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Title: Marriott International's Marketing Strategies and Theories during the COVID-19 Crisis: A Critical Analysis and Evaluation
[bookmark: _Toc141090810]Introduction 
Residential, hotel, and timeshare properties are all operated, franchised, and licensed by the American multinational company Marriot International. Bill Marriott now serves as executive chairman and board chairman of Marriott International. In the industry, Marriott offers the most powerful portfolio.in 138 countries and territories, it has 31 brands and 8500 plus properties which provide people with various methods of connecting, experiencing, and expanding the world. 
In this report, a critical analysis and evaluation is done of the market strategies and theories which is used by Marriott International during the COVID-19 crisis. This report provides an assessment of the effectiveness of strategies, considering the importance and concept of marketing during the pandemic. In this report, a critical evaluation of the SWOT analysis of Marriott International is also done during the Covid-19 crisis and the effect on the stakeholders will also be reviewed. Marketing strategies that are deployed by Marriot International during the COVID-19 crisis and their effect on the stakeholders are also analyzed. In this report, the technology impact is also examined and an assessment of the success metric used is done of the strategies which are implemented by Marriott International during the crises of a pandemic. Managerial implications are also provided on marketing strategies implemented by Marriott International during the COVID-19 crisis. At the end of the report based on the managerial implications, some of the recommendations are provided on Marriott International which can help in enhancing market strategies in post-pandemic era. 


[bookmark: _Toc141090811]Task 1
[bookmark: _Toc141090812]Concept and importance of marketing 
According to the author (Hoekstra & Leeflang, 2020), the COVID-19 has had a major effect on consumer behaviour and the way marketing is carried out during economic downturns.  The COVID-19 arrival has hit almost all industries worldwide, mainly the service sector and tertiary industry. During a pandemic, the hotel and tourism industry as crucial industries in the tertiary industry, also suffered from the dilemma of unsustainable operations and difficulty in income generation. Marriott is using the COVID-19 crisis to critically evaluate the size of their range so that profitability can be increased. During the COVID-19 crisis, marketing has played a significant role in helping Marriott International navigate its unprecedented challenges. Marriott recognizes the importance of adapting its marketing strategies to changing situations. By reallocating resources towards marketing activities, Marriott aimed to maintain the visibility of the brand, engage with customers and commit to hygiene and safety measures. 
Importance 
Some of the importance of marketing during the COVID crisis is:
1) Audience generation- During crises, marketing allows Marriott International to target certain people whom it believes will benefit from its services or products. Marketing enables organizations to connect with a cohort of people that can fit the demographic whom the organization aims to serve. 
2) Financial performance- the ultimate benefit and goal of marketing are to generate sales. When the customer relationship is stronger, positive, and well-defined, customers are more likely to engage in sales. When proper marketing strategies are used, customers turn to Marriott International, and its sales increase. Due to marketing strategies competitive advantage is gained over its competitors. Even if the product is similar, marketing helps in creating a competitive advantage so that customers choose Marriott International over others. 
[bookmark: _Hlk140588217]4) Brand creation- during crises marketing helps in creating the brand as it allows Marriott to take an offensive approach (Hoekstra & Leeflang, 2020).


