International focused on enhancing its distribution channels and adapting to converting market dynamics. The organization leveraged its online systems and partnered with online travel agencies to reach a wider patron base. Additionally, Marriott International implemented contactless test-in/out procedures and virtual verbal exchange tools to ensure visitors' continuing and secure revel. 
Promotion Strategy: Promotion was essential to Marriott International's advertising efforts during the disaster. The company applied various channels, which include social media, email advertising, and its website, to communicate its enhanced safety and hygiene protocols, flexible booking alternatives, and particular experiences. Marriott International collaborated with influencers and created engaging content to keep client engagement and construct agree with (Herhausen et al., 2020).
Marriott International's crisis-related marketing initiatives affected both internal and external stakeholders. Internally, these tactics supported employee engagement and morale by demonstrating the business's dedication to customer care and safety (Deepak and Jeyakumar, 2019). The measures were designed to reestablish confidence, draw in new business, and portray Marriott International as a reputable and forward-thinking hospitality supplier outside. Numerous indicators, including occupancy rates, revenue per available room (RevPAR), customer satisfaction ratings, and brand sentiment analysis, can be used to gauge these techniques' effectiveness (Chesbrough, 2020). Additionally, assessing the results of particular marketing efforts and monitoring social media activity might shed light on how well-received the techniques used were. Overall, Marriott International's marketing tactics throughout the COVID-19 crisis demonstrated inventiveness, agility, and customer-centricity.  
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Marriott International had fierce competition during the COVID-19 crisis as businesses in the travel and tourist sector worked to recover from the pandemic's effects (Crick and Crick, 2020). Competitive analysis can explain the positioning and success of Marriott International's tactics compared to its rivals
.
Marriott International used multiple strategies to keep its competitive edge:
Brand Reputation and Recognition: Marriott International made a significant aggressive gain by using its prominent mark reputation. The company's long-standing position in the industry and commitment to quality and service helped maintain customer confidence during the crisis. Competitors with inferior brand reputations struggled to recover customer confidence (Rust, 2020).
Diversified Portfolio: Marriott International's numerous portfolio of lodge manufacturers gave the agency a bonus over competitors with limited services. The various manufacturers allowed Marriott International to cater to distinctive marketplace segments and adapt to changing patron choices. Competitors with a narrower consciousness may also have struggled to meet the various wishes of customers at some point in the crisis (Deepak and Jeyakumar, 2019). 
Innovative Offerings: Marriott International delivered innovative services to cater to customers' evolving needs during the disaster. Work-from-inn programs, virtual experiences, and staycation deals provided particular options for clients in search of safe and handy alternatives. This innovation helped Marriott International differentiate itself from competitors and capture marketplace share. 
Safety and Hygiene Protocols: At some point during the crisis, Marriott International's emphasis on safety and hygiene standards became a crucial differentiator. The company invested in stringent cleaning procedures, contactless services, and open communication to reassure customers. Competitors with less robust security measures may have failed to gain client confidence and lost market share (Park, 2020).
Digital Marketing and Communication: To communicate with customers during the tragedy, Marriott International prioritized digital advertising, marketing, and communication tactics. The company used its website, email marketing, and social media platforms to market its products, share security advisories, and address customer concerns. Marriott International has a competitive edge over rivals with a weaker online strategy due to its virtual presence and proactive communication.
Although Marriott International showed strong competition during the crisis, it's vital to remember that other businesses also adopted tactics to deal with difficult market conditions. Competitors might have introduced their cutting-edge products, established comparable safety measures, or stepped up their marketing initiatives. For Marriott International to preserve its competitive position in the post-pandemic age, constant monitoring and staying current on competitors' moves will be essential (Crick and Crick, 2020).
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During the COVID-19 crisis, Marriott International's marketing techniques were greatly influenced and made possible by technology. To adjust to the shifting market dynamics and retain consumer involvement, the organization used various technical tools and platforms. This article examines how technology has affected Marriott International's tactics, paying particular attention to its digital marketing, communication, and internationalization initiatives (Lake, 2020).
Digital Marketing: Marriott International embraced virtual advertising strategies to attain and interact with customers at some stage in the disaster. The business enterprise applied social media systems, seek engine marketing, and online advertising to promote its offerings, talk protection measures, and stay linked with its target market. Digital marketing allowed Marriott International to goal precise customer segments, customize messaging, and track marketing campaign overall performance, enabling more effective and green marketing efforts. 
