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Business marketing is rapidly changing due to the advancement of marketing through digitalisation. Every industry applies key marketing techniques including segmentation, targeting, position, green marketing and global challenges to gain success.  The first chosen hotel for the essay is Marriott International.  It is operating 7,436 hotels by its 121,000 employees where it has 14,23,044 in 131 countries. It operates its activities through more than 16 brands where the top brands are Marriott hotels and resorts. Sheraton hotels, Le meridian, Ritz-Carlton hotel. It started its journey in 1927 by Willard Marriott (Marriott, 2021). The second hotel chain is Hyatt International which operated its business since 1957 established by Jet Pritzker. It has 20 premier brands where it has 950 hotels in more than 60 countries (Hyatt, 2021). The target of both hotels is to meet the demand of guests by supplying services. This essay will demonstrate the marketing of two hotel chains and their brands. 


Kostelijk and Alsem (2020) stated that competition is the basic thing in business. Marketing manager thinks different from competitors as it can provide high value to customers and achieve a competitive edge. The organisation thinks that it will provide a unique service that will not be possible for rivals to copy or need a huge investment to copy. The success of the business will come if the organisation has sufficient resources and an implementation plan which may bring the competitive position over the market. Based on the theory, the services of hotel chains are different in different contexts what they offer to guests, resources and strategies (Ottman, 2020). Everyone wants a different and better position by utilising eth resources of the hotel and uniqueness or differentiation is the main strategy here. The brand message makes different of hotel service from one to another hotel. 


The key segmentation strategy followed by Marriott to operate its business in every location is population range including mid-range, luxury and upscale markets. It has earned customer loyalty through proper segmentation and targeting strategy. Most of the hotels of Marriot international are located in London in the UK (Marriott, 2021). This relates to the geographical segmentation. The targeted customers for Marriott are business class, high-class people. The hotels are mainly situated in the main city, country. It targets customers through demographic and luxury upscale markets. In London, Marriott hotel offers services to people for business meetings. Income and class is the segmentation method for Marriott. Grand Residences by Marriott focuses on luxury customers (Marriott, 2021). 


Hyatt has segmented the market based on geographical location, city, metropolitan city, a college campus in the USA and different countries. It increases customer attention by providing its service near to customers. It divides the service basis on demographic factors what customers want, family service, environment (Hyatt, 2021). The targeted customers of Hyatt are teenagers to elderly people. The key difference is choosing the customers. The key customers of Marriott are business class where Hyatt focuses on all the ages between teenage to adult. 


Positioning strategy makes the business more competitive in the global market. Hyatt ensures positioning through high-value income, different channels and updated service. It mainly concerns brand storytelling (Palfrey, 2018). Marriott mainly positions based on affordability and benefits of customers. Marriott ensures brand positioning by focusing on three brand pillars to position its service including the foundation of services, provide service to guests for achievement and features and amenities. Marriott creates a better environment in the rooms such as aromatherapy, connectivity panels, TV, iPod, luxury beds, Wi-Fi to increase the customer attention (Marriott, 2021). 


According to Rosemberg (2020), Green marketing has become the key part of marketing and gaining customer loyalty by recycling process, development community, environment. Marketing is important for the green message to society, environment and community. Marriott focuses on building a community where it operates services. It increases investment in natural resources and children to support the community (Marriott, 2021). Marriott has a marketing obligation to expand business globally following climate risk, reduce negative impacts on the environment and creation of sustainable hotels. Marriott is focusing on reducing inequality both in underemployment and unemployment. it creates a partnership with non-profit organisations to create opportunities for the unemployed, the development of youth, disabilities and refugees. Marriott has focuses on promotion as it is the most powerful thing to understand the culture and ensure peace. It organises training programs for youth skill development. It has set a plan to reduce 1.5-degree carbon emission and zero value chain greenhouse gas emission by 2050. It will reduce single-use plastic by 2022 and will plant 415,000 trees for the last couple of years. It is a certified hotel under LEED (Hyatt, 2021).


