[bookmark: _heading=h.gjdgxs][image: Discover University of Wales Trinity Saint David]

[bookmark: _heading=h.30j0zll]LEVEL 7 ASSESSMENT
[bookmark: _heading=h.1fob9te]MBA - Master of Business Administration
[bookmark: _heading=h.3znysh7]Module: Marketing Management
[bookmark: _heading=h.2et92p0]Module Code: LCMB7001
[bookmark: _heading=h.tyjcwt]
[bookmark: _heading=h.3dy6vkm]Assignment Title: Marriott International - Marriott’s Response to the COVID Crisis


Student Name: Shivaniben Jay Patel
Student ID: 2242383
[bookmark: _GoBack]Word count: 3512


Table of Contents
Task 1: A Critical Evaluation of the Effectiveness of the Marketing Theories and Strategies Used by Marriott International during the Covid Crisis	3
Concept and Importance of Marketing	3
SWOT Analysis of Marriott International	4
Marketing Strategies	6
Competitive Analysis of Strategies	7
Analysis of the Impact of Technology	7
Evaluation of Success Strategies Implemented	8
Task 2: Provide a Managerial implication on Marketing Strategies implemented by Marriott International during the Covid Crisis	9
Task 3: Provide recommendations on how Marriott International can improve its marketing strategies in the POST PANDEMIC era.	12
Reference	14



[bookmark: _heading=h.1t3h5sf]Task 1: A Critical Evaluation of the Effectiveness of the Marketing Theories and Strategies Used by Marriott International during the Covid Crisis
[bookmark: _heading=h.4d34og8]Concept and Importance of Marketing
An important component of a company's reaction to the enormous obstacles facing the travel and tourist sector during the COVID-19 issue is marketing. According to Fahy and Jobber (2019), marketing and studying marketing techniques necessitate vital data such as client demand and other factors and influences. The epidemic significantly impacted companies like Marriott International by causing extensive travel restrictions, cancellations, and a drop in customer trust. According to a research analysis by Nicola et al. (2020), Marriott International, which employs over 174,000 people, was planning to furlough tens of thousands of people during the pandemic. Marketing is essential in such a crisis for retaining brand recognition, connecting with customers, and adjusting to the shifting market conditions. Being compassionate, quick-thinking, and knowledgeable is the core tenet of marketing during the COVID-19 crisis. It entails comprehending clients' requirements and worries during these unsure times and adjusting marketing methods accordingly.
The importance of marketing during Covid-19 lies in several key facts.
· Utilising technology was essential for marketing during the epidemic. Major hospitality companies like Marriott must apply marketing innovations to connect with their clients (Sharma et al., 2021).
· Digital marketing became essential for reaching potential clients since traditional marketing channels were constrained. Even during lockdowns, audiences were still able to be engaged through social media, email marketing, and internet advertising. Mason,  Narcum and Mason (2021) claim that the epidemic was when social media marketing first gained popularity. Social media marketing is still one of the mainstays of marketing for hospitality companies, even after the epidemic.
· During a crisis, it's crucial to be visible and in touch with your target market to maintain brand recognition and loyalty. Midpandemic customers, according to He and Harris (2020), were not motivated by thoughtful assessments of various brands, long-term value, or future loyalty reflections. However, the limited selection infuriatingly constricted the buyers, the accessibility of the goods, and the urgent need. As a result, staying in touch with customers and utilising innovative marketing techniques assist keep current clients and guarantee that the brand will still be relevant when travel limitations are eased.
· Lastly, efficient marketing enables businesses to disseminate information about security precautions, hygiene rules, and other steps taken to safeguard visitors and personnel. Customers are reassured, and brand trust is increased.
[bookmark: _heading=h.2s8eyo1]SWOT Analysis of Marriott International
Strengths: Marriott International demonstrated several qualities that the business used to get through the COVID-19 problem. Its tremendous brand awareness, and global visibility was one of its primary advantages. Global activities and presence spread the risk as well as boost revenue. In 2022, the multinational hotel conglomerate Marriott International made around 20.77 billion USD in revenue (Statista Research Department, 2023). Due to Marriott's enormous network of hotels spread across several regions, the business was able to modify its operations in response to shifting market needs and local constraints. Another asset that helped Marriott through the recession was its focus on customer experience and reward programmes. Customers of A section Marriott won't thus even think about staying at another hotel.