Communication: Technology facilitated seamless communique among Marriott International and its stakeholders. The organization applied various virtual communication gear, including e-mail advertising, chatbots, and cellular apps, to offer real-time updates, deal with purchaser queries, and ensure a clean patron reveal. By leveraging the era, Marriott International maintained open strains of conversation, built acceptance as true, and right away answered changing consumer needs and issues (Sander, 2019). 
Internationalization: Technology was important in Marriott International's internationalization efforts throughout the disaster. With travel regulations and constrained mobility, the organization focused on digital studies, meetings, and far-off work offerings. Technology-enabled platforms like video conferencing equipment and virtual event structures allowed Marriott International to hook up with customers globally, host virtual meetings, and offer unique studies to visitors who could not bodily travel. Despite the difficult situations, these efforts helped Marriott International increase its reach and cater to worldwide clients.
Ultimately, Marriott International's policies throughout the COVID-19 crisis benefited from using technology because it offered agility, connectedness, and customized experiences. Marriott International was able to adapt to the shifting market scenario, sustain client involvement, and broaden its global reach by utilizing digital marketing, communication tools, and virtual platforms. Marriott International must embrace technological innovations to remain competitive in the post-pandemic period and fulfill changing customer expectations (Adams et al., 2019).
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Numerous criteria and results can be used to assess the effectiveness of Marriott International's COVID-19 crisis management efforts (Chernev, 2019). Ultimately, the business's strategy showed resiliency and adaptability. The evaluation of Marriott International's strategies' effectiveness is provided below:
Occupancy Rates and Revenue Generation: One of the key indicators of achievement in the lodge enterprise is occupancy prices and revenue era. While the disaster appreciably impacted journey demand, Marriott International's strategies aimed to attract local clients, supply bendy booking options, and enforce protection measures helped mitigate the decline in occupancy charges. Monitoring occupancy prices and revenue consistent with available rooms (RevPAR) would provide insights into the techniques' effectiveness (Hutt and Speh, 2021). 
Customer Satisfaction and Brand Sentiment: Maintaining client delight and high-quality logo sentiment is critical for the duration of a disaster. Marriott International's recognition of safety, enhanced cleaning approaches, and obvious conversation aimed to construct trust and reassure customers. Measuring customer delight rankings, online opinions, and sentiment evaluation could help evaluate the success of those efforts in maintaining customer loyalty and brand perception (Eschenbrenner et al., 2023). 
Adaptability and Innovation: The fulfillment of Marriott International's techniques can also be evaluated based on its potential to adapt to converting marketplace dynamics and introduce modern services. Launching labor-from-inn applications, digital stories, and staycation deals has proven the corporation's agility and responsiveness to evolving consumer desires. Monitoring the uptake of those new services and customer comments might offer insights into their achievement. 
Competitor Comparison: Evaluating the success of Marriott International's strategies could also involve evaluating its overall performance with that of competitors. Analyzing marketplace proportion, sales overall performance, and customer engagement metrics in evaluating key competition would offer a broader perspective on the effectiveness of Marriott International's strategies (Gursoy and Chi, 2020).
Marriott International can evaluate the effectiveness of its efforts by tracking these measures and comparing results to pre-crisis standards and rivals. Additionally, obtaining direct client feedback through surveys and carrying out market research will offer insightful information about the success and impact of the initiatives used (Bob et al., 2020).
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Marriott International's marketing tactics during the COVID-19 controversy had significant managerial ramifications for the business. The findings are supported by relevant research and tested marketing theories and ideas (Darsin et al., 2019). The following are the main managerial conclusions from the case study:
Emphasize Customer Experience and Personalization: The disaster highlighted the importance of customer-centric strategies. The managerial implication for Marriott International is to preserve prioritizing patron experience and personalization of their advertising efforts. By offering information patron alternatives, tailoring services, and offering personalized reports, Marriott can enhance consumer loyalty and differentiate itself from competitors (Rust, 2020). 
Strengthen Digital Marketing Capabilities: The success of Marriott International's digital marketing efforts throughout the crisis underscores the importance of investing in digital marketing abilities. The managerial implication is for Marriott to preserve expanding its virtual marketing techniques, which include search engine optimization, social media advertising, and online advertising. By leveraging digital channels effectively, Marriott can attain a much wider target audience, improve brand visibility, and drive patron engagement. 
