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1. Introduction
During the Covid-19 crisis, Marriott International, a well-known worldwide hospitality firm, faced extraordinary hurdles. This critical analysis looks at the marketing theories and methods used by Marriott International to successfully manage the crisis. The effectiveness of these theories and measures in sustaining business and minimising pandemic damage is assessed. (Piro, F., 2021)
Marketing was critical for firms, notably Marriott International, during the Covid-19 crisis. This report highlights the concept and significance of marketing throughout this crisis, and how Marriott dedicated money to marketing initiatives. 

2. Marriott International's Marketing Concept and Importance During the Covid Crisis
Communicating Safety Measures: Marketing has become an important tool for organisations to use in communicating the safety measures put in place to protect their consumers and staff (Paquette, 2013). To develop trust and alleviate worries, a clear and open message was required

2.1 Maintaining Brand Awareness: With travel limitations and diminished demand, it was critical for hotels like Marriott International to maintain brand awareness. (Kimes, S.E., 2009). They might maintain top-of-mind awareness and remain relevant when travel recovered by remaining engaged with clients through marketing initiatives.
2.2 Changing Business Strategies: Covid-19 demanded that firms change swiftly. Companies were able to pivot their strategy and communicate changes to clients through effective marketing, such as promoting staycations, flexible cancellation policies, improved cleaning processes, or virtual experiences. (Hartman, Glenna, and Norma P. Nickerson.2020)      
2.3 Marriott International has allocated marketing resources:
· Digital Marketing: During the Covid-19 crisis, Marriott International considerably boosted its investments in digital marketing platforms. They relied on Internet advertising, search engine marketing, social media campaigns, and email marketing to reach and engage with potential customers. (Alawida, M., Omolara, A.E., Abiodun, O.I. and Al-Rajab, M., 2022)
· Material Creation: Marriott generated relevant and helpful material to engage with their audience during the crisis. This comprised blog entries, videos, and social media content that provided updates on safety measures, travel tips, and inspiring stories in order to maintain a connection with clients.
· Loyalty Programs: Marriott used loyalty programmes like Marriott Bonvoy to engage with existing customers and provide them with exclusive rewards and discounts. (Shin, M., Back, K.J., Lee, C.K. and Lee, Y.S., 2022) This strategy attempted to keep customers loyal and encourage future bookings.
· Community Engagement: Marriott International took involved in community involvement programmes to assist affected communities. Collaborations with local organisations, providing housing for frontline employees, and contributing resources to affected communities were among the initiatives made. Such activities also acted as great brand marketing opportunities.
· Partnership Marketing: Marriott collaborated with other businesses and travel-related organisations to develop collaborative marketing campaigns, promotions, and packages. (Sigala, M., 2007). These agreements aided in broadening their marketing reach and attracting new clients.
· It is crucial to note that Marriott International's specific allocation of resources towards marketing activities may have varied dependent on their company priorities, market conditions, and shifting tactics during the Covid-19 issue. (Giousmpasoglou, C., Marinakou, E. and Zopiatis, A., 2021)

3. SWOT Analysis:
Marriott connected with consumers proactively through a variety of platforms, including email newsletters, website updates, and social media. To maintain openness and address consumer concerns, they offered timely information about hotel closures, reopening plans, safety practices, and flexible booking choices.
It is crucial to note that Marriott International's specific allocation of resources towards marketing activities may have varied dependent on their company priorities, market conditions, and shifting tactics during the Covid-19 issue.


· Strengths:
· Established brand: Marriott International is a well-known and respected          brand in the hotel business, which can help it recruit clients once the market improves (Ford, Robert C., Cherrill P. Heaton, and Stephen W. Brown 2001)
· Diversified portfolio: The company operates multiple hotel brands in diverse market categories, which might give some resilience during economic downturns.
· Loyalty program: Marriott's loyalty programme, Marriott Bonvoy, has a substantial membership base that can assist boost future revenue and customer retention. (Hwang, Y. and Shin, J., 2022)
· Weaknesses:
· Dependence on travel and tourism: The Covid-19 issue significantly influenced the travel and tourism business, which is Marriott's principal source of revenue. Because of this reliance, the corporation was susceptible throughout the crisis.
· High fixed costs: Hotel operations include major fixed expenditures, such as property maintenance and employee salaries, which can put pressure on profitability during periods of low occupancy. (Eldenburg, L.G., Gunny, K.A., Hee, K.W. and Soderstrom, N., 2011)
· Debt burden: Marriott, like many other corporations, may have struggled to manage debt obligations during the crisis, especially if income fell precipitously.

