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Introduction
The Covid 19 crisis situation has evaluated certain turmoil among different industries that also hampers the existing chain of hospitality industry as well. One of the hotel chains in the international business market is largely captured by Marriott which is the aim of this research to explore post pandemic situation and their ways to mitigate it. 
[bookmark: _Toc140930365]Task 1: Evaluation of the Marketing Theories and Strategies used by Marriott International 
[bookmark: _eipnfta1iih1][bookmark: _Toc140930366]Concept and importance of marketing during the COVID-19 crisis
Marketing contributed to a critical influence in defining the way organisations interacted with their stakeholders during the COVID-19 issue. It entailed changing the message, providing reassurance, and exhibiting sensitivity to the circumstance. Global famous hospitality brand Marriott International had modified marketing strategies regarding the certain threats of pandemic such as insolvency, economic breakdown in their business. The perspective of crisis management theory has cooperated with the hospitality company to overcome their corporate struggles during the pandemic situation (Fan et al., 2022). The capacity of marketing strategy is to sustain brand awareness, engage with customers, and create customer loyalty reducing the corporate complexity in business for changing their crisis situation. 
Resources that disturbed marketing activities of Marriott International 
Marriott International dedicated enormous resources to marketing activities. Marketing became a critical component of their strategy to overcome their corporate crisis that appeared through the pandemic. Customers trust gained through the proper utilisation of marketing activities such as promoting services, ensuring hygiene, using electrostatic sprayers for proper sanitization of furniture and large space and touchless technology for avoiding physical touch (Bauchner et al., 2020). All of these approaches are shared through the implementation of superior quality marketing activities and tactics. The presence of digital marketing, social media interaction, and email marketing may be effective for the brand to upgrade the business operation during the pandemic situation and manage the corporate gap in the post-pandemic situation.
[bookmark: _cw08lgaj1krf][bookmark: _Toc140930367] SWOT Analysis of Marriott International during the COVID crisis
	Strength 
	Weakness 

	· Outstanding brand recognition and substantial cash reserves.
· A large growth stream and customer-centric base owing to its Marriott Bonvoy program (marriott.com, 2023). 
· A well-thought-out digital transformation strategy involving personalised mobile experiences and smart room activities.

	· Dependence on the North American market, which suffered severe damage by the pandemic.
· Employees who are unionised may face difficulties during cost-cutting efforts.
· Existing debt effected on recovery attempt

	Opportunities 
	Threats 

	· Market consolidation by acquisition of failed small hotels getting opportunity of recovering crisis moment of hotel industry
· Using US government assistance of loans for coping with the situation
· Emerging Economies
· Diversify Offerings through coupons and offers


	· The hotel industry is characterised by intense rivalry
· Increased competition shortage of labour, small hotel upraised  after Covid-19
· Continued losses have increased the risk of insolvency and increased recruitment costs to leave employment gaps



 Table 1: SWOT Analysis 
(Source: Created by author)
Analysis
Marriott International has strong brand recognition and substantial cash reserves, giving business a competitive advantage. Marriott Bonvoy loyalty programme assists to maintain a loyal customer base. The well-executed digital transformation plan of the organisation, involving personalised mobile experiences and smart room initiatives, increases the guest experience. Marriott's reliance on the North American business, which has been heavily hit by the pandemic, creates concerns. During cost-cutting efforts, unionised personnel might encounter problems. Existing debt may hinder recovery efforts (marriott.com, 2023). Acquiring struggling smaller hotels generates a market merging opportunity. Government assistance may prove useful in dealing with the situation. The tremendous rivalry in the hotel industry poses a difficulty. The prospect of insolvency remains  due to ongoing losses caused by the global epidemic.
[bookmark: _hwifla4ypfcd][bookmark: _Toc140930368]Marketing strategies deployed by Marriott international 
Marriott's marketing strategy centred on responding to the shifting marketplace and prioritising stakeholder demands. The corporation used the marketing mix well to reach both internal and external stakeholders. Reduced expenses were implemented, including CEO wage cutbacks and employee furloughs. Food and beverage outlets were closed for lowering the spread of COVID-19. Brand standard audits and upgrades have been delayed and prioritized resources. Marriott has preferred to incorporate digital marketing, social media, and AI-powered analytics, and smart rooms concepts to improve in-hotel experiences (Štilić et al., 2023). Based on the impact of the internal and external stakeholders, the perspective of marketing mix theoretical concepts may deliver effective results in the business of Marriott International. This theoretical concept may be useful for developing a progressive marketing plan to boost the credibility of the hospitality brand.  
Marketing mix utilisation 
	Elements
	Descriptions 

	Product 
	Marriott used its extensive brand recognition and diverse brand portfolio to appeal to consumer sectors, including business and leisure travellers. Marriott Bonvoy loyalty programme increased customer retention tremendously. 


	Price
	Marriott maintained competitive pricing to retain consumers while preventing a price conflict despite lower travel demand.


	Place
	Marriott moved to online booking and contactless payment methods to provide customers with a safe and pleasant experience.