Maintain Agility and Flexibility: The crisis necessitated a brief edition and agility. The managerial implication for Marriott International is to preserve organizational agility and flexibility in reaction to marketplace adjustments. This consists of the capability to speedy regulate marketing campaigns, regulate offerings, and reply to patron remarks. By closing agile, Marriott can seize opportunities, mitigate risks, and live ahead of evolving customer wishes (Park, 2020). 
Enhance Communication and Transparency: Effective communication is essential in preserving client consideration at some point in the crisis. The managerial implication is for Marriott to prioritize transparent and timely customer communication. This consists of sharing safety protocols, addressing worries directly, and presenting ordinary updates on any modifications to policies or techniques. By fostering open communique, Marriott can strengthen its courting with clients and build long-time period loyalty. 
Embrace Innovation and Technology: The disaster showcased the price of innovation and generation in adapting to converting circumstances. The managerial implication is for Marriott to maintain embracing innovation and leveraging era to beautify customer reports. This includes exploring emerging technology like virtual fact (VR) and augmented fact (AR) to create immersive reports, enforcing advanced analytics for customized advertising, and making an investment in contactless technologies for an unbroken guest revel (Lake, 2020). 
Foster Collaboration and Partnerships: The crisis emphasized the importance of collaboration and partnerships. The managerial implication for Marriott International is to actively look for collaborations with complementary corporations, which includes local attractions or online travel groups, to make a bigger reach and get admission to new purchaser segments. Marriott can leverage shared resources, move-promote services, and enhance the general purchaser revel by forging strategic partnerships. 
Monitor and Adapt to Competitive Landscape: Competition in the enterprise intensified during the disaster. The managerial implication is for Marriott to carefully reveal the aggressive landscape and analyze the strategies of key competitors. By expert competitors' actions, Marriott can become aware of capability threats, capitalize on market gaps, and constantly refine its advertising and marketing strategies to preserve a competitive advantage (Hutt and Speh, 2021). 
Sustainability and Social Responsibility: The COVID-19 crisis delivered expanded attention to sustainability and social duty. The managerial implication for Marriott International is to integrate sustainability practices into its advertising strategies. This entails promoting eco-friendly initiatives, decreasing carbon footprint, and supporting local groups. By aligning advertising efforts with sustainable and socially accountable practices, Marriott can entice environmentally conscious clients and enhance its logo image. 
Continuous Data Analysis and Customer Insights: Data evaluation and patron insights are vital for effective selection-making and centered advertising and marketing. The managerial implication for Marriott is to put money into records analytics equipment and techniques to collect and analyze purchaser information. By expert patron conduct, choices, and traits, Marriott can tailor its advertising techniques and services to fulfill evolving consumer wishes (Kang et al., 2021).
Crisis Preparedness and Contingency Planning: The COVID-19 disaster served as a reminder of how crucial crisis readiness and contingency planning are. Marriott's management must create effective crisis management procedures and backup plans. By foreseeing potential emergencies and establishing action plans, Marriott can better react swiftly and efficiently, minimizing the impact on daily operations and preserving customer confidence.
The managerial ramifications of Marriott International's marketing strategies during the COVID-19 crisis include a focus on customer experience and personalization, bolstering digital marketing capabilities, maintaining agility and flexibility, improving communication and transparency, embracing innovation and technology, encouraging collaboration and partnerships, and keeping an eye on the competitive landscape. By putting these implications into practice, Marriott may position itself for ongoing success and toughness in the post-pandemic age (Catana and Toma, 2021).
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The following recommendations are made to improve Marriott International's marketing tactics in the post-pandemic era based on the management implications obtained from Task 2 (Chesbrough, 2020). These suggestions take into account the viability within Marriott International's existing resources and are in line with the stated managerial implications:
1. Prioritize Customer Experience and Personalization
Recommendation: Investment in customer experience efforts and the use of customer data for personalization are advised.  
Explanation: Marriott International should keep placing a high value on individuality and customer experience. To pinpoint pain areas and enhance touchpoints, develop customer journey mapping—Utilise client data to present individualized offers, suggestions, and experiences. Implement loyalty programs that provide privileged advantages, awards, and specialized advice based on customer preferences (Herhausen et al., 2020).
2. Strengthen Digital Marketing Capabilities
Recommendation: Spend money on enhancing the platforms and capabilities of digital marketing.