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Figure: The revenue of Marriott
Source: (Statista Research Department, 2023)
Weakness: Despite its benefits, Marriott International had several challenges as a result of several flaws. One of its major problems was the over-reliance on business and international travel. These markets were significantly impacted by the pandemic's limitations. In addition, these restrictions resulted in a sharp decline in Marriott's bookings and revenue (Eschenbrenner et al., 2023). In addition, the cost of employment has been rising quickly, and Marriott has had problems nationwide replacing numerous vacancies after drastically cutting back on staff in 2020. The quality of service provided to tourists can suffer as a result.
Opportunities: Marriott found several ways to alleviate the problems the outbreak produced amid the crisis. Travel by Americans and visitors from other countries is expected to be a major driver of this development, which is good for Marriott and presents a possibility to grow market share. Statistics show that in 2022, global tourism began to recover, and it quickly began to take off (Richter, 2023). Another big prospect was the growth of domestic and local tourism. By promoting local tourism and offering enticing staycation packages, Marriott may be able to appeal to the local market and draw in travellers searching for nearby getaways.
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Figure: The bounce back of international travel business
Source: (Richter, 2023)
Threats: Marriott International faced several threats as a result of the COVID-19 crisis. The ambiguity surrounding the pandemic's duration and intensity posed the most significant hazard. It was difficult for Marriott to precisely plan and foresee because of the often altering travel restrictions and consumer behaviour. The hotel sector is also quite competitive. In the last ten years, Airbnb has allegedly disrupted the leisure sector of its company by creating a new category of holiday rentals. So, this competition can be another major threat.
[bookmark: _heading=h.17dp8vu]Marketing Strategies
Marriott International used a variety of marketing techniques to deal with the COVID-19 situation. The tactics employed by Marriott are analysed in the section that follows, taking into account the marketing mix (product, price, place, and promotion) and their impacts on internal and external stakeholders.
Product: During the pandemic, Marriott changed its product lineup to meet the evolving demands of its clients. New safety and sanitary procedures were implemented to ensure the client's well-being. Improved cleaning procedures and contactless check-ins were part of this. Çalhan (2022) claims that Marriott Hotels & Resorts management gave guests the option to check in online or via a mobile device. According to the information provided, the customers who transact using one of these alternatives are informed when their rooms are prepared. 
Several stakeholders, including many consumers and staff, benefited from this. Customers' trust and confidence were gained through the introduction of strict safety measures and flexible booking regulations, which led to increased consumer satisfaction and loyalty.
Pricing: To remain competitive and draw clients throughout the crisis, Marriott changed its pricing methods. To encourage visitors during times of low demand, they provided special discounts, bundles, and bargains. However, a report by Deraman et al. (2021) stated that the company also employed a cost-cutting approach in which it reduced staff pay. To keep customers loyal, they also offered value-added services like free lunches and expanded loyalty incentives.
The consumers benefited from this cheaper price plan. The employees, however, were mainly dissatisfied with the choice of shareholder. Additionally, the pricing changes may have affected the sales and profit margins, worrying shareholders.
Place: To reach clients where they were most engaged during the epidemic, Marriott modified its distribution methods. Due to the limits on travel, Marriott improved its cleanliness programmes. The "commitment to clean" marketing from Marriott International serves as an illustration of how hotel chains work to provide guests with a sense of security when they travel and stay in their establishments (Guillet and Chu, 2021).
Customers now find it simpler to obtain information, make reservations, and get help, thanks to the improved digital presence and cleaning programmes.
Promotion: The goals of Marriott's marketing initiatives during the COVID-19 issue were to educate, reassure, and motivate consumers. They produced content emphasising safety precautions, community assistance programmes, and motivational trip tales. Additionally, they advertised their "Hotels for Hope" initiative, which provided healthcare professionals with free hotel rooms close to hospitals (Santoki and Parekh, 2020).
Customers were persuaded to consider Marriott when making future travel arrangements because of the educational and comforting advertising content that helped foster trust and a feeling of safety. Additionally, these marketing initiatives brought in additional clients and had a favourable effect on its suppliers and partners.
[bookmark: _heading=h.3rdcrjn]Competitive Analysis of Strategies
During the epidemic, Marriott International used a few tactics that allowed the business to maintain stability. 
