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INTRODUCTION
International hotel chains adjust their promotional strategies to stay competitive and meet the diverse needs of a wide range of clients in the dynamic and competitive global hospitality sector. This essay examines the marketing strategies of two major players in the industry, referred to here as Hotel Corporation and Marriott International. The selection of these multinational hotel organizations is based on considerations such as their historical significance, extensive global presence, and innovative approaches to advertising.
MAIN BODY
Marriott International began in 1927 with the creation of a root beer stand in the capital city by J. Willard Marriott and Alice Marriott, has seen significant changes throughout its history (Catana and Toma, 2021). The Marriott family expanded their business interests into the restaurant sector because of the venture's early success. The Twin Bridges Marriott Motor Hotel's opening in 1957 was a watershed moment in Marriott's commercial history (Balasubramanian and Dean, 2015). The Marriott brand was established because of a merger and subsequent rebranding of renowned hotel brands such as Sheraton, Westin, and St. Regis. In contrast, Hilton, founded by Conrad Hilton in 1919, has a century-long history. The acquisition of the Waldorf Astoria in 1943 was a watershed moment for Hilton as it tried to establish a presence in the premium market. Throughout its history, Hilton has always emphasized the provision of exceptional guest experiences and shown an unrelenting commitment to providing top service. The installation of airport hotels and the establishment of the Hilton Honours incentive scheme demonstrate Hilton's dedication to innovation and diversity. During the second half of the twentieth century, Hilton Corporation adopted a broad global expansion strategy by building hotels in hitherto untouched geographic regions (Danko and Novikova, 2016). The addition of well-known hotel brands such as DoubleTree and Embassy Suites has greatly expanded Hilton's inventory of lodging options accessible to its customers.
Marriott's growth strategy has been differentiated by the adoption of strategic acquisitions. The 1957 purchase of the Hot Shoppes restaurant chain was an important strategic choice for Marriott, allowing it to diversify its business portfolio outside the hotel industry (Deng, 2022). The Marriott Corporation's founding in 1967 showed the organization's desire to grow its influence across several divisions of the hospitality industry. The acquisition of the Big Boy family restaurant company in 1967 was a significant step forward. Nonetheless, it was the purchase of the Sheraton hotel chain in 1968 that propelled Marriott to a prominent position in the hotel industry, considerably extending its global reach. Marriott International drew a lot of attention in 2016 when it bought Starwood Hotels & Resorts, cementing its position as the world's leading hotel operator. This strategic choice indicated Marriott's continuous commitment to market growth and market dominance. Hilton continues to play an important position in the global hotel sector. Hilton has intentionally positioned itself as a complex business with a diversified portfolio of eighteen brands, allowing it to efficiently market to a broad variety of customer segments. Hilton Garden Inn and Hampton by Hilton primarily cater to budget-conscious travelers by providing more economical lodgings and facilities. Famous hospitality businesses, on the other hand, such as the Waldorf Astoria and Conrad, largely attract rich tourists seeking outstanding and unique experiences. Hilton has a significant global presence, with offices in over 119 countries and territories (Foster, Ricaurte and Farrar, 2019). The Hilton hotels' enormous global presence reflects the brand's commitment to meeting the diverse needs of visitors from all over the globe. 
Hilton's market position is bolstered by its Hilton Honours reward system, which not only fosters customer loyalty but also serves as a strategic tool for data-driven marketing, allowing the corporation to tailor services depending on individual preferences. Within the hotel sector, Hilton often achieves top ranks in terms of worldwide market share. The organization's competitive position in the continually expanding hospitality business may be credited to its unwavering commitment to innovation, sustainability, and the provision of individualized service. Marriott International remains the world's largest hotel firm. Marriott's global reach and portfolio diversity were significantly expanded in 2016 with the acquisition of Starwood Hotels & Resorts. With over 30 brands, including well-known names like Sheraton, Westin, and Marriott, the company caters to a wide spectrum of consumers and travel requirements. Marriott has a global presence covering more than 140 countries, with a considerable number of hotels located in key tourist destinations (Lukanova and Ilieva, 2019). The company's ability to serve a wide range of market segments, including luxury and lifestyle as well as mid-range and extended-stay accommodation, characterizes its market position. Marriott Bonvoy, its reward system, has considerably strengthened the company's market position. Members may benefit from exclusive discounts, member-only events, and personalized experiences, among other benefits provided by the program. This loyalty program, in addition to boosting customer retention, provides essential information for targeted marketing activities. Marriott International has consistently ranked first in the hotel industry in terms of revenue and market share. The company's dominance in the global hotel market may be credited to astute acquisitions, innovation, and a commitment to client satisfaction.