· Opportunities:
· Recovery in travel demand: As vaccination rates rise and travel restrictions relax, there is a chance that travel demand may revive, providing an opportunity for Marriott to recoup lost revenue.
· Market consolidation: Smaller competitors may face financial difficulties as a result of the crisis, leading to industry consolidation. Marriott could benefit from acquiring distressed assets or increasing market share. (Christensen, C.M., Horn, M.B., Caldera, L. and Soares, L., 2011)
· Embracing technology: The epidemic increased the introduction of digital technologies in the hospitality industry. Marriott can use technology to improve guest experiences, streamline operations, and lower costs. (Buhalis, D. and Moldavska, I., 2021)


· Threats:
· Uncertain recovery timeline: The timing for full recovery in the travel and tourist business remains unpredictable, as it is dependent on a variety of factors such as vaccine distribution, government regulations, and consumer confidence. (Gjaja, M., Faeste, L., Hansell, G. and Hohner, D., 2020)
· Intensified competition: As the industry recovers, competition among hotel chains may heat up, resulting in pricing pressures and probable market share erosion. (Aaker, D.A., 2012.)
· Evolving consumer preferences: Consumer behaviour and expectations have changed as a result of the epidemic, with a stronger focus now being placed on flexibility, health, and safety. Marriott must adjust to these changing demands in order to stay competitive.

4. Marriott International's marketing efforts amid the Covid Crisis and the impact on its stakeholders
During the Covid-19 crisis, Marriott International, like many other corporations in the lodging industry, encountered severe hurdles. To lessen the epidemic's impact, Marriott implemented several marketing techniques aimed at internal and external stakeholders. To accommodate the changing demands of stakeholders, these strategies used various aspects of the marketing mix. Let us examine these tactics and their effects on stakeholders.
· Product Strategy: 
· Flexible Cancellation and Rebooking Policies: To accommodate changing travel plans and provide reassurance to customers, Marriott implemented flexible cancellation and rebooking policies. This aided in retaining client loyalty and attracting new bookings.
· Enhanced Safety Protocols: Marriott instituted stringent cleanliness and hygiene measures throughout its hotels, demonstrating its dedication to guest safety. This initiative intended to reestablish client trust in Marriott hotels. (Kim, J.J. and Han, H., 2022)
· Price Strategy: 
· Discounted Rates and Packages: Marriott offered lower prices, unique packages, and exclusive promotions to boost demand. These price methods aimed to promote bookings during a difficult time for both individual travellers and corporate clients.
· Loyalty Program Benefits: Marriott prioritised its loyalty programme members by providing exclusive discounts and advantages in order to encourage repeat business and improve client retention. (Alshurideh, D.M., 2019)
· Promotion Strategy: 
· Digital Marketing Campaigns: During the epidemic, Marriott increased its digital marketing efforts to attract clients who were spending more time online. Targeted commercials, social media campaigns, and email marketing were used to promote offers, highlight safety precautions, and sustain engagement.
· Virtual Events and Experiences: Marriott organised virtual events, seminars, and experiences to engage customers and keep them engaged with the brand despite travel restrictions. This technique is intended to retain brand awareness and promote a sense of community. (Morrison, A.M., 2022)
· Place Strategy: 
· Online Distribution Channels: Marriott emphasised the convenience and contactless ness of its online booking platforms, website, and mobile app. Marriott hoped to gain a larger portion of the online travel market by exploiting digital platforms.
· Collaboration with Travel Partners: Marriott worked with travel agents, online travel agencies, and other partners to broaden its reach and assure better distribution of its offerings. (Buhalis, D. and Licata, M.C., 2002) This aided in increasing visibility and bookings across several channels.
· Effects on Stakeholders: 
· Customers: Marriott's marketing methods provided reassurance, flexibility, and value for their bookings. Flexible rules and strengthened safety procedures assisted in addressing consumer concerns, leading to increased trust in Marriott's brand.
· Employees: Marriott's emphasis on safety protocols and guest well-being contributed to an employee-friendly working atmosphere. (Kusluvan, Salih, Zeynep Kusluvan, Ibrahim Ilhan, and Lutfi Buyruk) The promotion of virtual events and experiences also allowed staff to interact with clients remotely, thereby ensuring employment stability and developing a sense of community.
· Investors: While the Covid-19 crisis had a substantial influence on the hospitality industry, Marriott's marketing initiatives tried to reduce the financial impact. The deployment of cost-effective techniques and targeted promotions helped attract bookings and produce income, which boosted investor confidence.
· Business Partners: Collaborating with travel partners and extending distribution channels benefited Marriott's partners by maintaining a consistent supply of bookings. (Buhalis, D., 2000) During a difficult time, this cooperation helped to retain relationships and foster mutual support.