From the beginning of the business, Hyatt is serving and taking care of the planet, responsible business and people. Hyatt has designed its services where it cares for guests, owners, communities and colleagues by facing different challenges. Hyatt has taken the new strategy of green marketing as the world of care which will focus on equality, diversity and inclusion. It has improved the workability in all the hotels of all brands by certain programs and assessments in 2021. It has introduced human trafficking training for staff working in Hyatt in 2021. It has focused on the unemployment of youth where it has introduced RiseHY initiative, increasing donations to support adults (Hyatt, 2021). Hyatt planned to reduce 25% greenhouse gas by 2020 and it has achieved this target. Therefore, it has taken now some additional initiatives such as water management, carbon emission, rescuing the use of single-use plastic, developing community. It has a software EcoTrack or managing database related to the environment (Hyatt, 2021). 


Rhee and Yang (2015) argued that Covid-19 has a direct influence on the hospitality business as customers have direct interaction with services. Marriott has changed its policy to ensure quality and safe service for customers. Therefore, it has taken a return policy to ensure customer satisfaction for the cancellation of room booking (Marriott, 2021). Marriott International has ensured clean programs for customers and employees. Marriott has experts to ensure the safety of foods, preventing infection, cleanliness staffs and hygiene of everything by establishing safety standards. For example, the guest of Mexico and the Caribbean must have a test report of Covid to travel to the US where only 2 guests can stay in a single room. If the process becomes delay, guests will get a 50% discount on the service (Marriott, 2021). Using face covering is mandatory for guests in the hotels. Customers can minimise unnecessary contact with other guests by getting information using Bonvoy app. Before entering the room, guests should use the sanitation station. Foodservice follows the regulations to ensure safety.  Hyatt has safety standards for guests and staff as increases the positive impression of guests about the services of Hyatt. It has taken a new policy “Safety First, Wellbeing Always” to ensure better service and welcome guests. Hyatt has a partnership with a clinic named Cleveland clinic to ensure safety and completed GBAC for all the hotels (Hyatt, 2021). Therefore, it has arranged training for staff as every employee can adhere to the new protocols regarding Covid-19. Every guest requires to show a Covid-19 test report to travel. Hyatt has ensured that guests will wear a face mask, maintain social distancing and take the vaccine to travel (Nidzam, 2017). Customers can use the Hyatt app to see the map of Hyatt and get contactless revenue from Hyatt from booking to checkout. Hyatt has added fitness rooms, configuring public areas and meeting rooms following social distancing (Hyatt, 2021). “Knock and go” policy is using in Hyatt for ensuring the hygiene of foods.  


Marriott and Hyatt both offer services to customers using digital media. Customers can book the rooms and services using the app. Marriott also provides a discount on apps to choose customers (Nikoliæ and Mitroviæ, 2021). Social media marketing has a direct impact on Marriott and Hyatt. 80% of millennials use social media for choosing the service of Hotel and Marriott has focused on the technique to advertise. Customers get information from Social media about the current services available (Buttle, 2019). Marriott uses traditional marketing strategy including TV ads, newspaper ads to attract customers. Hyatt targets young customers and provides for their unemployment. Hayat uses social media for the ad campaign (Hyatt, 2021). 


An organisation cannot achieve eth target due to failure of developing proper organisational structure, practice and policies. Therefore, if the organisation cannot design proper policy and balance of structure with a plan, it may bring failure. Planning is not the only way to gain success where the organisation must create balance. According to research, marketing conditions and practice bring success (Perenc, 2020). The organisation has to plan a mixed strategy including development, vision and planning. When an organisation will use a mixed strategy, it will move the organisation to the goals. Marriott and Hyatt apply this strategy to gain success. The hospitality industry must think unique from its rivals based on area, design, structure and customer needs. here, Marriott and Hyatt must evaluate the strategy and update the system to ensure success in the global digitalised market (Hyatt, 2021). Here, a successful marketing strategy will be helpful to gain success for Marriott and Hyatt hotel chains. 
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