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Marketing is a very essential technique or tool that a company should use for advertising its brand or products it is launching for the customers so that they can get aware of what the particular company has brought in the market and accordingly buy them (Baker, 2014). To understand more about marketing strategies, this essay will be comparing two multinational hotels namely Marriott International and Hyatt Hotel Corporation. Along with this, the marketing choices of these two hotels will be discussed as well as their current marketing position. Further a discussion on their steps towards sustainability and lastly, the way they have positioned themselves after Covid-19 pandemic. 


Marriott International is a multinational hotel which was founded in 1927 by J. Willard and Alice Marriott. Marriott hotel is basically an American company which operates, franchises as well as licenses lodging. It also includes timeshare properties, hotel and residential. It is the world's largest hotel chain and has about 30 different brands. Marriott is also regarded as the world’s best luxurious hospitality company having about more than 3,700 branches which are managed and franchised in 75 different countries (Nyangwe, 2018). The second multinational hotel chosen is Hyatt Hotel Corporation which is again a leading hospitality company which offers 20 premiere brands. It was founded in 1957 by Jay Pritzker which serves 68 different countries. It handles 14 premier brands consisting of about 36000 employees in the company (Bhasin, 2018). In 2020 itself, there were about 974 Hyatt hotels all over the world. The main reason for choosing these two multinational hotel chains is that both are leading hospitality companies that operate all over the world. So, comparison of these two will help to get a clear vision of the way they are different from each other in terms of growth through marketing techniques. 

The marketing strategy that is used by Hyatt Hotels basically analyses the brand with the 4Ps marketing mix. The marketing strategy helps the company or the brand to develop a competitive edge and acquire business objectives. Marriott hotels also make use of 4Ps marketing mix so that it can produce more desired responses from their target market. The first P is Product, in terms of Marriott hotel, its product strategy includes everything that is essential for running a hotel. They have about 30 brands which comprises popular hotels and has also categorised the brands into tags like- Longer stays, Luxury, Select and Premium. They also assist the customers to select hotels as per their convenience and travel plans. It also launches new brands as per their themes that serve their existing and new customers. Whereas Hyatt promises authentic hospitality and luxurious services. Other facilities they provide are Bars, Spacious rooms, restaurants, delicious cuisines etc (Toma, 2018). Second is Price, Hyatt hotels focuses more on premium pricing strategy for its various products because they provide services to high profile business class (Bhasin, 2019). It also gives discounts on extended stars and group booking. Apart from this, complimentary suites, feasible deals and free meals. Whereas prices in Marriott hotels vary as per the locations, hotels and customers. It charges high for its services and products but in turn gives its customers sophisticated services and satisfaction (Toma, 2018). Third is Place, Hyatt hotels have presence all over the world in 56 countries. It has a central reservation system in different countries. Hyatt has tie-ups with travel agencies who recommend stay to potential customers. Marriott has established itself in about 131 countries having hotels placed in major cities and towns. Fourth is Promotion, Hyatt mainly uses man media channels for promotion. It also provides discounts and festive schemes. Customers and Guests are Hyatt’s best advertising mediums. Marriott speaks for itself, but along with this it does promotion through digital mediums (Shastri, n.d.).   