To summarise, during the Covid-19 crisis, Marriott International used a variety of marketing methods to meet the needs of both internal and external stakeholders. Marriott wanted to preserve customer loyalty, engage employees, meet investor expectations, and help its business partners by emphasising flexibility, safety, and value. 

5. A competitive examination of Marriott International's strategies during the Covid Crisis
Marriott International, like many other enterprises in the hospitality industry, had substantial hurdles during the Covid-19 crisis. To handle the crisis and remain competitive, the corporation used many tactics. Here is a competitive examination of Marriott International's Covid crisis strategies:
· Stringent Health and Safety Protocols: Marriott International prioritised guests’ and workers’ health and safety. To create a safe environment for guests, the organisation implemented improved cleaning processes, social distancing measures, and contactless services. (Sharma, S. and Kaushik, T., 2021) Customers were informed of these procedures in order to foster confidence and reassure them of their safety.
· Flexible Booking and Cancellation Policies: To address the pandemic's uncertainties and travel limitations, Marriott International implemented flexible booking and cancellation policies. This included removing cancellation costs, providing refunds, and allowing guests to change their reservations without incurring penalties. These customer-centric rules sought to keep current bookings and attract new bookings.
· Targeted Marketing Campaigns: In order to reach out to potential clients, Marriott International established focused marketing efforts. They targeted local and regional visitors by offering staycation packages and emphasising the security features in their residences. Marriott tried to harness demand from clients looking for secure and local travel options by changing their messaging and marketing.
· Collaboration with Health Authorities: Marriott International worked with health officials and professionals to create and execute the Covid-19 safety recommendations. Marriott demonstrated its commitment to health and safety standards by partnering with reputable organisations such as the World Health Organisation (WHO) and the Centres for Disease Control and Prevention (CDC), strengthening its reputation and credibility. (Bouckaert, G. and Van Dooren, W., 2009)
· Digital Transformation and Technology Integration: Marriott International intensified its digital transformation projects during the recession. The company increased the functionality of its mobile app, allowing visitors to check in, access their rooms, and make requests online. They also invested in virtual meeting technologies to satisfy the increased demand for remote work and virtual events. These technology improvements seek to improve guest experiences and operational efficiency.
· Cost Optimization Measures: Marriott International lowered costs to offset the financial impact of the crisis. This includes reducing business spending, halting recruitment, and furloughing employees. To save money, the firm attempted to renegotiate contracts with suppliers and landlords. These measures tried to assure financial stability while also boosting operational resilience.
· Portfolio Restructuring: Marriott International evaluated its property portfolio and made strategic asset management decisions. Some hotels were temporarily closed, while others were converted into quarantine facilities or repurposed for alternative uses such as co-working spaces. Marriott intended to optimise resources and match with changing market demands by modifying its portfolio. 

During the Covid crisis, Marriott International's strategy centred on assuring guest and employee safety, reacting to changing client demands, and optimising operations. By developing adaptable policies, employing technology, and actively cooperating with health authorities, the organisation demonstrated agility and resilience. 