Resource distribution 
Marriott international resources were distributed towards marketing activities for maintaining the presence of the brand and for customer engagement. Digital channels were leveraged by Marriott International including email marketing, social media, and optimization of website, so organisations can connect to customers at their homes. Messaging is also adjusted by Marriott International to focus on safety protocols, clavicles, and flexibility in cancellation and booking policies. It will help to provide assurance to the customers and confidence will also build in their ability to provide a secure and fun experience (Hoekstra & Leeflang, 2020).
[bookmark: _Toc141090813]Critical evaluation of Marriott SWOT analysis 
The SWOT analysis organized by Marriott International during the COVID-19 pandemic has helped in providing valuable insights into the strengths, weaknesses, opportunities, and threats of the organization. SWOT analysis involves the external and internal factor identification which can affect the success and failure of the organization during the crises. 
Although it is crucial to critically evaluate its effectiveness: 
Strengths: 
According to the author, (Eschenbrenner, et al., 2023) some of the strengths of Marriott International have been analysed like its brand reputation is very strong, and it also has a global presence and diversified portfolio. The organization also has strong loyalty programs and a solid reputation. These were some of the key strengths identified. These factors positioned Marriott International to leverage its resources and adapt effectively to the changing conditions of the market. 
Weakness: 
Some of the weaknesses are highlighted in the analysis related to heavy reliance on corporate and international travel, which were mainly affected during the pandemic. Additionally, the reliance on outside channels for distribution exposed weaknesses in terms of revenue diversification (Kim & Han, 2022).
Opportunities: 
Opportunities were identified by Marriott International in terms of leisure and domestic travel, extended stays, and serving the regional market. Focusing on market sectors and alternate sources of income that were less impacted by travel restrictions was advised in the critical evaluation. 
Threats: 
[bookmark: _GoBack]According to the author, (Gubbels, et al., 2023) some of the threats were identified like a decrease in the confidence of customers, changes in travel patterns, and with time increase in competition. Marriott International analyses the need to address these issues with the help of innovative marketing strategies and by providing solutions to fulfill the needs of customers (Kim & Han, 2022).
[bookmark: _Toc141090814]Analysis of Marketing Strategies 
During the COVID-19 crisis, marketing strategies have revolved from online to online. Marriott International has shifted its focus to make itself more digital than using the traditional approach of marketing. For addressing the challenges different marketing strategies were deployed by Marriott International. By using the marketing mix framework some of the strategies are analysed:
1) Product 
During the COVID-19 crisis, Marriott modified its product offers by adding new services including virtual events and workplaces. To address client complaints, they improved health and safety procedures as well. it has also introduced flexible policies of booking and launched work from hotels so that more remote workers can be attracted (Jiang & Wen, 2020).
2) Price 
Dynamic strategies of pricing were also implemented by Marriott International so that revenue could be optimized during the low-demand period. Discounts and special offers were provided to the customers to increase customer value and incentivize bookings. Different loyalty programs and cancellation policies were also implemented to ensure competitive pricing and stimulate demand (Santoki & Parekh, 2020).
3) Place 
For targeting domestic travellers Marriott International also shifted its focus on localizing the efforts of marketing. Utilizing the idea of vacations and local tourism, they advertised places and experiences nearby. By partnering with online travel agencies it has also expanded its distribution channels (Hu & Olivieri, 2021).
4) Promotion 
Different social media platforms, digital marketing channels, and direct marketing were utilized to communicate its safety measures, promotions, and new offerings during the crisis. Marriot International has tried to maintain a suitable online presence and support future bookings (Santoki & Parekh, 2020).
Impact on Stakeholders
When deploying the marketing strategies internal stakeholders and external stakeholders were considered as they are crucial parts of Marriott International. Marketing strategies had a variable effect on the stakeholders:
Internal stakeholders: Considering the internal stakeholders such as employees different marketing strategies were implemented like the “commitment to clean” program was launched to make sure that a safe and healthy environment is provided to employees and training was also provided on safety and health protocols. These programs helped to increase employees' morale and they were motivated to return to work after crises (Jiang & Wen, 2020).
External stakeholders: To engage with external stakeholders like communities and customers Marriott International has used different marketing strategies. More focus was provided on emphasizing safety protocols, personalized marketing campaigns, virtual experiences, and flexible booking so that more customers could be attracted. Through programs like "Rooms for Responders" and "Community Caregiver Program," Marriott helped the neighborhood. These tactics helped maintain client loyalty and goodwill of Marriott International (GIRGEN, 2021).
[bookmark: _Toc141090815]Competitive analysis 
During the COVID crisis, Marriott International has serious competition, with other hotel chains and different accommodations vying for a limited share of the market. The marketing strategies of Marriott helped in building its different image from its competitors by emphasizing safety, trust, and brand reputation. 
Some of the key strategies which were employed by Marriott International so that in the market competitive position can be maintained:
1) Healthy and safety measures were enhanced
For identifying and targeting certain customer groups, Marriott International has used a data-driven approach. Using this approach helped Marriott to show marketing messages and offerings to those segments and the needs of those segments (GIRGEN, 2021).
2) Targeted marketing campaigns 
In order to identify and target particular customer groups that expressed interest in traveling during the crisis, Marriott International used data-driven insights. this strategy helped in modifying marketing messaging and promotions to align with the targeted groups' wants and needs.
3) Flexibility and agility 
By rapidly adjusting its services and marketing activities, Marriott International has shown its adaptability to align with the changing demands of customers and government rules and regulations (Shin, et al., 2021).
Technology impact on implemented strategies 
In marketing strategy employed by the Marriott organization during the covid crises technology has played an important role.  Due to COVID crisis adoption of digital technology has sped up by several years. 
1) Digital communication and marketing 
Digital efforts have been significantly increased by Marriott International. More focus is provided on email marketing, organizing social media campaigns, and online marketing. These channels help Marriott reach a larger audience and direct engagement with customers, maintaining good relationships with customers and brand loyalty (Dewi, 2022).
2) Internationalization 
Marriott uses technology to serve guests across the world. They attempted to capture the interest of various international audiences with multilingual websites, regionalized marketing initiatives, and customized content.


