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1. Introduction

Dynamic market changes, especially those are now taking place in Europe and in
the world, have a direct impact on the functioning of entire economies, regions
or enterprises (Alonso et al., 2020; Bayat, 2020; Kumar, 2021). The COVID-19
pandemic changed the reality of many business entities, forcing them to look for
tools enabling them to survive on the market. Economic difficulties caused by
the pandemic, the war in Ukraine, rising inflation, and the uncertain future affect
market immediate decisions of all market participants as well as their short- and
long-term strategies.

Marketing activities and tools have also changed significantly in recent years.'
According to Jacek Piasta, marketing in the hotel industry is the sum of all activities
undertaken by employees, hotel managers and staff, with the goal of satisfying the
needs of hotel customers more effectively and better than the competition (Piasta,
2007). Various marketing activities are known as the marketing mix (MM), a set
of related elements (activities, processes, methods and techniques) used by a com-
pany to influence the company’s market environment (customers, competitors).

The aim of the following study is to identify changes in marketing tools used
by hotels during the COVID-19 pandemic.

The study is based on a review of the relevant literature and regulations as well
as virtual ethnographic research and observation regarding eight hotels selected
to ensure a variety of types, standards and operation formula (chain versus inde-
pendent hotels). The reference period is the duration of the pandemic in Poland
(2020-2022).

2. Literature review

The main contributions to the concept of marketing and its components were
made by Neil H. Borden (1984), Jerome McCarthy, Bernard H. Booms and
Mary J. Bitner (Khan, 2014; Londhe, 2014), Philip Kotler (2012; Kotler et al,,
2015) or Michael J. Baker et al. (1995). In a historical overview of MM by Chai
Lee Goi (2009), which includes both practical and theoretical perspectives, the
author points out that the process of describing and researching the components
of marketing has evolved over decades, due to the changing socio-economic en-
vironment, globalization and technologies. Goi compiled views of many authors

! Throughout the article, the term “marketing tools” is used interchangeably with “marketing
mix”, abbreviated to “MM.”
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on the classic MM concept based on 4Ps (product, price, place, promotion) in-
cluding later modifications that account for additional factors or approaches (e.g.
in the context of service marketing, retail or the theory of consumer marketing).

Marketing mix is described with reference to the distinction between the tra-
ditional and modern concepts (Londhe, 2014; Eti, 2020) or to changes in market-
ing orientation (e.g. product, sales, customer or needs orientation, relationships).
Theoretical considerations also address numerous factors that have direct affected
the understanding of marketing mix, for example the development of the Internet
(Kalyanam & MclIntyre, 2002; Chen, 2006; Dominici, 2009). The conditions that
arose during the pandemic also has a direct effect on customers, who changed their
purchasing habits (Altay et al., 2022), which in turn caused companies to modify
their marketing mix.

Marketing tools proposed in the literature depend on the evolution of mar-
keting itself. A variety of MM concepts can be distinguished, including 4Ps (Mc-
Carthy) (Goi, 2009), 7Ps (Booms & Bitner; Kuada, 2014 ), 8Ps (E-center of Na-

Table 1. Selected MM concepts

Producer / Service Provider Customer
4P 7P 4C

1. product 1. product 1. customer needs and wants
2. price 2. price 2. cost
3. place 3. place 3. communication
4. promotion 4. promotion 4. convenience (of purchase)

S. people

6. physical evidence

7. process

8P SI 7C
1. product 1. identification 1. customer needs and wants
2. price 2. individualization 2. cost
3. place 3. interaction 3. communication
4. promotion 4. integration 4. convenience (of purchase)
S. precision S. integrity S. competence
6. payment 6. comfort
7. personalisation 7. coordination/completion
8. push and pull
Producer / Service Provider and Customer

4V (4 values-based marketing)
1. valued customers
2. value to the customers
3. value to society
4. value to the marketer

Source: based on Goi, 2009; Kuada, 2014; Chen, 2006; Lotko, 2009; Peppers & Rogers, 1997; Londhe,
2014.
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tional Taiwan University of Science and Technology) (Chen, 2006), 4Cs (Lotko,
2009), 7Cs (Shimizu) (Ikechi, Chinenye & Chiyem, 2017; Chongkonsatit et al.,
2022), SIs (Peppers & Rogers, 1997), or 4Vs representing values-based marketing
(Londhe, 2014). Table 1 presents specific components of these concepts along
with their main orientation.

