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Hotel and hospitality management business requires special attention and unique strategy for business operations. This essay will look into the marketing strategy and business operation of two renowned hotels chains in the world and compare both to find different aspects of the marketing strategies of these hotel chains (Richard, et al 2016). This essay will look into the marketing strategy of Hilton & Hyatt hotel chains. Hilton hotel chain is one of the leading luxury hotel brands in the world and it has been operating since 1919. On the other hand, Hyatt hotel chain is another leading hotel and tourism service in the world which has been in operation since 1957. The reason for choosing these companies is both companies offer almost same service but the marketing approach of these company is different in many ways. Yet the companies have drawn a significant number of consumers (Ivanova, et al 2014). So, this essay will help to understand the reason behind the success of these companies. 
The Hilton Hotels started its journey with the end of the World War I, at that time; the US was going through rapid modernization and slowly becoming an economic powerhouse. The Hilton hotel that initially started in Texas, US, targeted businessmen that had to stay for business purposes in the city. The company later bought another hotel in the 1920’s as its business was growing rapidly (Quek, 2014). But the great economic collapse, the world war stopped the growth of the company and the hotel had to suffer during these periods. After the war, the rise of US a global super power draws some investment in US and the hotel business began to rise in the US. At the same time, the hotel realized the impact of post-World War II liberal values. As the globalization was taking place all over the world, the company moved its business to Europe. The company initially chose Istanbul which at that time was the connection point between the West, Asia and the USSR. As a result, businessmen from all over the world used to visit Istanbul and the Hilton hotels targeted these customers (Applegate, et al 2008). Soon the company established itself as a brand among the business community. The Hyatt Hotel on the other hand, established its first hotel in the 1957. The company also motivated by the post-World War II business boom and established hotels near air ports to target the businessmen. At the same time, it understood the importance of the rising air travels and its potentials (Hyatt History: Founding, Timeline, and Milestones, 2022). So, apart from business person it started to focus on traveler and tourists. As a result, within years, the business of the company boomed. Now over the years, both these companies have changed marketing policies according to the needs of the changing situations. In general, the Hilton focus on a premium price-based marketing strategy and established itself as a brand for elites in hotel sectors. At the same time, Hyatt hotel slowly focused one luxury service and evolved as a personalized tourism experience. Currently the Hilton hotel targets middle aged and senior business person who looking for elite and premium service. Hilton hotel chain established itself as a brand which is prestigious and provides value to the customers (Nykiel, 2007). The hotel maintains a marketing strategy to capture high profile customers who would increase the market value of the brand. The company runs a strong promotional campaign using the internet and digital marketing. For the last decade the company extended its business network in various tourist locations to penetrate the market of its rivals (Huckestein, et al 1999). The company acquired various businesses and property across the world regularly to improve its brand value and promotional purposes. In the case of Hyatt Hotel International, the hotel chain from its very beginning targets both businessmen and travelers. Over the years, the company has established a chain of resorts which attracted thousands of customers to the Hyatt Hotels. The company has different types of pricing for different types of service. Currently its offers personalized service to the consumers. It has both luxurious service at high price and regular service with relatively lower prices. Though like Hilton Hotel the primary goal of the Hyatt hotel is to attract wealthy and upper-class consumers (Huckestein, et al 1999). 
Both Hilton Hotels and Hyatt Internationals use mix marketing strategy for marketing operations.  As this essay stated earlier, the Hilton Hotel maintains premium pricing and Hyatt follows a mix pricing strategy for the respective consumer segments. For Hilton hotels the customer segments are relatively old compared to the Hyatt hotels (Ciriković, 2014).  The promotional strategy of the company is to target these customer segments. For this reason, the company’s promotional methods such as online ads target wealthy middle-aged businessmen. The company like all its competitors uses big data firms to analyse the target consumer behaviours and formed promotional strategy for these people. Apart from these Hilton hotels arranges events and fundraisers for different politicians to promote the brand further among the wealthy and upper-class consumers. The Hilton hotels are distributed almost all major big cities around the world. In fact, some of its hotels are distributed around diplomatic areas in order to capture the target consumers (Middleton, et al 2012). On the other hand, the Hyatt hotels follow mix pricing strategy. The target consumer of Hyatt hotels are wealthy people and tourist who are looking for personalized and unique service. The company actually designed many of its services for tourists. The target consumer segment is consumers from 25-60. Both young and old tourists are targeted by the company. Most of the hotels of Hyatt are not far from the airport which makes it perfect for the tourist. Currently almost all major tourist spots around the world have Hyatt Hotels (Magatef, 2015). 
The Hilton Hotel as part of its CSR made some commitment for green and sustainable future. The company donated multi million dollars in various climate funds to fight the climate changes. The company as part of its CSR policy almost fully reduced the use of plastics and papers in its business operations. The company offers its customers reliable water pitchers and ecofriendly water solutions (Holcomb, et al 2007). The Hyatt hotels also run various CSR programs related to green future and sustainability. The company reduced the use of papers and plastics. The Hyatt hotels use bio degradable bags for packaging and provide digital newspapers to its customers instead of regular newspapers. The Hyatt Corporation considers sustainability as a major factor in its purchasing decision. Both Hyatt and Hilton hotels are part of the sustainable hotel alliance that promotes more measures for better sustainable future (Bohdanowicz, 2007). 
During the emergence of the Covid 19, the Hilton hotels like rest of the hotels in industry suffered tremendous losses. However, the company used its CSR operations in order to maintain its presence in the industry. The company offered some of its hotels around the world to be used as a quarantine sites. The company took humane approach of marketing during the early days of the pandemic. After the first few waves the Hilton hotels launched a new marketing program called ‘To new memories’ (Shin, et al 2021). By this new marketing campaign, the company looked to attract consumers, mostly businessmen from around the world. The company also changed its high pricing strategy to some extent and offered some incentives for the businessmen such as using the hotel room as temporary or remote office. The Hyatt hotels loss was comparatively higher than the Hilton as most of its consumers are tourists. The company also offered some of its hotels to be used as quarantine centers as most of the Hyatt hotels are near airports. The company ran a program called ‘safety first, well-being always’ (Shin, et al 2021). The company offered health service to its consumers and to many locals around its hotels. Its resorts offered special packages for family vacations and increased its personalized services for the consumers. 
So, after analysing the difference between the two hotel chains it is clear that the marketing strategy of these companies change due to the demand of the consumers as well as various macroeconomic factors. The companies had different target segments which promoted to take different marketing approach. But the emergence of the pandemic forced the both hotel chains to follow almost similar marketing policies. The companies have similar stance on sustainability and green future. 
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