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Marketing function has been a key aspect of leading global hospitality organisations to promote their services and offerings to the prospected target market segment. This essay has focused on formulating a comparative analysis between two leading multinational hotel chains: Marriott International and Hyatt Hotel Corporation. The essay has introduced the two hotel chains along with highlighting the marketing strategies undertaken by those organisations. The present market positions of these two organisations and their existing marketing strategies have also been analysed in this essay. The sustainable management perspectives and application green strategies in the operational aspects of these two multinational hotel chains have been analysed in this context. The responsiveness of these two organisations to the unprecedented challenges imposed by Covid-19 pandemic crisis have been evaluated in this essay. 

Marriott international is a multinational hotel chain founded by J. Willard Marriott and his wife Alice Marriott in 1927. Marriott International has been operating through its 8484 locations globally providing exclusive hotel, residential and timeshare properties to the prospected customers (Setiawan et al., 2020). It has been the largest hotel chain having multinational presence in terms of number of available hotel rooms all over the world. Marriott International operates through 30 brands along with 7642 properties worldwide having more than 142,000 hotel rooms located across 131 nations (Marriott International, 2021). The brands associated with Marriott International hotel chains globally include JW Marriott Hotels, The Ritz-Carlton, Edition Hotels, The Luxury Collection, Delta Hotels, Marriott Vacation Club, Sheraton Hotels and Resorts etc. Marriott International was awarded the prestigious branding of “Top 75 Companies for Executive Women” by Working Mother (Marriott International, 2021). On the other hand, Hyatt Hotel Corporation has been another leading multinational hotel chain brand that has been engaged in managing and franchising wide range of luxury and business hotels, resorts and vacation properties across 1175 locations globally (Hyatt, 2021). Hyatt Hotel Corporation was founded in 1957 by Hyatt Robert von Dehn and Jack Dyer Crouch. Hyatt has focused on development of new properties along with carrying out acquisitions to expand business functions across global locations (Law et al., 2020). Both organisations have been chosen in this essay to reflect on their marketing perspectives along with analysing their present competitiveness in the challenging and uncertain economic condition resulted from Covid-19 pandemic crisis. These two organisations have been two leading multinational hotel chains located in various locations across the world; hence their marketing prospects have imparted exemplary significance for the other business organisations operating in the hospitality sector (Jones and Comfort, 2019). 
Marriott has imposed significant focus on social media marketing strategies to reach wider range of target audiences. Marriott has been into partnership terms with Snapchat in order to highlight the new and luxurious properties to the target market segment using social media platform. Developing and publishing attractive and relevant content through the digital platforms like Facebook, YouTube and Snapchat have been effective in establishing its brand position in the market (Wang, 2018). Hyatt has been a reputable brand of hotel chains having strong distribution channel to promote its services and offerings in the UK through various platforms. The priority region of Hyatt’s marketing perspectives for growth has been the UK. The brand presence of Hyatt in the UK has been enhanced through the introduction of Park Hyatt Hotel in London’s redeveloped Nine Elms district. The marketing strategy of Hyatt has been expanding the business aspects through acquisition of properties along with franchised deals (Popsa, 2018). 
The current market position of Marriott has been in the topmost place across the globe in terms of number of hotel rooms. The operations of Marriott International have been spread across 131 country locations that have provided it the leading position in the hospitality industry (Setiawan et al., 2020). Hyatt also holds a significant market position in the UK having focus on expanding its presence in Europe significantly by 2023 (Hyatt, 2021).
