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[bookmark: _Toc85030009]Introduction 
This essay is to compare the marketing methods used by two global hotel chains, Hyatt Hotel Corporation and Marriott International. The Hyatt Hotel Corporation- and American multinational hospitality company, was founded in 1957 (Social Tables, 2021). At present, it is considered as one of the top hospitality companies occupying more than 20 brands and 100 hotels. It is operating in 68 countries across six continents and there are some reputed companies of this organisation such as Park Hyatt, Miraval, Hyatt Regency, The limitless collection by Hyatt, Grand Hyatt, etc. (Hyatt.com, 2021).
Marriott International was established in 1927 and it has begun its first international hotel in 1957 in Mexico. In the hotel industry, Marriott International is considered as the brand leader occupying more than 30 brands across 131 countries (Marriott Global Source (MGS), 2021). Marriott International holds some well-known brands in their portfolio including JW Marriott, Autograph Collection, Renaissance Hotel, etc.
 As the main purpose of the essay is to compare the marketing approaches, that’s why two similar scale of business operation has been selected so that the analysis can be done effectively and be rational. 

[bookmark: _Toc85030010]Hyatt Hotel Corporation and Marriott International: Marketing Choices
The Marriott International is considered as one of the prominent entities in the hotel industry which is providing different types of services including luxury lodging services, services under premium, select and timeshare categories, etc. (Social Tables, 2021). As they have so many premium brands and they have recognized the existence of varied customer preferences. To satisfy the varied market demands, the marketing approach has been also changed. For example, they have adopted the multi-stage market segmentation approach. Ritz-Carlton Hotel is a premium brand of Marriott where psychological segmentation approach has been adopted to provide unique experience to the customers as they are providing luxury hospitality products. The main motive is to make the travellers journey more meaningful. Another one is Marriott Vacation Club where segmentation or marketing choice of based on geography that means they provide variety services including fully equipped services (Marriott Global Source (MGS), 2021). Comparing the marketing choices with Marriott International, the approach of Hyatt Hotel is quite alike. Their core marketing approach is based on providing reliable services to all the customers. They offer different types of services such as bars, restaurants, spacious rooms with advanced amenities and modern facilities, appropriate transport choice, etc. Newly, they have included event collaboration and they have variety of lodging options which are comparatively more convenient than Marriott International. The pricing policy of both Marriott and Hyatt Hotel Corporation is premium due to offering unique and distinguished services. The market segmentation of Hyatt Hotel is based on high-profile upper class and business-class section. 
[bookmark: _Toc85030011]Current Market Position
The position of Marriott International is very competitive having 12.75% market share in the industry and there are some key competitors such as Starwood Hotels and Resorts, Host Hotels and Resorts Inc, Hilton, Carlson and Wyndham, etc. In regards to the number of available rooms, Marriott International is the biggest hotel chain in the world which has 30 brands, 7642 properties in 131 countries and territories (Csimarket.com. 2021). In addition to that, Marriott International is selected as one of the 2021 Fortune 100 best companies to work. The net revenue of this organization in 2020 was $10.571 billion. According to the statistic of 2020, Hyatt Hotel Corporation has total 974 hotels worldwide and it is ranked 32nd on the list of Americas Best Companies to Work for. The global brand value of Hyatt Hotel Corporation is $4.53 billion which has been significantly increased compared to the previous year (Hyatt.com, 2021). In 2020, it has generated $2066 million which was reduced compared to 2019 due to the pandemic. 
[bookmark: _Toc85030012]Marketing Strategies
In the marketing and hospitality, the importance of innovation as the key driver of sustained success, has been well documented (Ottenbacher, 2007). 