3) Online booking and virtual booking 
With the use of technology, Marriott offered virtual experiences that let customers virtually tour properties and amenities. They have upgraded their online reservation systems, making it simpler for clients to book accommodations and personalize their stays (jianKang, et al., 2021).
[image: ]
[bookmark: _Toc141090816]Evaluation of the success of implemented strategies 
By using different matrix marketing strategies of Marriott International were evaluated. This evaluation allows to weight of the various ideas, they can be rated on the set defined of criteria, so the most suitable criteria can be identified. 
Some of the key metrics which were considered are: 
1) Customer feedback and satisfaction
To evaluate the success of the implemented strategies Marriott International can monitor feedback, reviews, and ratings regularly on various platforms like TripAdvisor, and social media. When customer feedback is regularly monitored it provides insights into the satisfaction level of customers. if the customer’s feedback is positive then it means strategies used are effective and if customer feedback is negative then it means that there is a need to make changes in the strategies (Shin & Kang, 2020).
2) Occupancy rates
The success of Marriott's marketing initiatives was determined by keeping track of the occupancy rates at its properties. Increased occupancy rates would be a sign of effective guest attraction tactics during crises.
3) Revenue per available room 
In the hospitality industry revenue per available room is the important metric that can used for evaluation. Marriott International can evaluate the success of promotional and pricing strategies by analyzing the average revenue generated per available room (Kime, 2021).
4) Brand awareness
If there is an increase in brand awareness among the targeted customers, then it means the strategies used are effective. To know the information regarding brand awareness among customers’ surveys can be conducted.  
5) Reach 
Social media can be used to understand whether the strategies used are effective or not. Reach on social media can help in analysing how many people have seen the advertisement, instead of whether they chose to engage. If there is an increase in the reach, then it means the strategies which are used by Marriott International are effective (Leonidou, et al., 2021).


[bookmark: _Toc141090817]Task 2: Managerial implications of marketing strategies 
Some of the marketing strategies which were used by Marriott International were identified:
1) Product modification:
By adding new services including virtual events and workplaces Marriott International has adapted its product offerings. This strategy used by Marriott helped in catering to the changing preferences and needs of the customer during a pandemic. By adding new services like work from hotel options and virtual events, innovative solution is provided by Marriot International to accommodate virtual gatherings and remote work. in leveraging new revenue streams this strategy used by Marriott International was very effective because this strategy demonstrated the ability and agility of Marriott International to respond to changes in the market. 
2) Health and safety procedures were improved
During the pandemic crises, Marriot International has mainly focused on enhancing protocols of health and safety across its properties. Marriott International tried to enhance and promote contactless services, and cleaning measures and also implemented guidelines of social distancing.  This strategy helped in providing assurance to their customers about their safety and it also built trust in the organisation.  It also demonstrated the commitment of the company to prioritize the employees ' and guests' well-being (Coca-Stefaniak, et al., 2021).
3) Flexible policies for bookings and launched work from hotels were introduced
To accommodate the changes and uncertainty caused by to COVID-19 crisis Marriott International has introduced flexible policies of booking in their travel plans. Indicative is also launched to attract remote workers by offering workspaces and day-use rooms. This policy helps the customers with flexibility and surety during the COVID crisis uncertainty. Work from hotels policy tapped into the increasing threats of remote work, and it also provided alternative workplaces for the people who wanted some changes in their working conditions. 
4) Dynamic pricing strategies were implemented
Dynamic pricing strategies were also implemented by Marriott International as per the market conditions and demand fluctuations. This policy helped Marriott International to increase its revenue by adjusting its prices in real-time due to the changing demand patterns of the hospitality industry. This strategy also helped to increase bookings during COVID-19 situations and increase its revenue during peak times (Kime, 2021).
5) Discounts and special offers were provided 
To increase the bookings during covid crises special offers and suitable discounts were provided by Marriott International. As during the COVID crises most there were decreases in the income of the many people this offered helps such people to change their working conditions and enjoy their time during such hard times. Marriott International provided rooms on the discount rates, loyalty programs were promoted and for the essential worker’s exclusive offers were also provided. This strategy used by Marriott International helped in stimulating demand and it also attracted more customers during the reduced travel period. For the customers who have chosen Marriott instead of its competitors, Marriott provided various incentives and added value. 
6) Loyalty programs and cancellation policies 
During the COVID crises, Marriott International uses the strategy of cancellation policies and loyalty programs. This policy helped Marriott International in building goodwill in the market of hospitality industry and it also built the trust of the customers. Cancelation policy helped many customers to be flexible and they also thought that Marriott understood their situations. Loyalty programs also helped in increasing repeat customers (Shin & Kang, 2020).
7) Localizing the marketing efforts 
Marriot International shifted its focus to localizing the efforts of marketing so that it targets local markets and communities. It also emphasized domestic travel and staycations. The aim of developing this strategy was to capture regional demand because during covid crises internal travel was limited. by shifting its focus to the local markets, Marriott International was able to tap into domestic trends of travel, and regional demand was also leveraged. This strategy also helped generate revenue from local customers. 
8) Expanded distribution channels and partnerships 
Marriott International developed a strategy of partnership with online agencies and travel platforms. Distribution channels were also expanded so that a wider customer base could be covered. This strategy helped Marriott International to increase its access and reach a new segment of customers. due to collaboration with online agencies and travel platforms, the visibility of Marriott has also increased and provided ease to the customers in capturing more bookings through different online platforms. 