6. Examine the impact of technology on crisis management tactics
During the crisis, technology played a critical role in developing and facilitating company strategy across multiple sectors. It has improved communication channels, promoted digital marketing, and aided internationalisation initiatives. Let's look at how technology is affecting each of these areas:
· Digital Marketing: Technology has transformed how firms sell their products and services, particularly during the recession when personal encounters and traditional marketing routes were constrained. Among the most significant effects are:
· Online Advertising: Digital platforms such as search engines, social media, and websites have made it possible for firms to successfully reach their target audience. Businesses can optimise their ad campaigns and accurately analyse their performance thanks to advanced targeting options and real-time data. (Ge, Y., He, S., Xiong, J. and Brown, D.E., 2017) E-commerce: As firms sought to retain sales and reach clients at their homes, the crisis drove the use of e-commerce platforms. Online transactions, order fulfilment, inventory management, and personalised consumer experiences were all made possible by technology. (Kautish, P. and Sharma, R., 2019)
· Data Analytics: Cutting-edge analytics technologies have given firms important insights into consumer behaviour, allowing them to make data-driven decisions.

· Communication: Technology has aided in smooth and effective communication within organisations, between businesses and their customers, and across international borders. Among the consequences are:
· Remote Collaboration: As remote work has become more common, technology solutions such as video conferencing, project management software, and collaboration platforms have made it possible for teams to connect and collaborate successfully, assuring business continuity.
· Customer Engagement: Interactive communication channels such as chatbots, social media, and instant messaging platforms have been made possible by technology. These solutions have enabled firms to deliver quick customer assistance, respond to inquiries, and retain audience engagement.
· Virtual Events: With the advancement of technology, organisations can now hold virtual conferences, webinars, and events, guaranteeing that communication and knowledge sharing can continue despite physical constraints. (Janus, S.S., 2016)
· Internationalisation: Technology has played an important part in assisting firms' efforts to internationalise, allowing them to grow their activities abroad. Among the consequences are:
· Market Research: Advances in technology have made it easier for businesses to perform market research, analyse customer preferences, and identify target markets in other countries, hence assisting in the decision-making process for international growth.
· E-commerce Platforms: Online marketplaces and e-commerce platforms have enabled firms to contact worldwide clients without having to have a physical presence in foreign countries. (Manzoor, A., 2010) Technology facilitates cross-border shipping, logistics management, and frictionless transactions.
· Communication and Localization: Technology has helped to close communication gaps by providing translation tools, multilingual customer service, and culturally appropriate material. These features enable organisations to communicate effectively with multinational clients and personalise their offers.
7. The success of Marriott International's initiatives during the Covid Crisis 
During the Covid-19 crisis, Marriott International, like many other corporations in the lodging industry, encountered severe hurdles. The success of Marriott International's tactics undertaken during this time period can be measured using a variety of criteria, including financial performance, customer happiness, brand reputation, and market share.
· Financial Performance: Financial performance is one of the major indicators used to judge the effectiveness of Marriott's operations. Revenue, profitability, and cash flow are all important factors. 
· Customer Satisfaction: Customer satisfaction is another important metric. During the crisis, Marriott's initiatives should strive to satisfy consumer demands and concerns, such as safety precautions, flexible cancellation policies, and personalised customer care. Customer feedback from surveys, online reviews, and social media sentiment analysis can reveal how well Marriott reacted to customer expectations.
· Brand Reputation: The incident provided a chance for Marriott to demonstrate its dedication to customer safety, employee well-being, and environmental stewardship.
· Market Share: During the Covid-19 crisis, the hospitality business experienced a major drop in demand. Successful methods, on the other hand, may have helped Marriott minimise market share loss by securing a larger piece of the restricted demand