Until recently, the 7Ps concept was considered crucial from the perspective
of businesses providing hospitality services, so switching to a customer-centred
concept (7Cs) or a value-based model (4Vs) has been both a challenge and an
innovation. The authors were inspired to investigate this topic as a result of their
own observations while staying at different hotels during the pandemic and see-
ing how they operated under pandemic restrictions and adapted their marketing
instruments.

3. Methods

The aim of the study described in the article can be expressed in the form of the
following research questions:

1. Has the pandemic affected existing marketing instruments used by hotel
facilities?

2. How has the pandemic modified marketing instruments used by hotel
facilities?

3. How should hotel facilities change their marketing mix in order to prepare
for future pandemics?

In order to answer these questions, the authors start by reviewing the literature
in the field of marketing and hospitality. The actual analysis of the Polish context
is based on three main sources of data:

— national regulations imposing restrictions on the operation of hotels during
the pandemic;

— online information posted by hotels, on the “Enjoy Your Stay” hotel and
travel blog (https://enjoyyourstay.pl), and on social media accounts (Facebook,
Instagram, YouTube) of selected Polish hotel facilities or industry groups (e.g. Pol-
ish Hoteliers and “Hotelarze — Marketing i MICE”);

— information collected by the authors during their stay at 8 hotel facilities
in the period of epidemic emergency in Poland, i.e. from March 20, 2020 to May

? 1. an independent guesthouse in Swinoujécie (May 2020), 2. an independent guesthouse in
Darlowo (August 2020), 3. an independent S-star hotel in Sopot (November 2020), 4. an independent
holiday complex in Mierzecin (June 2021), S. a 4-star chain hotel in Krakoéw ( June 2021), 6. a 2-star
chain hotel in Krakéw (September 2021), 7. a S-star chain hotel in Sopot (November 2021). 8. a 3-star
chain hotel in Pita (October 2021).
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15, 2022 regarding changes in their operations as a result of epidemic restrictions
imposed by the government.

Observation data were used to compare the actual experience with declara-
tions made by hoteliers online.

4. Research results

4.1. Epidemic restrictions affecting operations
of the hotel industry

Restrictions, orders and prohibitions aimed at preventing and combating the
pandemic in Poland are based mainly on regulations of the Minister of Health
and the Council of Ministers. By September S, 2022, nearly 100 ordinances of the
Council of Ministers were issued to introduce “restrictions, orders and prohibi-
tions” and six ordinances of the Minister of Health, starting with the announce-
ment of the state of epidemic emergency on March 20, 2022, lifted on 16 May
2022 (System Informacji Prawnej LEX, 2022). Some of those regulations direct-
ly related to the hotel industry and affected operations of individual accommoda-
tion entities. Table 2 contains a list of the main regulations introduced at different
stages of the pandemic with details about their effect on the operation of hotel
facilities.

As can be seen above, the restrictions directly and indirectly affecting the hotel
industry can be divided into 13 periods, during which hoteliers had to introduce
some changes in the way they operated. These changes were mainly related to the
number and category of guests hotels were allowed to accommodate and the abil-
ity to provide catering and additional services (e.g. the use of in-door swimming
pools and gyms).

4.2. Changes in the marketing instruments
used by hotel facilities
as a result of epidemic restrictions in Poland

Table 3 presents practical examples of how pandemic restrictions affected the use
of marketing instruments with respects to particular elements of the following
MM concepts: 7Ps, 7Cs and 4Vs .

