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Introduction
[bookmark: _Hlk73153422]The practices of marketing in hotel industry places a significant role in creating brand values, gaining trust of customers and getting more recognition as well. The essay is focused on presenting a comparison perspective of marketing methods of two international hotels are to be presented. Marriott International is an American multinational company, headquartered in Washington, US. The hotel chain is huge, and is providing unique hotel, residential and timeshare properties 131 countries across the globe (Marriott International, 2021). The hotel chain has been founded on 1927 by J. Willard Marriott, Alice Marriot. Therefore, unique mixture of modern and royal-heritage service is the key reason of choosing this hotel chain for this assignment.
[bookmark: _Hlk73153438]On the other hand, Hyatt Hotel Corporation is also an American hotel chain, headquartered in Los Angeles, California. The hotel chain has been established on 1957, by Jack D. Crouch, Hyatt von Dehn (Hyatt.com, 2021). Tremendous hospitality services of the organisation are the key reason of incorporating this hotel chain in the assignment. Therefore, both of the organisations are leading ones in the hotel sector and having different process to marketing and maintaining their sustainability approaches in the present time. In order to understand these leading brand’s marketing methods is another factor of opting for Hyatt and Marriott. 
[bookmark: _Toc73186003]

The marketing choices and marketing directions are the basic factors to turn out suitable outcomes from entire activities of marketing. Marriott, established in 1927 is legacy brand in the hospitality industry (Wu, 2021). From the beginning the targeted customers are high-end customers, who seek higher quality in hotels. The hotel has directed its marketing from offline to online as per the changing marketing approach of 21st century. The marketing choices have remained based on the media consumed by the customers. The advertisement on newspaper, magazines have been shifted to digital space, to remain notable to the guests. Since 80% of millennials use social media, Marriott has given direction to digital marketing using Twitter, Instagram and Facebook. Marriott hotel has made its service and products, to provide an opportunity share property with customers. This has given more options to the customers for work and leisure purpose as well. On the other hand, Hyatt has also been evolving in no time, as per the changing trends of marketing. Since Hyatt is less old than Marriot, marketing direction from the beginning was physical along with diversity practices. The application of digital channels in customer relationship management (CRM) and establishing communication has been generated (Damnjanović et al., 2020). Hyatt has focused on CRM practices, that have been adopted several digital tools to strengthen customer’s base. The marketing in Hyatt has directed towards “inclusive marketing”, where all possible facilities and comforts have been providing to the customers. 
Recent position of Hyatt and Marriot hotel chains are appreciable as these two organisations have created their remarkable position in the hospitality business. In terms of “revenue”, Marriott International, is the leading hotel chain in the world (Statista, 2021). In 2019, Marriott has acquired revenue of almost 21 billion US dollars. Therefore, average daily rate (ADR) of Marriott has remained 182.6 U.S. dollars in 2019. Though the organisation has worldwide presence, in North American, Marriott has most of the hotels. While comparing with Hyatt, Marriott has been leading the hotel industry, surpassing Hyatt, as Marriott is one of the huge revenue-generating hotels in the global hotel industry. In 2021, the organisation has also been working tremendous, as it has aimed to open 100 properties in Asia-Pacific area for increased sales (Marriott International Newscenter, 2021). Though Hyatt is not successful as Marriott, in 2020, the hotel chain has witnessed 5.2% of Net Room growth. As the end of 2020, Hyatt consisted of 500 hotels or 101,000 rooms across the nations (Investors.hyatt.com, 2021). Furthermore, the organisation has witnessed loss of revenue from $766 million to $(703) million in 2020. 
The STP model is the part of marketing practices which use for segmenting the available market into groups based on several factors. The STP presents segmentation, targeting and positioning of brand. Then the organisations used to target those customers and create product position for customers. For Marriott, the organisation has been following demographics (earnings, occupation etc) and psychographic (life-style, personal preferences, activities etc.) segmentation. The service is royal in nature. Marriott targets the higher income customers, who seek comfort and all the facilities along with diverse options, the organisation has made available hotels, residents and timeshare properties to wide range of customers. Furthermore, Hyatt has been following geographical (location related demand) and behavioural (based on what audience finds attractive and suitable for them) segmentation. Hyatt has made sure to get hotels on areas of higher demands, on the area of tourist destinations. Moreover, Hyatt has been targeting millennials, who tend to follows social sites. Based on preferences and needs of the customers, technology and quality of services are to be provided. Thus, both Marriott and Hyatt are positioned at higher positions in the industry. 