9) Communicating through social media 
Marriot International used various social media platforms for communicating safety measures and new offerings to customers during the COVID crisis. Content regarding safety and health protocols were also highlighted (Dewi, 2022).


[bookmark: _Toc141090818]Task 3: Recommendations 
Some of the recommendations are provided based on the managerial implications for improving marketing strategies in the post-pandemic era.  Recommendations help in serving various purposes and information is also provided about the result of research or investigation. 
1) Marriott International must continue to enhance its digital presence. Marriott should keep making investments in its online presence in order to take advantage of the rising importance of digital platforms. To enable simple bookings and customized experiences, this involves streamlining its website, expanding mobile capabilities, and improving user experience (Kumar, et al., 2022).
2) Marriott International must continue to engage with the local customers so that in the hospitality industry market goodwill can be built and relationships with the local customers can be enhanced. In the post-pandemic era, Marriott will portray itself as a responsible and reliable partner by working with regional companies, contributing to charitable causes, and highlighting community-focused projects.
3) Marriot International must maintain cleanliness standards so that customers' trust can be maintained. During the pandemic, cleanliness is highlighted in the hospitality industry. So post post-pandemic era Marriott International must strengthen its commitment towards cleanliness by promoting wellness initiatives and eco-friendly practices. It will help Marriott to attract health-oriented customers or travellers and environment-conscious will also be attracted (Singh, et al., 2022).
4) Marriott International must continue to communicate through social media platforms. This will help to enhance its online presence and stay connected with its customers. Marriot International can also try to maintain a suitable online presence and support future bookings. On social media Marriott internal national can also share its updates and offerings can be promoted in the post-pandemic era (Li, et al., 2021).
5) Marriot International must continue to consider the flexible booking policies and it must also continue to promote from hotel strategy as even post-pandemic era remote working will continue to be prevalent. 
6) Marriot International must continue to use the strategy of dynamic pricing to increase its revenue. In the post-pandemic era, customers will search for stays will are not very expensive. This strategy can help to increase bookings after pandemic situations. 
7) Marriot can also invest in using the latest technology to enhance personalized marketing, contactless experience, and seamless digital integration. This strategy can help Marriott International to drive operational efficiency and it will be also convenient for the customers. 
8) Post-pandemic era Marriott can leverage exclusive offers and targeted promotions to incentivize reward loyalty and bookings. 
9) Marriot International can also use the content marketing strategy by sharing resilience stories, employee efforts stories, and community involvement stories during crises. Using this strategy after the pandemic era will help in humanizing the brand and Marriott's commitment can also be demonstrated to social responsibility. By sharing meaningful content and authentic content, it can build an image of an empathetic and caring brand, resonating with the emotional level of customers. this strategy can also provide a competitive advantage (He, et al., 2021).
10) Post-pandemic era Marriott International can also continue to allocate resources for marketing activities so that engagement with customers and brand presence can be maintained. To reach customers at home Marriott can continue to use social media platforms, website optimization, and direct marketing activities. This strategy will help to let customers know that even after the pandemic the efforts of the organization are the same. 
11) In the post-pandemic era, Marriott International must continue to strengthen the efforts of personalized marketing and loyalty programs. This strategy can help to increase the chances of repeated customers and enhance customer engagement. Customer data can also be leveraged to deliver tailored experiences and offers. It will also help Marriott in developing a sense of exculsitiviy and brand loyalty can also be fostered (Hu & Olivieri, 2021).


[bookmark: _Toc141090819]Conclusion 
At the end of the report, it is concluded that during covid crises Marriott International has used different theories and strategies of marketing so that they adapt to the changing needs of customers and brand visibility is maintained. There were various strategies that can be used by Marriott International like modification were done to the products and services, dynamic strategies were also implemented, attrtcive offers and discounts provided during the crises time, social media platforms used etc. by conducting SWOT analysis and using marketing mix, maritto international positioned itself to survive in the post pandemic era. At the end of the report, some of the recommendations are also provided. These recommendations can be used by Marriott International to embrace the customer’s experiences and maintain good position in the market. If the remoddateions are used by Marriott International, then it will ensure the organisation long-term success. 
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