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A comparison of marketing methods between Marriott Hotel and Hyatt Hotel Corporation
Introduction
Marketing refers to the various actions undertaken by a business for the promotion of its product and service offerings (Kotler 2012). It consists of a myriad of activities including market research, content creation, advertisement, distribution, pricing, and so much more. In this essay, the marketing methods of two multinational hotel chains are compared. The differences in the way that these organizations market their products, across multiple brands are compared in this essay. This essay discusses the marketing strategies, the current marketing positions and the strategy currently in use. The essay also covers the considerations made by the multinational hotel chains with respect to sustainability and green messaging. Finally, how the multinational hotel chains have positioned regarding the COVID-19 pandemic is also analysed and compared. 
The multinational hotel chains chosen for this essay include Marriott Hotel and Hyatt Hotel Corporation. Marriott Hotel is based in the US and is engaged in the business of operating a franchiser of hotels and other properties across various locations across the globe (Cable News Network 2021). In addition to franchising, the organisation also offers licenses to such properties (Yahoo Finance 2021a). As of 2021, the organisation owns 30 hotel brands and 7,800 as part of the brands. Some of the well-known brands include JW Marriott, The Ritz-Carlton, St. Regis, Marriott Hotels, Westin, Fairfield by Marriott, SpringHill Suites, Moxy, and Four Points. 
Hyatt Hotels Corporation is a hospitality organisation based in the US and operates in multiple countries (Yahoo Finance 2021b). The organisation owns, manages, leases, and even acts as a franchisor for various properties ranging from full-service and select-service hotels, resorts, and several others. As of 2021, the chain of companies consists of close to 1000 hotels. Some of the popular brands of Hyatt Hotels Corporation include Park Hyatt, Grand Hyatt, Andaz, The Unbound Collection by Hyatt, Hyatt Regency, Thompson Hotels, Hyatt Centric, Hyatt House, Hyatt Place, Hyatt Residence Club, Hyatt Residences, and Hyatt Resorts. The organisation mainly serves corporations and a specific group of individuals.
The Marriott Hotel and Hyatt Hotel Corporation have been chosen for this essay since Reader’s Digest ranked them among the best hotel chain in the world (Milbrand 2021). However, according to Hospitality Insights (2020), Hyatt Hotel Corporation has been classified under the largest hotel chains in the world. Therefore, it is worth analysing and comparing the marketing method of the two hotel chains to identify the positive and negative aspects. 
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Currently, in terms of the number of properties owned, Marriot Hotel ranks second with 7,484 properties (Lock 2021a). Hyatt Hotel Corporation, on the other hand, falls far behind Marriot Hotel at rank 11 with 939 properties. Marriot Hotel has established a market position as one of the leading hotel brands across the globe (Lock 2021b). The organisation outranked other prominent market players such as Hilton Worldwide, Accor, and Hyatt Hotels in terms of revenue earned in 2020. However, when it comes to customer satisfaction, Marriot Hotel was surpassed by the Hilton Worldwide. In terms of market capitalisation, Marriot Hotel is the top runner with a market capitalisation of USD 52.11 billion (Companies Market Cap 2021). In comparison, Hyatt Hotel Corporation ranks at 11 with a market capitalisation of USD 9.45 billion. Therefore, it is evident that Marriot Hotel outranks Hyatt Hotel Corporation based on the current market position. 
Marriott Hotel and Hyatt Hotel Corporation, both have been using traditional forms of marketing like print media, broadcasting, telemarketing, and direct marketing for years (Hutchinson 2015; Barrett 2020). Up until a few years, such marketing methods were appropriate for getting the attention of the target customers and increasing brand awareness. However, the traditional form of media is not effective in the contemporary era since it is characterised by digital technologies. In other words, both the multinational hotel chains have recognised the fact that the traditional format of marketing is not the appropriate format for reaching out to modern 21st-century customers. Over time, Marriott Hotel has made a major shift in its marketing strategy by moving to digital medium (Barrett 2020). Specifically, the Marriott Hotel is focusing on social media as a medium for reaching the target audience. However, the organisation has recognised that making this switch carries risk. This is because the older generation of consumers who are loyal to the organisation may not be accustomed to the use of digital forms of marketing. Similar to Marriott Hotel, the Hyatt Hotel Corporation also has recognised the redundancy of traditional marketing choices and has switched to digital channels (Hutchinson 2015). Hyatt Hotel Corporation also shifted its focus to digital channels for marketing, and follow a social approach by using platforms like Twitter and Instagram. Therefore, both the multinational hotel chains have shifted towards using a digital channel for marketing, especially social media. 