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Figure 1: Brand positioning map
(Source: The Author)
In the hotel industry, application of digital promotion and the adverting as marketing strategies has been increased due to technological affluence (Parvez et al., 2018). For Marriott Hotel, the strategies of marketing are focused on product, place, price and promotion. The organisation has given special direction to these aspects, so a level of quality in the service/product can be retained. Marriott’s key objective is to offer “right product at right place” and has been using demand and supply pricing strategies. In some locations, the organisation also uses competitive pricing strategy to remain competitive with other hotels. Marriott has also engaged in location-based service and builds its hotels at destinations that are naturally attractive to the guests. In the digital promotion, use of social media and its unique and presentable website has been adding value. While comparing with Hyatt hotel, Hyatt tends to focus on improving satisfaction of the customers with unique services, along with skilled staff. In addition to this, Hyatt has paved the path of new hospitality sector with the help of “lifestyle hotels”, in which guests can avail timeless collection of arts and crafts, is an innovation approach (Tokue, 2021). This innovation approach has been attracting the customers. Hyatt has been aimed on premium pricing strategy, as their service quality tends to attract customers from nations. Therefore, by choosing the big cities, Hyatt has become master in distribution of places over 56 nations across the globe. The 24*7 guest support services have been installed for customers; irrespective of different time zones. Similar to Marriott Hotel, Hyatt has been also been using the several online media channels to get recognised and connected with the guests virtually. The tagline of “we are for people” and better customers relationship management has been helping Hyatt to excel its position in hospitality services.  
In the era of sustainability approach throughout the globe, hotel and hospitality sector also been adapting sustainable practices and green marketing as well. Sustainability practices in hotel is associated with reduction in energy use and proper water usages, adverting green marketing practices for environmental growth and less destruction too (Dos Santos et al., 2017). In Marriot, the organisation has been aligning with UN sustainable development Goals, and has been aimed to reduce carbon emission, and wastes. Therefore, creating “hotels with sustainability” and ensuring ethical sourcing of good, Marriott has been striving to be more socially responsible hotel chain across the globe. In supporting the local marketers, Marriott has been targeted to incorporate them by 2025. With the help of “Green Marriott” program, Marriott has also been going towards green marketing approach. While compare this of Marriott to Hyatt, this has found that Hyatt has also been adopted sustainability practices, “responsible purchases”, “creating smart-building”, “inspire and innovation”, “management of waste” are the key factors (about.hyatt.com, 2021). Hyatt has been enhancing its approaches towards being more sustainable gradually in the activities and services. Therefore, by adding more certified products, which is quality-wise well, has made the hotel chain a responsible entity towards the society as well. Notable, Hyatt has not been aligning with UN’s goal, but it has been aiming on more common issue of contemporary environment to make business and marketing practices that are aloof from harming environment. 
The recent Covid-19 pandemic has turned upside down the normal flow of business activities. Hotel and hospitality sector has been discovered hugely impacted due to unprecedent lockdown and social distancing culture. In this condition, Marriott has been encountering hindrances in the work and normal flow of guests in the Asia-pacific region of business. The organisation has provided necessary protection to the employees so that community infection can be avoided (Marriott International Newscenter, 2021).  Therefore, Marriott has remained connected with the loyal customers during pandemic through the social media marketing practices. Furthermore, to this, “a new way of cleaning”, “improved technology to deal with virus attack” have been updated from time to time in the company website and social media in order to build trust of guests. This is to be noted that, Marriott has kept customers updated about their changes in cleanliness regimes like regular “surface area” sanitation, by cutting down in one-to-one contact for guests, and “food safety “guidelines for taking care of proper cleaning and safety for the guests. On the other hand, Hyatt has also been affected due to Covid-19 spread. The organisation has been preparing their marketing strategies for post-Covid situation. The “cleanliness is paramount” for Hyatt, and use of UGC platform to remain connected with the guests with minimum physical contact. Therefore, a certain level of similarity has been seen for both of the hotel chains in the matter of cleanliness to safeguarding guests. Hyatt has remained connected with the guests with social media platforms, and regular post of cleanliness and measures of WHO have made the organisation remained connected. Hyatt has been helping people to celebrate their functions with social distancing amenities to remain socially responsible to the society. 
[bookmark: _Toc73186004]

Conclusion
This is to be concluded that, the comparative discussion of Marriott and Hyatt international hotel chains have provided their strong marketing approach to gain such significant position in hotel industry. This has found that Marriott being the legacy hotelier, has been focused on better quality services and lots of vacation options to the guest, but Hyatt has focused of innovation and customers satisfaction with better relationship management. Therefore, Marriott is bigger than Hyatt, based on earned revenue. Hyatt has also been keeping its position secure with innovation and inspiration as well. The sustainability approach has been found quite similar for both the hotel chains. The marketing has been focused on digital marketing to remain connected with customers. The current position of Hyatt has been facing issue as the organisation has faced loss. At the end, this is to be said that Marriott’s marketing method though evolved from traditional to digital, is well-organised and customer focused. The marketing method of Hyatt is innovative and entirely digital platform oriented, and customer-relationship based. 
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