	Promotion 
	Marriott concentrated on crisis communication, emphasising security precautions, flexible booking alternatives, and future travel discounts to preserve consumer involvement and loyalty.


 Table 2: 4Ps Analysis 
(Source: Created by author)
[bookmark: _u5np6bxlotr7][bookmark: _Toc140930369]Competitive analysis of strategies that used by Marriott International 
Marriott International employed many competitive strategies to handle the tough market conditions. The brand faced intense competition from its competitors such as Accor, Hilton, and Hyatt which undertook cost-cutting measures and modified its marketing strategies for shifting consumer needs during the pandemic. Marriott's cost-cutting and marketing tactics, enormous cash reserves and high brand awareness are the key components for overcoming the competitors' threats and experiencing key opportunities in business.This cost-cutting strategies insists the  brand to reduce executive salary, furloughing employees, and suspending non-essential expenses to control the pandemic situation. Besides, debt values of business were the major complication in business of Marriott the may decline their market values during this crisis moment (Krupskyi et al., 2019). Marketing and other investment liabilities were reduced to accommodate Marriott's revenue losses. However, the capacity of large amounts of cash reserves protected the brand to avoid the adverse effect of business.  
[image: ]
Figure 2: Customer relationship theory 
(Source: Trihatmoko, 2018)
Marriott adopted consumer safety strategies in this pandemic situation through closing the services of food and beverages. Similarly, incorporation of digital transformation plans through mobile services and smart rooms were effective for grabbing customers’ attention during this complicated situation. In this regard, customer relationship theory is more valuable to support the hotel company for establishing a trustworthy bond with the guests for receiving the core competitive facilities in business (Buhalis and Sinarta, 2019). All of these strategies might be effective for Marriott, contribute to achieving competitive corporate values and also encourage the employees' inspiration to overcome the crisis periods of global pandemic (Morosan and Bowen, 2022). Marriott was able to sustain a strong market presence and standing itself for healing  the complicated moment including demands for travelling. It indicates a responsibility as a MNC company in the hotel industry to regenerate the corporate cooperation after facing the threats of the global pandemic. 
[bookmark: _hrctyorosesc][bookmark: _Toc140930370]Impact of Technology on Strategies Implemented during the Crisis
Marriott International used technology to undertake multiple  methods targeted at overcoming the obstacles posed by the epidemic. Digital marketing and communication were two main areas where technology played a vital influence. Marriott improved their mobile app, allowing customers to have personalised mobile experiences, enabling mobile check-in and check-out, and permitting guests to use their smartphones as room keys. The brand used effective social media channels to communicate with the customers in real time for enhancing customer service and brand exposure. 
Marriott's digital transformation strategy involves Smart rooms outfitted with IoT technology, allowing voice-activated controls and personalised settings for customers,  the in-room experience. It cooperates with the brand to change their corporate landscapes regarding the crisis moments (marriott.com, 2023). The government intervention, such as bailout packages, might provide temporary relief. Marriott faced the moral quandary of combining financial concerns with the welfare of workers. Cost-cutting measures, such as furloughing employees, proved important for the company's existence,  requiring careful management to preserve employee morale and minimise negative publicity. 
[bookmark: _s3xgduvwrlgc][bookmark: _Toc140930371]Evaluation of the Success of Strategies Implemented by Marriott
Marriott International's strategies were uncertain to manage the critical condition of the global pandemic. In this regard, he corporation implemented some important and effective cost-cutting and pandemic-mitigation moves. Cuts in CEO compensation, furloughs, and the closure of food and beverage outlets proved critical to lowering costs during inadequate demand and occupancy (Eschenbrenner et al.,2023).  The uncertain market conditions and low demand for travel, decrease in marketing and other investment responsibilities seemed an excellent decision to overcome this adverse crisis situation. 
[image: ]
Figure 2: Success strategies of Marriott International 
(Source: created by author)
Smartphone experiences, social media marketing, and smart room concepts have gradually shown more success in the business of Marriott International. In return, the brand was capable of upgrading  customer preferences and improving guest experiences to enhance the hotel supply chain network. Marriott's significant cash reserves and high brand awareness worked in its favour throughout the crisis and established stability (Werbach and Zaring, 2022). The reliance on North America as a market and current debt levels make recovery difficult. The competitive industry environment might result in price wars, reducing profitability. If the epidemic lasts more time, smaller hotels may struggle to survive, resulting in market consolidation that benefits  Marriott. Government assistance and financing may offer short-term respite, although the hotel industry's recovery might require several years. Besides, Marriott controls the recovery process following pricing power in the sector which may also lengthen the recovery process.
[bookmark: _Toc140930372]Task 2: Managerial implication on Marketing Strategies implemented by Marriott International during the Covid Crisis 
Marketing strategies influenced by Marriott Hotel chain is a report to the existing process for better development of business. This hotel change has applied certain strategic aspects to meet their marketing criteria and improving business areas. According to the research by Zhang et al. (2023), post pandemic and way for mitigation pandemic aspects applies a variable factor that encouraged marketing influences. The marketing strategy is implemented by Marriott in the crisis situation of the pandemic is shifting towards social media approach along with traditional that intrigues omnichannel marketing method. The Marriott hotel has selected social media approach for digital marketing to find out better scopes attracting new guests. The researchers have found that using social media platform and approach for marketing aspects companies have been able to boost up the rate of engagement of consumers to 49% while acquiring 4.53% annual growth rate (forbes.com, 2023). This increases the rate of marketing size for Marriott and evaluated the scope for better marketing in the situation of Covid-19. 