The business changed its strategy to be more customer-focused. Marriott distinguished itself from some of its rivals with a customer-focused strategy. The business prioritised customer safety and happiness by implementing strict hygiene rules, providing flexible booking alternatives, and being open with clients about service changes. During COVID-19, Marriott International reportedly unveiled its dedication to clean and frictionless services for confident travel (Kim and Han, 2022). Through this strategy, Marriott was able to establish consumer trust and loyalty and stand out as a dependable and compassionate brand in these trying times.
Marriott has a competitive edge over other hotel chains because it concentrates on digital marketing and interaction. These other hotel companies were slower to adjust to the change in consumer behaviour. To raise awareness, Marriott employed its social media following (Kwok, Lee and Han, 2022). The organisation also took action by professional health and safety regulations. Marriott successfully used social media, email marketing, and their website to continue to touch with clients and keep them updated on security measures and promotional offers. Marriott was able to contact consumers even during lockdowns when face-to-face encounters were restricted, thanks to its proactive online presence.
Marriott actively pushed regional and internal tourism while travel limitations hindered international travel. By employing this tactic, the business demonstrated its capacity to adjust and meet shifting consumer preferences. With this strategy, they were able to attract tourists searching for short weekend trips and staycations.
[bookmark: _heading=h.26in1rg]Analysis of the Impact of Technology
Digital Marketing
Marriott was able to move its marketing efforts to digital platforms thanks to technology. Due to lockdowns and travel restrictions that reduced in-person encounters, digital marketing became the main method of communicating with clients. Gil (2021) claims that shortly after the epidemic began, Marriott and several other businesses in the hotel sector implemented social media marketing techniques. Marriott engaged their audience with social media, email marketing, and web advertising to broadcast safety alerts, advertise new services like staycations and work-from-hotel packages, and converse with them. Marriott was able to retain contact with customers through digital marketing, keep the brand visible, and quickly change its messaging to reflect the context. 
Communication
Technology was essential in providing prompt and effective communication with both consumers and staff. Marriott deployed a variety of digital communication methods to provide clients with vital information, safety guidelines, and travel updates. Ivasciuc (2020) stated that the development of information and communication technology has produced an enormous amount of information and communication channels. As a result, consumer worries were allayed, and trust was increased. Internally, technology-aided communication across Marriott's extensive network of properties and personnel allows for the easy exchange of best practices and maintains uniform messages throughout the whole organisation (Shin and Kang, 2020). The Marriott International Hotel Group has deployed a facial recognition system at each of its properties, according to the same author. This was one of the very crucial steps in going contactless during the pandemic. Also, this was an effective part of Marriott's strategy. To coordinate efforts and adjust plans to the constantly shifting conditions, virtual meetings and collaboration technologies were crucial.
Internationalisation
The internationalisation plans of Marriott were also affected by technology. Due to the considerable restrictions on foreign travel during the epidemic, Marriott had to change its strategy to focus on domestic and local markets (Kang and Lee, 2020). The business used technology to promote services that appealed to local travellers and to regionalise marketing efforts. However, the business was able to keep the international customer updated about the issue by using social media and other technology.
[bookmark: _heading=h.lnxbz9]Evaluation of Success Strategies Implemented
The pandemic was addressed by Marriott with clean, digital marketing, price modifications, and promotional initiatives. 
Customer satisfaction, brand memory, pricing competitiveness, and promotional outcomes were utilised as performance metrics to evaluate the tactics' effectiveness. Since consumers' faith and confidence in Marriott had been severely harmed at the time of the epidemic, guaranteeing their satisfaction was crucial to securing their return. Marriott altered its booking methods and implemented new safety and hygiene guidelines to reassure its consumers (Boiral et al. 2021). Surveys and customer feedback were collected to see how satisfied customers were with Marriott's services during the epidemic. Marketing initiatives were also evaluated for their impact on brand awareness to ensure that Marriott stayed at the top of clients' thoughts when it came time to book a vacation. 
The effectiveness of the techniques was also evaluated by looking at the prices that were changed. Marriott offered a range of deals and discounts during the epidemic in an attempt to compete and attract guests. They examined how price adjustments influenced sales and profit margins to gauge the effectiveness of the modifications (Gaur et al. 2021). Finally, the number of new consumers attracted, and the degree of participation from existing customers in the promotions was monitored to determine how successful the promotional activities were. 