Marriott International has been remained successful in the forefront of the hospitality industry and undoubtedly it can be said that, the contribution of their unique marketing strategies is significant. In order to achieve a maximum revenue, the Marriott has three core categories of product strategy such as core, actual, and augmented services (Gupta, 2018). They always ensure the outstanding experience of their guests by their augmented services. The main pricing strategy is to offer the right product at right place, but they also use reasonable pricing to determine the hotel price based on the competitor’s behaviours. In terms of the place strategy, the location becomes the centric and plays very important role to the Marriot, therefore it  easily captured the attention of the customers. In the recent years, Marriott International has also put emphasize on digital promotion strategy that means they have considerably increased the use of social medias. 
The services of Hyatt Hotel Corporation are built on the bundle of offers and at the same time they have so many complementary services for the customers. The offerings of the brands in Hyatt are targeted based on the revenue level of the customers which indicates that they are using differentiation strategy here in order to make it prompt (Jones and Comfort, 2019). The distribution strategy of Hyatt is simply focused on extension that means in the last few years, they have been involved in a series of acquisitions and strategic alliance, also so many franchising activities. They have applied a top-notch marketing strategy aimed to make a progressive awareness and brand significance. For example, the authority of Hyatt rewards the loyal customers through signature membership cards known as Hyatt Gold Passport.  
[bookmark: _Toc85030013]Marketing regarding sustainability and green messaging
Large organisations like Marriott and Hyatt can easily influence the people regarding sustainability and provide green messaging to the customers through their activities. To protect the environment and ensure sustainability, they have been actively recycling glass, paper, plastics, electric equipment, batteries, etc. which is a great initiative in respect to the nature. They have also implemented green room initiative which means that they are trying to make their rooms eco-friendly (Jones and Comfort, 2019). The recycle options are available to the customers and they are offering organic amenities in the rooms. The sustainability report of 2020 says that, they have reduced the water and energy consumption by 12% and 4% per occupied room.  Hyatt Hotel Corporation is always committed to advance their environmental actions to make the world more sustainable for the people (Graziano, 2021). For instance, they provide priority on responsible sourcing that means they are very much committed to work with the suppliers to increase the responsible sourcing of products and services. Creating sustainable buildings and operations is another goal of Hyatt Hotel Corporation as they are working on reducing greenhouse gas emissions, improving the water and energy efficiency, minimizing the amount of waste, etc. They are also ensuring sustainable travel for the customers all over the world which is obviously a unique opportunity to revitalize and rebuild strong and resilient communities. 

[bookmark: _Toc85030014]Market Positioning in Covid-19 pandemic
Though the tourism and hospitality industry suffered a lot, but at the same time, many well-known has taken many measures to cater better services in the post-Covid era. Marriott International is the second largest hotel chains in the world which is also well-reputed as a hospitality leader due to having assurance for quality, challenging standards, tremendous training, etc. As Marriott has a high reputation for high standards of hotel cleanliness, that’s why they have created Marriott Global Cleanliness Council to handle the impacts of the Covid-19 pandemic. To minimize the risk and enhance the safety of the customers they are dedicated to develop the subsequent level of world-wide hospitality. Furthermore, to disinfect the entire areas of hotels, Marriott is using Electrostatic spraying technology recommended by WHO (Giglio et al., 2020). Also to sanitize the keys and devices of the customers, they are testing ultraviolet light technology.

Hyatt Hotel Corporation has prioritised the safety and well-being of the customers during the toughest phase of Covid-19. To create the awareness among the people and customers, they created a slogan “Safety first, wellbeing always” (Business Directory, 2021). The regular preventive measures to protect the guests are available in Hyatt Hotels, but compared to the extraordinary measures taken by Marriott, the marketing efforts are relatively less in this case. 


Conclusion
From the above comparison between two hotels, it can apparently be said that the marketing methods taken by these immense hotel chains were relatively similarly designed, while Marriott Hotel could be ranked in the top position compared to Hyatt Hotel Corporation. However, the marketing choices of both hotel chains have very less difference to each other. While comparing the marketing approaches during Covid-19, the efforts of Marriott Hotel are exceptional than Hyatt Hotel Corporation. 
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