The present marketing strategies applied by Marriott International include diversity and inclusion perspectives. The focus of the marketing function of Marriott has been to ensure wellbeing and happiness of the associates of the multinational hotel chain. Development of global portfolio and integration of diversity and inclusion have been the key aspects of marketing and business strategy of Marriott (Setiawan et al., 2020). The marketing aspects of this organisation have been focused on providing exclusive customers service imparting utmost priority to the wellbeing aspects of the stakeholders without compromising with the quality standards of the services offered by the organisation in the UK. The marketing function of Marriott has promoted “UNITY and Family” perspectives developing an inclusive culture throughout the organisation (Nyangwe and Buhalis, 2018). In the global perspective, Marriott has focused on working with local communities in the UK to generate opportunities, create values and formulate positive sense of wellbeing.  Hyatt Hotel Corporation has been focused on establishing collaborative and personalised relationships with its prospected customers to reinstate its brand position in the marketplace in the UK (Menon, 2021). Hyatt has incorporated thoughtful and strategic approach in its marketing prospects to offer the stakeholders with the best options of services. The key strategic orientation of the marketing function of Hyatt have been to enhance the guest experience, development of the channel mix and generating significant value along with topline revenue for the organization in the UK (Jones and Comfort, 2019). Hyatt has implemented various loyalty programs and digital marketing strategies to access the prospected high-value guests. The digital marketing function of Hyatt has been focused on driving the projected traffic towards its offerings and services using digital platforms taking into consideration brand storytelling (Menon, 2021).
The sustainable objectives included in the marketing perspectives of Marriott Hotel have been to attain 15 million hours of active volunteer service by 2025 in order to support the priorities of the organisation formulating community engagement strategy. It has been projected that by 2025, 80% of the hotels run by Marriott International will engage in community service activities (Nyangwe and Buhalis, 2018). The organisation has been focused on investing significant finance to enhance the number of organised programs and initiatives for implementing effective hospitality services in the UK among the youth, women, diverse population, people with disabilities, elderly individuals and refugees. Gender parity leadership has also been included in the marketing goals of Marriott to be accomplished by 2025 (Guerra, 2019). As per the green messaging perspectives in the marketing function, Marriott International has considered significant reduction of environmental footprint taking into account four key aspects including water, energy waste and carbon. All the hotels associated with Marriott International in the UK have attained sustainability certification. The marketing strategy of Hyatt in the context of sustainability and green messaging have taken into consideration Triple Bottom Line of People, Planet and Profit (Bae et al., 2021). “World of Care” has been a significant approach undertaken by Hyatt to integrate the aspects of affordable and clean energy, clean water and sanitization, quality education, gender equality, partnership strategies to accomplish organizational goals, peace, justice and strong institutions (Jones and Comfort, 2019). The marketing function of Hyatt has incorporated green initiatives having sustainable management objectives of reducing carbon footprints on the environment along with reusing and recycling of waste items to accomplish its sustainable goals (George, 2018). 
Marriott International has been closely monitoring the Covid-19 pandemic crisis and has formulated effective marketing strategies conforming to the Centers for Disease Control and Prevention and World Helath Organisation (WHO) guidelines (Lock, 2021). Health and wellbeing perspectives of the guests in this crisis period have been the prime focus of the organisation. Food and water safety, hygiene and infection prevention and sustainable hotel operations are carried out by Marriott Cleanliness Council to adhere to cleanliness and safety standards (Edwards, 2021). Face coverings along with cleaning and sanitizing surface areas and public spaces have been implemented by the management of Marriott to promote its contactless services and food safety protocols to the target segment (Marriott International, 2021). Hyatt Hotel Corporation has also been monitoring the Covid-19 pandemic situation and incorporated customer service policy of “safety first, wellbeing always”. Hyatt has implemented certain actions conforming to the Covid-19 safety guidelines considering booking with confidence, travel flexibility and simple cancellation policies (Staff, 2021). The marketing function of Hyatt has been involved in incorporating new norms, processes and practices adhering to the Covid-19 safety protocols to provide the customers with health and wellness prospects ensuring application of face masks, coverings, sanitization and contactless service delivery in the UK (Hyatt, 2021). 

This essay has analysed the marketing strategies undertaken by two leading multinational hotel chains of the world- Marriott International and Hyatt Hotel Corporation. Digital marketing and application of updated technologies and online platforms have been used by these renowned hotel chains to attract potential customers all over the world providing them with exclusive customer experiences. Both organisations have completely focused on providing exclusive customers service incorporating effective marketing and branding strategies along with including Corporate Social Responsibilities (CSR). Sustainable management practices along with inclusion of green resources and techniques have been considered in the strategic marketing aspects of both organisation. During this crisis period of Covid-19 pandemic, sustainability of these multinational hotel chains has been resulted from strict conformance with the health and wellbeing perspectives and Covid-19 safety norms stipulated by the regulatory authorities through inclusion of effective and drastic changes in the operational aspects of the hotels. 
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