Marriott was able to withstand the pandemic in large part because of the measures it took to deal with the outbreak. If these tactics had been unsuccessful, Marriott might have changed its marketing plans to focus on customer segmentation and dynamic pricing to boost brand recognition and sales among budget and domestic travellers, as well as to expand its online presence to reach a wider audience. They might have kept customers happy even amid the crisis by focusing on client loyalty via reward programmes and discount schemes.
[bookmark: _heading=h.35nkun2]Task 2: Provide a Managerial implication on Marketing Strategies implemented by Marriott International during the Covid Crisis 
The Covid-19 epidemic has grown into an unfathomable catastrophe that is seriously affecting everyone's physical health and quality of life throughout the world as well as the whole global economy. The travel and tourism sector has been harmed and has borne the brunt of the adverse economic consequences. The hotel industry, and Marriott International in particular, a well-known global hospitality corporation, have encountered significant challenges that call for the adoption of innovative solutions and strategic planning (Shin et al. 2021). During the early stages of the epidemic, Marriott International switched its marketing approach from advertising its hotels and resorts to emphasising its commitment to safeguarding the safety and welfare of its clients. The company changed its Book Direct policy to allow cancellations free of charge to accomplish this. Additionally, they launched a marketing initiative called "booking confidently" that offered clients total freedom throughout the whole booking process. The business also created a mechanism to award Marriott Bonvoy points to clients who had to postpone vacations because of the Covid-19 pandemic to make sure that consumers were looked after and happy. The current economic climate highlights the significance of Marriott's tried-and-true customer-centric approach, which was underlined by the company's shift from a concentration on marketing efforts to a focus on customer service (Yacoub and ElHajjar, 2021). The business demonstrated its dedication to customer safety by launching the "Commitment to Clean" effort during the pandemic. To meet Marriott International's strict cleaning and sanitisation criteria, the plan was executed as per RB's directions. This method was implemented across the board in all offices. The business successfully imposed higher cleaning requirements along with temperature monitoring at several hotel locations. Visitors to Marriott hotels may remain in peace and security thanks to these measures. Visitors' safety is of utmost importance to Marriott as it approaches the epidemic from all sides (Le and Phi, 2021). The company understands how important it is to safeguard employees' means of subsistence. Marriott created the Covid-19 employee assistance fund to assist its furloughed workers to alleviate the financial effect of the outbreak. The goals of the fund included paying for expenses related to the current stay-at-home policy and assisting persons whose work was lost or whose hours were shortened as a result of the outbreak. The importance of supporting them during the epidemic and Marriott's dedication to its staff were highlighted by this.
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Figure: Hotel industry strategic responses to COVID-19: Developing a Pandemic Crisis Management Framework
(Source: Le and Phi, 2021)
Marriott International's proposals and remedies for the Covid-19 problem may be categorised as marketing-related. Offering products and services that align with customers' needs, wants, and values is a key component of the "consumer-oriented marketing" (COM) strategic approach (Guillet and Chu, 2021). As examples, consider Marriott's accommodative Book Direct policy and commitment to cleaning programmes, both of which were put in place to ensure the safety and welfare of guests staying at any of its properties. The creation of the Covid-19 Employee Relief Fund, which was established to protect workers' financial security, may be considered relationship marketing. The goal of this strategy plan is to build enduring bonds with customers and other important partners. Today's competitive business environment makes it more crucial than ever to develop long-term customer loyalty and trust. It's possible that how Marriott International handled the pandemic was influenced by the concept of crisis communication, which emphasises the need for prompt and efficient replies to customer queries and concerns (Volgger, Taplin and Aebli, 2021). Due to its commitment to customer flexibility and safety, Marriott International is in a stronger strategic position than its rivals. The company's dedication to developing environmentally sustainable concepts demonstrates its concern for the long-term happiness and welfare of its customers. Increased funding for technological development might, however, lead to the discovery of new revenue streams and the creation of distinctive customer experiences. Marriott International could wish to consider making an investment in cutting-edge technology like artificial intelligence (AI) and virtual reality (VR). By developing novel ways for consumers to interact with its goods and services, Marriott could be able to improve the customer experience (Chan, Gao, and McGinley, 2021). It's crucial to have a flexible and reliable strategy in place for handling inquiries and complaints from clients. If you want to provide distinctive customer experiences, it's also crucial to employ technology and be prepared to invest in innovation (Singh and Wang, 2021). The corporation is aware of the negative consequences that Covid-19 has had on its workers, as seen by Marriott's offer of assistance in the form of cash for employee relief and other services. It also shows how adaptable Marriott is when it comes to changing its goals and operating processes.