It can be concluded from the above compilation that the COVID-19 pandemic
influenced the choice of marketing tools used by the surveyed hotels, regardless
of the adopted marketing mix model, thus contributing to changes that will be
maintained in the future.
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It can be concluded from the above compilation that the COVID-19 pandemic
influenced the choice of marketing tools used by the surveyed hotels, regardless
of the adopted marketing mix model, thus contributing to changes that will be
maintained in the future.

5. Discussion

The analysis of regulations made it possible to identify restrictions that directly
and indirectly affected the hotel industry at different stages of the epidemic in Po-
land (Table 2). The legal conditions in which hotels operated during the pande-
mic necessitated practical changes regarding the choice of marketing instruments
(Table 3).

The information contained in Table 3 clearly indicates that the MM instru-
ments complement each other. The key thing is that hotel-oriented (7Ps) and
guest-centred (7Cs) approaches interpenetrate and generate effects in the form
of broadly understood values (4Vs). The table focuses on the options desired and
expected on both sides. The above analysis shows that hotel guests did not always
understand or accept the new rules introduced because of the pandemic. In other
words, the new marketing mix model is a reflection of new values created as a re-
sult of the pandemic situation but also a reaction to numerous crisis situations
involving employees, guests and their relationships between them.

The most noticeable changes in the marketing mix tools (Table 3) are the
physical evidence and processes that are important both for the hotel (7Ps) and its
guests (7Cs). The changes regarding these two instruments had a very big impact
on the safety of guests and helped to prevent the spread of the virus, which is why
they turned out to be so important. There is also evidence of compatibility and
mutual relations with respect to promotion (7Ps) and communication (7Cs). The
effects of the pandemic and the ways of dealing with them were a social challenge
and a verification of human relations.

Hotel services and the way they meet the needs of guests has also changed
considerably as a result of modifications made to the marketing structure of hotel
products. The introduction of these changes was certainly a challenge for opera-
tors of hotel facilities. One evident result of these changes is greater sensitivity to
customer needs and mutual benefits in times of crisis.

An additional literature review was also conducted in order to compare chan-
ges in the choice of marketing instruments used by Polish hotels with those obse-
rved in other countries. Only one article was found on marketing mix, hospitality
and the pandemic. Its authors conducted a qualitative case study of 7Ps marketing
mix used by the Excelton Hotel (www.excelton.id) in Palemban (Sumatra) (Per-
masari et al., 2021). Compared with the Polish hotels, there are differences regar-
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ding two components: “people” and “physical evidence”/”processes.” Namely, the
Excelton Hotel gave vaccines to all its employees and obtained a CHSE® certificate
confirming its compliance with standard health protocols.

6. Conclusions

Based on the theoretical and analytical considerations presented in this study it
can be concluded that the pandemic caused the hotel industry to modify its exi-
sting marketing mix models, as evidenced by the choice of individual 7Ps and
7Cs marketing tools.

The most noticeable changes undertaken by the hotels had to do with marke-
ting communication strategies (newsletters, online information and social media
posts) and verbal and non-verbal communication with guests during their stay
(information given by the reception staff and displayed on information boards,
disinfectant dispensers). These changes, which can be associated with two MM
components — physical evidence and process — that were most instrumental in
ensuring the safety of guests and preventing the spread of the virus.

The pandemic and the resulting restrictions were an opportunity for hoteliers
to think about ways of dealing with similar situations in the future. Based on the
analysis of K. Weber’s blog the following forward-looking postulates regarding
individual MM instruments (7Ps and 7Cs) can be made (Hotelowy, 2020e):

- with respect to product, hotel facilities should think about alternative ways
of organizing leisure time for guests, i.e. how to replace traditional additional
services such as SPA. Solutions could include the organization of open-air movie
screenings on the terrace / in the hotel park / from balconies, campfires, yoga and
meditation classes, open-air concerts, walks, the use of selected gym equipment
in the fresh air; all of these cater to the needs defined in 7C;

— as regards staff, hotel facilities should establish an internal team responsible
for the safety of visitors and work, consisting of representatives of all departments
(experienced line employees or supervisors / teams of managers), whose task
would be to coordinate the implementation of security procedures and internal
compliance audit. In large hotels, it would be advisable to create one coordinator/
manager responsible for sanitary safety;