If Marriott International's marketing methods during the crisis were deemed to be inefficient, they may have taken several steps to regulate its marketing functions:
· Reassess and Refocus: During the crisis, Marriott should have analysed market conditions and client needs and altered its marketing strategies accordingly. This could include shifting focus to more resilient target categories or adjusting messages to address new customer objectives.
· Communication and Transparency: During times of crisis, open communication is essential. Marriott might have prioritised clear and timely communication with customers in order to address customer complaints and provide updates on safety standards and operational adjustments. Effective communication contributes to the development of trust and the retention of customers.
· Agility and Innovation: The crisis demanded innovative and imaginative marketing.
· Cost Optimisation: Given the crisis's limited resources, Marriott may have implemented cost-cutting initiatives in marketing services. This could include reallocating budgets, renegotiating vendor contracts, or utilising technology to automate and expedite marketing procedures.
Task 2. Managerial Implications of Marriott International's Marketing Strategies During the Covid Crisis
The significance of agility and adaptation in response to quickly changing conditions is one managerial implication of Marriott International's marketing strategy employed during the Covid issue.
The travel and hospitality business faced significant obstacles during the Covid crisis, including lockdowns, travel restrictions, and shifting consumer behaviours. Marriott International recognised the need to revise its marketing strategy in response to the changing scenario and the changing wants of its clients.
The managerial implication is that organisations must be ready to quickly adapt their marketing strategy to align with changing market circumstances. (Bharadwaj, A., El Sawy, O.A., Pavlou, P.A. and Venkatraman, N.V., 2013). This necessitates a quick and adaptable approach in which decision-makers stay up to date on the newest developments, analyse client preferences, and adjust marketing messages and channels as needed.
Marriott International achieved this by proactively conveying safety and hygiene standards, providing flexible booking alternatives, and engaging customers through digital platforms. They were able to create confidence in travellers and retain a relationship with their audience by doing so, despite the difficult circumstances. (Black, G., 2005)
Managers should remember how important it is to monitor market trends, gain customer insights, and be ready to make quick changes to their marketing plans during times of crisis. 


Task 3. POSTPANDEMIC MARKETING STRATEGIES
In the post-pandemic era, Marriott International can strengthen its marketing strategy by considering management consequences and responding to changing market dynamics. Here are some ideas: 
· Improve the digital presence and online booking experience: As digital channels grow more essential, Marriott should prioritise improvements to its website and mobile app. Ensure a consistent user experience, simple navigation, and streamlined booking processes. Increase exposure and traffic to their online platforms by investing in search engine optimisation (SEO) and pay-per-click (PPC) advertising.
· Highlight health and safety measures: Given the increased concern for health and safety, Marriott should clearly convey their expanded cleaning methods and safety precautions. (Hsieh, Y.J., Chen, Y.L. and Wang, Y.C., 2021) Use digital marketing channels to inform clients about the precautions taken to protect their safety during their stay. This can include encouraging contactless check-in and check-out, enhanced sanitization, and suitable ventilation systems.
· Customise consumer experiences: Make use of client data to make personalised offers and suggestions.
· With international travel limitations and changing travel habits, Marriott should shift its marketing efforts to target local and domestic travellers. Collaboration with local tourism boards, staycation packages, and promotion of neighbouring sights and experiences are all good ideas. Highlight one-of-a-kind amenities and services that cater to the needs and preferences of domestic travellers.
· Use social media and influencer marketing to engage customers: Use social media platforms such as Facebook, Instagram, and Twitter to engage with customers. (Duggan, M., Ellison, N.B., Lampe, C., Lenhart, A. and Madden, M., 2015. Social media update 2014) Create engaging content, share user-generated content, and encourage guests to share their experiences on social media. Collaboration with travel influencers or bloggers can help you reach a larger audience and generate discussion about Marriott properties.
· Provide flexible cancellation and refund policies: Given the uncertainty of travel plans, having flexible cancellation and refund policies is essential.
· Improve loyalty programmes: Improve the perks and prizes provided by Marriott's loyalty programmes, such as Marriott Bonvoy. Communicate the benefits of loyalty membership and offer exclusive bonuses to encourage repeat visits and consumer loyalty. Use data from loyalty programmes to personalise marketing communications and offers for members.
· Collaborate with local businesses and travel partners: Form strategic alliances with airlines, travel agencies, and other complimentary businesses to provide packaged offers and cross-promotions. (McKercher, B., Packer, T., Yau, M.K. and Lam, P., 2003) Collaborate with local companies such as restaurants and attractions to develop one-of-a-kind experiences and packages that will appeal to tourists.
· Actively monitor online review sites and social media channels to handle client comments and reviews as soon as possible. Positive feedback can be used for marketing objectives.
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