[bookmark: _heading=h.1ksv4uv]Task 3: Provide recommendations on how Marriott International can improve its marketing strategies in the POST PANDEMIC era.
Marriott International may enhance its marketing strategy in the post-pandemic period by developing customer-focused initiatives and improving the use of technology. 
The business should focus first on creating cutting-edge technology that could be able to provide new streams of income (Shin and Kang, 2020). Marriott International may be able to provide better customer service while also learning more about the tastes and behaviours of its consumers by using technology like artificial intelligence (AI) and virtual reality (VR). To boost engagement and enhance customer service while reducing the overhead costs associated with support inquiries, chatbots and other AI technologies may be used. 
Marriott may also invest in digital media like mobile applications to extend their consumer reach and foster more client engagement. This may include setting up a rewards scheme for repeat business or purchases where clients may earn points (Santoki and Parekh, 2020). By doing this, the company would not only demonstrate its commitment to recognising client loyalty through adversity, but it would also encourage customer loyalty. 
Additionally, Marriott should continue to improve customer-focused programmes like their commitment to environmental preservation. Marriott may provide customers with the impression of a "safer home away from home" by using environmental sensors like occupancy sensors and UV sterilisation robots. Since it affects customer decisions in the present hotel sector, this is significant (Kim and Han, 2022). The company can also focus on training its staff to adhere to the most modern hygiene requirements, such as contactless payments and check-in.
Finally, because this is a long-term strategy that will help them retain consumers, Marriott International should maintain prioritising employee welfare and job security. Offering upskilling classes to its employees might be one way to help them develop their skill sets and increase their chances of moving up the corporate ladder. This may improve worker happiness and morale, which might improve customer experiences. 
In addition to the points already mentioned, Marriott International should give priority to incorporating sustainability into both its operations and its marketing approach (Singh et al. 2022). This might be committing to eco-friendly products, like eco-friendly toiletries, or eco-friendly practices, such as energy-saving strategies. Additionally, they should invest in digital marketing strategies that include customers and educate them about sustainability. This might be achieved by creating articles or films that describe sustainable practices in general or the ecologically friendly amenities offered by Marriott International. By using these tactics, Marriott International would be positioned as a leader in the development of a sustainable future as well as the hospitality industry. By doing this, Marriott would be able to set itself apart from its rivals and win over its customers. Customers are becoming increasingly more interested in businesses that place a strong focus on sustainability, which is essential in a post-pandemic society.
Marriott International has implemented customer-focused strategies and cutting-edge customer service methods in response to the Covid-19 outbreak. Through ongoing technical investments and a strong focus on client safety and health, they are setting themselves up for success in the post-pandemic future (Liu, 2022). Marriott may potentially improve their marketing initiatives by committing to sustainability and engaging their customer base in both instructive and entertaining content. By doing this, Marriott International will strengthen its position as a pioneer in the hospitality sector and promote patron trust and loyalty. Additionally, it's critical to remember that Marriott International's marketing tactics must be adaptable to allow guests to customise their stays. Initiatives like surveys, which solicit customer feedback, might be used to achieve this goal. A more engaging experience might also be added to customisation, such as allowing customers to choose from a menu of pre-selected rooms or adding their features. The importance of personalisation of services has increased in the hotel industry as customer attention shifts to customisation (Milwood and Crick, 2021). Customers must be able to customise their experiences to suit their unique wants and interests, which Marriott must provide. Utilising feedback tools is one method Marriott International can tailor the client experience. This may include requesting evaluations from clients or urging them to take part in online surveys. Additionally, Marriott may create a website widget that offers clients specialised hotel suggestions together with exclusive discounts on goods and services. These suggestions might be made by developing client profiles based on their preferences and employing feedback analysis to do so. 
Ultimately, by putting an emphasis on customisation and personalisation, Marriott International may be ready for a post-pandemic future that provides more potential for different customer experiences (Elsharnouby, 2022). The business may develop long-term consumer loyalty and trust by using technology and investing in specialised methods. As a consequence, they will be able to stand out from the competitors and establish themselves as the preferred brand in the hotel industry.
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