Barrett (2020) stated that in accordance with the core values of the organisation, the Marriott Hotel embraced change with respect to the shift in marketing strategies to keep up with changing market trends. The organisation, therefore, developed a unique marketing strategy to appeal to millennials and Gen-zers. Through extensive market research, the organisation figured that user-generated content on social media platforms is popular among the younger generation of consumers. These customers prefer short videos shared via popular social media platforms like Instagram and Snapchat. Such user-generated content has been observed to have a notable influence on the travel decision of the customers. Therefore, the Marriott Hotel specifically used digital technology and social media to capture the attention of the younger generations. The organisation adopted an ‘always on’ approach to appeal to the millennial generations. The brand also created a presence on various social media platforms and made an effort to generate customer engagement. The Marriott Hotel also monitored the activity on social media as part of its consumer-centric marketing approach. 
The current market strategy of the Marriott Hotel also involved partnering with influencers on popular social media platforms like Snapchat to make “Snapisodes” (Barrett 2020). Considering the influence that user-generated content has on the purchase decision of millennials, the organisation expects those spontaneous bookings. Moreover, the Marriott Hotel also created a mobile application which apart from making the booking process seamless, also allows the customers to unlock their room using their smartphone. The new brand of the Marriott Hotel, Moxy, specifically targets the millennial generation with such technologies. However, to retain the older generation of consumers, the customers have refrained from using such technologies for its luxury range of hotels. According to Stevens (2013), the organisation also identified that the millennial generation is concerned about sustainability and green initiatives. Hence, the organisation has made an effort to follow green measures like reducing energy and water consumption and developing LEED-certified room prototypes to appeal to the millennial generation of consumers. 
According to Rifialto (2021), the Marriott Hotel developed and implemented various marketing strategies to recover the revenue which plummeted by 90% due to the COVID-19 pandemic. To cut down expenses, the organisation had put a halt to all marketing expenses across all its brands at the height of the pandemic. Later as travel restrictions were eased, the organisation implemented a multi-platform marketing strategy to engage new travellers. The marketing strategy targeted customers across mobile, social media, and other digital mediums to gauge the influence on changing travel behaviour. The organisation also partnered with Verizon Media for implementing an effective mobile marketing campaign. The Marriott Hotel did not implement different campaigns for different brands but showcased the entire portfolio. 
According to Hutchinson (2015), the Hyatt Hotel Corporation incorporated digital technologies in an attempt to modernise its marketing strategy. The current marketing strategy was designed to reach the consumer in the cyberspace (Think with Google 2014). Similar to the Marriott Hotel, social media became a significant aspect of the marketing strategy of the Hyatt Hotel Corporation (Hutchinson 2015). The organisation made a hefty investment for the development of user-generated content and collaborating with influencers across multiple platforms. Snapchat was implemented for the promotion of the brand, Hyatt Regency. Promotion of environmental sustainability was also incorporated as the organisation claimed to reduce the use of single-use plastics as part of its promotional strategies (Business Wire 2018). Thau (2015) highlighted that the post-COVID-19, Hyatt Hotel Corporation, across all its brands, attempted to attract its customers by promoting hygiene, and new safety features and measures. 
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The comparison of the marketing methods of Marriott Hotel and Hyatt Hotel Corporation has uncovered some interesting findings. The Marriott Hotel outperforms Marriott Hotel, even though both organisations currently follow a social media-based marketing strategy and consider sustainability. Both organisations also attempted to engage with the consumers over social media post-COVID-19 by implementing the same strategy across all brands. The marketing methods of both multinational hotel chains are similar, however, the Marriott Hotel’s strategy is more effective and hence it has a better position in the market.  
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