— with respect to promotion, hotel facilities should place greater emphasis
on information for guests regarding sanitary safety. Following the experience of

3 The CHSE (Clean, Health, Safety, and Environment) certification program for the Indonesian
Ministry of Tourism and Creative Economy, supported by TUV Rheinland Indonesia, serves as a guar-
antee to tourists and the public that the products and services provided have met protocols for cleanli-
ness, health, safety and environmental sustainability (tuv.com).
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the COVID-19 pandemic, hotel managers should compile a list of possible and
frequently asked questions from visitors about safety rules with responses and
publish it on the hotel website; any changes or improvements should be based on
communication with guests from the perspective of 7Cs;

— with regard to physical evidence, the furniture in the hotel facility should
be rearranged to ensure social distancing between guests, without compromising
their safety and comfort (7C). As was the case during the pandemic, barrier posts
should be placed in larger hotels — at the entrance and at the reception desk;

— with respect to processes, hotel facilities should consider how to improve
services at the reception and in the restaurant in order to shorten service times
and minimize queues, and how to ensure positive customer experience despite
limited direct contact. Moreover, critical points in the service process (e.g. where
guests can congregate and interactions may be too close) should be identified, sce-
narios of possible crisis situations (complaints from guests) regarding new safety
rules should be written, and behaviour and communication strategies should be
discussed with employees. From the perspective of guests, these activities should
be clear and consistent with the principles of 7Cs.

A flexible approach to marketing instruments helps to foster broadly under-
stood four values (valued customers, value to the customer, value to society, value
to the hotel), which should support and strengthen the foundations of the hotel
facility, and thus build resilience against possible future crises.

In the post-pandemic era, automation in the area of marketing mix is likely
to be play an increasingly important role, despite pre-pandemic concerns about
limitations of interpersonal relationships, which are so important in the provision
of hotel services. However, this trend will probably not be adopted by all accom-
modation entities, as the use of advanced technologies is a cost that only a few
can afford.

7. Limitations of the study

The study findings are based on the authors’ interpretations of data collected on-
line and through non-participatory, unstructured observation, which may not
have been entirely objective. One way this limitation could be addressed would
be to collect data directly from hotel managers and employees, for example du-
ring semi-structured interviews.
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Ksztattowanie instrumentarium marketingowego
obiektow hotelarskich w Swietle pandemii COVID-19.
Rozwazania teoretyczno-analityczne

Streszczenie. Celem artykulu jest identyfikacja zmian w zakresie instrumentarium marketin-
gowego stosowanego przez przedsiebiorstwa hotelarskie w zwigzku z pandemiag COVID-19. Na
potrzeby opracowania dokonano przegladu wybranych koncepcji kompozycji marketingowej
wskazanych w literaturze przedmiotu, wyszczegélniono restrykcje, jakie dotknely branze hotelar-
ska posrednio i bezpo$rednio w poszczegdlnych okresach trwania stanu epidemii w Polsce, przed-
stawiono zmiany dotyczace poszczegdlnych kompozycji marketingowych (w szczegélnosci 7P,
7C i 4V) w zwiazku z obowiazujacym restrykcjami pandemicznymi w Polsce oraz sformutowano
szereg postulatéw dotyczacych kompozycji marketingowych, ktére obiekty hotelarskie powinny
wprowadzi¢, cheac przygotowad sie na przyszte pandemie. Dane empiryczne pochodza z obserwa-
¢ji zebranych podczas pobytu w oémiu hotelach w czasie obowigzywania stanu epidemii w Polsce.
Uzyskane wyniki wskazujg, iz pandemia zdecydowanie wplynela na wybér narzedzi marketingo-
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wych badanych obiektéw hotelarskich, niezaleznie od przyjetego przez nie modelu kompozycji
marketingowej. Stan epidemii w Polsce oraz wynikajace z niej restrykcje dla dziatalnosci hotelar-
skiej stanowia okazje do przemyslenia przysztych dziatai na wypadek podobnych sytuacji.
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