Both Hilton and Marriott International maintain strong market positions via global reach, diverse portfolios, and strategic initiatives that correspond with the evolving expectations of modern travelers (Fachada, 2023). These market positions set the stage for a more in-depth examination of their current marketing strategies and the factors influencing their success in the extremely competitive hotel business.
Examining Hilton and Marriott International's current marketing approaches reveals how these huge hotel chains navigate the digital world, communicate with a wide range of client segments, and employ innovative ways to stay competitive. Hilton's contemporary marketing strategy highlights the use of digital media to engage with its target audience (Ristova, 2022). The firm uses social networking sites, online marketing, and its official website to communicate with potential clients. Notably, Hilton's website and mobile app play a significant role in ensuring a perfect booking experience. The introduction of targeted promotions and recommendations based on client preferences improves the overall user experience. Hilton's marketing strategy is still centered on the Hilton Honors loyalty scheme. The plan goes above and beyond traditional loyalty systems by providing tailored rewards, unique member rates, and one-of-a-kind experiences. This method not only improves customer loyalty but also gives valuable data for evaluating consumer behavior and enhancing marketing strategies. Hilton seeks innovative relationships to broaden its client base and increase brand awareness. Partnerships with ride-sharing services and travel platforms, for example, contribute to Hilton's image as a forward-thinking, technologically savvy firm.
Marriott International specializes in brand storytelling and content marketing. Marriott's tales go beyond the boundaries of traditional advertising owing to the usage of digital channels including blogs, social media, and video content (Neves, 2022). Marriott can connect with its target audience more deeply by emphasizing the brands' common experiences and distinctive histories. Marriott International, like Hilton, is proud of its Marriott Bonvoy reward system. Members of the scheme get access to benefits such as late checkouts, complimentary hotel upgrades, and invites to VIP events. Marriott Bonvoy is an excellent tool for retaining client happiness since it uses customer preferences to customize marketing messages. The marketing strategy of Marriott International incorporates augmented and virtual reality. VR experiences might be used to provide prospective customers with a "tour" of a hotel's facilities and services before booking a stay. This all-encompassing strategy streamlines the booking process and builds excitement for the trip. Hilton Honors, the company's loyalty program, distinguishes its members for the special privileges and experiences it provides to its members. The software gathers essential information for better targeted marketing initiatives, which increases patronage and loyalty. Marriott has a multi-tiered loyalty program called Marriott Bonvoy to recruit and retain consumers (Nozdreva and Churakova, 2021). The program's success is dependent on its ability to give participants a sense of exclusivity and personalized attention. Hilton makes use of digital networks to simplify the reservation process and to give relevant marketing to its customers. The brand's emphasis on personalized recommendations boosts conversion rates and encourages people to participate more actively. Marriott has mastered the art of brand storytelling and content marketing via digital media. Hilton's "Travel with Purpose" program promotes environmentally sustainable vacationing.
Hilton and Marriott International may investigate collaborative marketing initiatives in the hotel industry. Collaborations with area businesses, cultural groups, or travel-related technology companies may improve brand recognition and give tourists unique experiences. Hilton may consider enhancing its digital engagement strategies by committing resources to cutting-edge technologies such as artificial intelligence (AI) to develop tailored chatbots that give quick help and ideas to website visitors. Marriott International may research dynamic virtual experiences that allow potential tourists to visually explore various locations and hotel features via augmented reality applications. To ensure that each brand has its own distinct personality and target market, Marriott International may benefit from constantly assessing and streamlining its diverse portfolio of brands. This may result in a clearer marketing message and brand positioning. Hilton may consider creating new brands or upgrading existing ones to match new travel trends and ensure that its portfolio of brands remains in line with evolving client desires. Hilton and Marriott International might benefit from incorporating more environmental metrics into their marketing initiatives. They may attract environmentally conscious clients and strengthen their commitment to ethical business practices by presenting their environmentally friendly operations and community participation efforts via a range of media.
CONCLUSION
This essay examination of Hilton and Marriott International's marketing strategies demonstrates how dynamic the worldwide hotel industry is. The historical history, current market positioning, and sustainability concerns of these industry heavyweights give insight into their generational and tactical marketing tactics. Maintaining expansion and competitiveness in the hotel sector necessitates the ability to adjust marketing strategies as client preferences change and current issues emerge. Because of their unique history and innovative methods, aspirant players in the worldwide hospitality business look to Hilton and Marriott worldwide as role models.
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