Explanation: Digital marketing will continue to be essential in the post-pandemic period. Marriott International must spend money on cutting-edge analytics software to analyze customer information and improve marketing initiatives. To boost organic visibility, intensify your search engine optimization (SEO) activities. To effectively connect and interact with target audiences, utilize social media channels, internet advertising, and influencer collaborations even more.
3. Maintain Agility and Flexibility
Recommendation: Promote a flexible and agile organizational culture.  
Explanation: Marriott International should foster a flexible and agile organizational culture as market dynamics change. Encourage quick decision-making and cross-functional cooperation. Adopt an iterative marketing strategy that allows for quick changes depending on consumer input. Monitor market changes and consumer behavior to proactively adjust plans (He and Harris, 2020).
4. Enhance Communication and Transparency
Recommendation: Boost communication channels and encourage open dialogue. 
Explanation: In the post-pandemic period, openness and prompt communication are still essential. Marriott International has to improve its lines of communication to make them more accessible and responsive. To give visitors trust, frequently convey safety procedures, cleanliness standards, and flexible reservation regulations. Keep lines of communication open with clients, responding to questions and issues as soon as possible through multiple channels, such as chatbots and social media.
5. Embrace Innovation and Technology
Recommendation: Invest in cutting-edge products and developing technology.  
Explanation: Marriott International needs to continue embracing innovation and utilizing technology if it wants to remain competitive (Gursoy and Chi, 2020). To improve the visitor experience, investigate virtual reality (VR) and augmented reality (AR). For a smooth and secure guest experience, use contactless technology like mobile check-in/out and keyless entry. For individualized marketing and predicted insights, spend money on sophisticated analytics and artificial intelligence (AI).
6. Foster Collaboration and Partnerships
Recommendation: Form strategic alliances with nearby attractions and businesses that complement one another.  
Explanation: By partnering with complementary companies and regional attractions, Marriott International can reach a wider audience and offer more distinctive experiences to visitors. Create strategic alliances for combined marketing initiatives, bundled offerings, and cross-promotion. Create packages that include hotel stays with dining, entertainment, and local activities to give visitors more for their money.
7. Focus on Sustainability and Social Responsibility
Recommendation: Integrate social responsibility programs and sustainable business practices. 
Explanation: Given the increased attention to sustainability, Marriott International should incorporate environmentally friendly practices into their marketing plans (Eschenbrenner et al., 2023). Highlight environmental programs, including those that reduce waste and conserve energy. Support local companies and social issues while promoting community involvement and social responsibility initiatives. Call attention to Marriott International's dedication to eco-friendly and ethical travel.
8. Monitor and Adapt to Competitive Landscape
Recommendation: Keep an eye out for market trends and rivals.  
Explanation: Marriott International should continuously evaluate the competitive landscape and track industry trends to preserve a competitive advantage. Keep up with other companies' prices, offerings, and marketing tactics. Determine new trends, then modify your marketing tactics. To remain on top of things, regularly conduct competition and market research.
9. Continuous Data Analysis and Customer Insights
Recommendation: Create a specialized team and spend money on cutting-edge analytics software for ongoing data analysis and customer insights.  
Explanation: Marriott International should prioritize continual data analysis and customer insights to improve marketing strategies. Form a specialized team to gather, examine, and decipher customer data from diverse sources. Invest in advanced analytics tools and approaches to acquire a deeper understanding of client behavior, preferences, and market trends. Review and revise marketing plans frequently using data-driven insights to enable more specialized and individualized advertising efforts.
10. Crisis Preparedness and Contingency Planning
Recommendation: Establish thorough crisis preparedness plans and frequently update your backup plans.  
Explanation: The COVID-19 disaster served as a reminder of the value of crisis preparedness and contingency planning. Marriott International must create detailed plans that specify precise procedures and what should be done in unforeseen situations. To ensure these plans are current and aligned with the changing environment, periodically evaluate and update them. Run simulations and scenario analyses to evaluate the viability of the plans (Deepak and Jeyakumar, 2019). By preparing for future crises, Marriott can react quickly and successfully, minimizing disruptions and safeguarding its reputation as a trusted brand.
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In conclusion, Marriott International overcame the difficulties of the COVID-19 issue by putting into practice efficient marketing methods. Marriott put its customers' needs first, used technology, encouraged flexibility, and welcomed innovation to position itself for recovery and expansion in the post-pandemic era. Marriott can keep its competitive edge via ongoing adaptability and customer-focused strategies.
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