Hyatt has divided its brands in different segments like Soft, luxury and upscale brands. Destination hotels is one of its soft brands which caters to leisure travellers searching for active stays. It provides properties which have 20 golf courses, 105 exceptional restaurants and bars, 19 indigenous spas. It competes with Autograph collection and design hotels. Alila hotel is one of Hyatt’s luxury brands which to attract customers offers stylish spaces, deliver unique experiences. It competes with competitors like Miraval and Ritz Carlton (Au, 2021). Whereas in terms of Marriott brands, Ritz Carlton for giving unique experience to the customers use luxury outlets located in vibrant locations. It too includes golf clubs that are designed by renowned golfing personalities. Another brand autograph collection practices an innovative approach through integrating the behaviour market segmentation strategy. It targets those customers who have satisfaction from diverse products like resort, boutique arts, etc (Dhir, 2019). Each of these hotels have a unique identity and changes as per the needs of the customers. It also includes a guest loyalty program that is applicable in 3,000 hotels. Within the marketing of the Marriott’s brands, targeting plays a very important role which includes segments such as traveller seeking for a quiet environment, customer services, luxurious resorts and high-quality cuisines. They adopt a multi stage market segmentation method and adopt diverse bases for segmenting their customers. Like Hyatt brands, Marriott too divides its brands into upper, upscale, upper-middle and luxury hotels. It does segmentation as per the status of the customers as well as has segmented their brands geographically in those places which have more tourist rates or household incomes. As per demographic, Ritz-Carlton, Renaissance service for businessmen and high-income groups. Seasoned travellers prefer courtyard vacation Club etc (Auguścik, 2019). In terms of psychographic, brands focus on each customer's preferences and their expectations as they vary. Whereas, in terms of Hyatt brands, targeting too plays an effective role and the offering the brands provide targets customers on the basis of their income levels. It also uses a differentiation strategy to make their services more promising for the customers. The brands also provide importance to local traditions, community and culture. Thus, it is clear that the targeting and segmentation for the brands of Hyatt is somewhat different as per their segmentation in luxury or upper scale they target customers accordingly. Some brands target high profile cases, whereas some target middle income travellers. But all focus on providing excellent services to their customers. Same goes for Marriott brands as well, they vary in terms of services, products, but all focus on developing customer loyalty through giving them valuable assets (Wang, 2015). 
Marriott International uses digital marketing techniques which means that they promote their hotels through social media and websites. Like for e.g., they create promo codes for their guests through their hotel website or on their social media platforms. It is quite beneficial as they are able to get generated content like aesthetically pleasing guests’ photos which acts as an incentive for aspiring internet celebrities, influences, bloggers (Softinns, 2019). Through their website, guests are easily able to book their room and online promotion is something that cannot be ignored. Hyatt too uses online marketing techniques through its website Hyaat.com. It has resulted in brand effectiveness, booking efficiency, better customer satisfaction etc (Kaur, 2017). Traditional marketing is also beneficial as it is easy for the people to understand this type of marketing, giving easy access to local customers. Offline marketing like PR also has its place which is very crucial and is linked to hotel’s digital offerings. 
Marriott International is the largest hotel company which brings some responsibilities too that is maintaining sustainability and doing green messaging. It is encompassing a sustainability program named Serve 360 which has targeted a set of 2025 social impact and sustainability goals along with an objective to sustain a responsible operation. The impact caused by plastics used by hotels and the customer is very negative for which Marriott is now eliminating small plastic bottles of body wash, conditioner, shampoo and are providing their customers with larger bottles and about 1 million tiny toiletry bottles have been removed as well as acquired LEED certification. It is also taking steps to reduce water intensity by about 15%, reduce food waste as well as carbon intensity (Jacques, 2019). On the other hand, Hyatt too has set an aggressive set of environmental goals which includes, reducing green gas emission, energy and water usage. It has reduced water use by 25% per guest at high (Hyatt, 2020). Works closely with stakeholders to build more efficient and environmentally conscious hotels. Due to the Covid-19 pandemic, the hospitality industry was extensively impacted which resulted in dropping of occupancy, firing of employees etc. People were restricted to their homes which stopped them from travelling and thus business of the travel industry dropped extensively. For which Marriott has positioned itself as office space, about 2000 of its hotels are offering guests to check in at 6 am and checkout at 6 pm. This has been designed to allow guests to rent rooms as temporary offices. Hyatt is also using this strategy for giving essential services to their customers. But Marriott is giving different offerings like giving its guests discounts if they check in during the morning and check out the other day. Another program of it is letting the parents work in quiet and private rooms while the staff members will supervise their children with entertaining activities (Backman, 2020). Hyatt has implemented an Int cleanliness and training process, having trained wellbeing and hygiene teams. Customers are guided to wear proper masks and other covering while moving in outdoor areas or indoor areas (Hyatt, 2021). 


To conclude, this essay has effectively compared two multinational hotel chains namely Marriott and Hyatt. Along with this the marketing strategies these hotels brands use has also been discussed in detail. Satisfying customers is not that easy as their preferences keep on changing so hospitality or any industry needs to change their market strategy accordingly. Businesses can only save customers and their demands if they properly use marketing tools for attracting their target market. This essay has also discussed the covid 19 impact that the two-hotel had to face and the sustainability approaches that they took. 
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