Figure 3: Outlining Omnichannel marketing modes
(Source: Created by author)
The motive of this hotel chain has been implied in focusing upon the customer centric approach while the retention strategies to be improved. Based on the research by Kim and Han (2022), customer centric approach is the strategic implication that has been adopted by different hotel chains running in the international stages. Referring to this process Marriott has taken into consideration about omnichannel marketing methods for acquiring different concentrated modifications to trigger both traditional behavioural customers along with new range customer affluences. In the COVID-19 pandemic situation shift of hotel’s approach has been seen in selection attributes and customer post-purchase behaviours. This process triggered the ideologies that are being prevailed by Marriott Hotel chain while continuing with its existing consumer approach to target the market. Inclusion of effective strategies and market affluences have taken positive advancement to better approach for growth in the hotel chains of Marriott.
The strategic improvement in the marketing apparently has been focused by Marriott Hotel is to make its business improved and indicated towards qualitative method for addressing critical situations. In the post pandemic situation there are certain changes that has been arrogant by different companies to indicate a high level of engagement to better marketing. The common understanding and study of the market has identified that do the social media and shifting tools on the channel is the best process that should be influenced inside the operation sales of the companies. The research done by Cui et al. (2021), omni channel marketing methods are the suitable effects why addressing both traditional and online consumers while understanding behaviours in a specific way.  Following Omni channel marketing process Marriott Hotel can refer to diversification of its marketing modes and using strategic implication for understanding the needs of both online and offline consumers. Utilising online behavioural analysis the omnichannel marketing system for Marriott benefits its basic references for mitigating the critical ways to achieve hurdles in the success stage. Therefore while mitigating the criticality of the postponement situation Marriott’s decision to shifting towards Omni channel marketing has been beneficial that allowed to get the access for a larger rate of consumers in the market. 
[bookmark: _Toc140930373]Task 3: Recommendations on how Marriott International can improve their marketing strategies in the POST PANDEMIC era
Addressing the international issues that has been encountered by Marriott while influencing marketing and communication, should be suggested preliminarily. The effective recommendation that might be implemented by Marriott International for improving their marketing strategies in the post pandemic situation is to understand the shift and behaviour of the consumers. As mentioned by Pappas and Woodside (2021), getting an understanding about the behaviour of the consumers in the market helps to analyse qualitative approach for assessing positiveness in the market. Most of the consumers in a post covid situation has been influenced with the idea where additional shift to online marketing strategy has been implemented. One of the best strategic influences that might be implemented by Marriott to address their marketing methods in the post pandemic situation is to analyse the trend of the market and demand of the consumers in the new generation. However due to the situation of increase losses this strategy might cost certain level of planning and development investment which has the chance to demean the production in Marriott. 
The other strategy that can be implemented by Marriott to analyse a better understanding of the marketing encouragement in the post Covid situation is focusing on an affordability. As mentioned by Prastowo et al. (2023), affordability and customization range while serving any appropriate consumer base can help any company to influence and trigger a better marketing process to reach consumers. Marriott International is a hotel chain that basically targets the upward caste consumers which falls beyond the affordability of Certain stages and group of people. This strategy can be mitigated by decreasing the cost of services that might meet the requirement of market in the inflation situation. However this process can also bring up the sales and preference of the hotel chain in the international stage while addressing the requirement of New Age consumers.
While taking the influence of better marketing process this hotel chain can also take the conception to influencer or celebrity marketing method. This process can trigger new age and younger group of people in the marketing circle due to their usage of social media platform in marginally higher ratio. Statistics have represented that almost 5.18 billion internet users worldwide, which amounted to 64.6% of the global population that justifies the use of social media usage in marketing (statista.com, 2023). The entire segment of online platforms and social media are filled with influencer and celebrity faces that can help to engage followers of those particular influences and celebrities into the hotel chain. Using this process, triggering the best and suitable marketing sectors can be affected. 
Utilising the social media and Omni channel marketing method along with social media influencing and understanding the trends therefore can be implemented in the Marriott new strategy for marketing. Referring to the best strategic process in the marketing methods the International Hotel Chin business therefore can be intrigued effectively due to marketing modes. However it can be recommended that analysis of marketing friends and understanding the demand of the new consumers can help to identify the best suitable aspects for increased marketing effectiveness. Hence in improving the marketing process Marriott should understand and analyse the new trends that are being followed by the consumers in the new era to combat the effect of Covid 19. 
[bookmark: _Toc140930374]Conclusion
In the post pandemic situation the criticality in the hotel business team has been emergently seen that influenced strategic implementation decision making for the companies. Referring to certain effective business decisions hotel chill like Marriott has triggered suitable effects for business improvement that meet the business chain stable. 
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