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Introduction
The success of Marriott Hotel as well as Hyatt in terms of strategic marketing is evaluated in this study. The sort of segmentation that both the company has used is evaluated in the assessment. This objective was met by analyzing the many market segmentation characteristics that perhaps the company had used. For such a long time, Marriott International has always been at the frontline of the hospitality business (Nishat, 2021). With approximately 320 fully owned hotels, the Hyatt organization is indeed the globe's tenth biggest international hotel company. 
Marriott International Marketing Strategy
Marriott International, Inc. is a worldwide hotel management corporation coming from  United States which manages a varied network like properties and associated accommodation establishments. Marriott International does have a presence in 131 nations, 30 brands with over 7,000 hotels totalling over 1.4 million rooms. The company concentrates on providing high-quality goods as well as experiences, which has helped it establish a strong market position (Nyangwe and Buhalis, 2018). Mostly in worldwide hospitality business, the company is regarded as one of the architects of market segmentation. As an outcome, segmentation has become one of the company's primary marketing techniques. The marketing methods of the company are dependent on the results of comprehensive market analysis. Client reviews is solicited and utilised by the firm to have a superior perspective of the business. As a response, the firm seems to be able to design and implement personalized marketing strategies. A firm can utilize a variety of market segmentation strategies. Marriott recognizes that varied clients have varied tastes, and that is why they are willing to pay an extra for the level of luxury as well as sophistication they demand. To suit the varied customer expectations, Marriott has devised a multi-stage marketing segmentation approach (Wu, 2021). As an outcome, the firm has employed a variety of market segmentation technique. Marriot Hotels' Marriott Vacation Club caters to tourists and travellers. The Marriott Vacation Club has implemented a geographical segmentation approach in order to satisfy consumer expectations. The hotel has accomplished this aim by opening hotels in various areas across the globe.The hotel's capacity to enhance the clients' encounter has increased because of the geographical segmentation strategy. Marriot Vacation Club offers large accommodations as well as recreational facilities to its guests. 
Marriott's primary offering is hospitality solutions, which make up most of their marketing strategy. It separates its operations into three sections: fundamental, actual, and enhanced, which include offerings such as hotels, hospitality management, vacations, and accommodations (Lee and Kwag, 2017). Each brand has its own distinct style and as concept that distinguishes it from the competition. Marriott does have a nearly identical idea for all its brands, however they applied the identical principle to geography, atmosphere, as well as user friendliness, which now has rendered Marriott so popular all over the globe. The firm's sales decreased in 2020 because to the pandemic, however they enhanced their offerings through greater cleanliness, social distancing, as well as sanitization (Slootweg and Rowson, 2018). Marriott's price follows a competitive procedure, fluctuating in reaction to variations throughout the environment along with competitor activities. Marriott has developed a combine channel strategy for property development, which incorporates both direct and third-party revenue sources (Tuten,2019).
The JW Marriot, a top-quality Marriott International property, is geared towards visitors who seek a comfortable as well as elegant encounter. By concentrating on the requirements of its customers, Marriott International has successfully developed numerous potential targets within the industry (Toma and Grădinaru, 2018). As an outcome, their clients are primarily independent, intelligent, as well as self-defined travellers and corporate travellers who are ready to devote more cost on their lodgings.
In current years, Marriott International's marketing strategy has evolved from analog to digital. It already has shifted its focus to a digital marketing program instead of a traditional marketing approach (Rosner, Urdaneta and Yepes, 2019). With its groups at Marriott Hotels, Marriott International's M Live has indeed been influencing the development of the hospitality sector. M Live is perhaps a system where all M Live crew monitors as well as categorizes material around a range of hot subjects across the globe. Their goals is the following step in MI's commitment to environmental and cultural consequence,they made a campaign “Commitment To Go Green” and they try to reducing the energy usage at rooms with 20 %,one of the effective methods of reducing global warming it’s to reduce  energy usage at hotels .Abdou et al.(2021,p.9263)
The study shows that campaign “Commitment To Go Green” have improve marketing practices and they have a huge success.

Marketing Methods and Strategy of Hyatt
The Hyatt Hotels began as a Hyatt House Motel mostly in Los Angeles area. International Hyatt Corporation was indeed the company's previous name, which again was eventually modified to Hyatt Hotels Corporation. It manages a worldwide network of 14 brands and over 36000 employers who have enabled the firm to become one of the most well-known hospitality companies in the world (Hurdawaty and Pratama, 2019). The firm’s portfolio includes over 700 residences in 50 nations all over the world. The company's operations are classified as regards of the combination to different products as well as hygiene component, price, and employees, as well as the location of the company's accommodations, villas, and estates. The company is ranked as one of the best hotels in the world, that brings values with different brand to the local community, history and customs. The company handles state-of-the-art assets in the shape of resorts, residential homes, as well as holiday resorts all over the world. World of Hyatt's unique experiences, along with loyalty schemes, have assisted the company in generating regular consumers as well as brand recognition over time (Jarman-Walsh, 2018). Hyatt is among the world’s greatest upscale brands in hospitality, supplying clients with luxury in hotels sector. Its staff are all well-trained as well as give excellent customer service (Lilien, Rangaswamy and De Bruyn,2017)
With the rise of medical tourists as well as increased cross-border commercial operations in the aviation as well as hospitality area, funding has soared to the point where it is now among the leading ten industries recruiting international workers as well as visitors (Namjoshi). Hyatt has partnered with and established different guest groups, the networking of which is assisting the organization in expanding its business. Group reservations and longer vacations, the hotel offers various discounts. Besides this they offer, free dinners, free rooms, as well as other profitable and realistic offers, which the client enjoys. 
Considering employees are the ones who take care of the service to the clients, those who work in the hotel business are indeed the major supplier of revenue. In this situation, Hyatt hotels have upheld their commitment to offer world-class service to its guests (ASHRAFOVICH, SOBIRJONOVNA and TOKHIROVICH). 
Hyatt has used a variety of marketing tools to keep customers informed about their offers. When it comes to marketing as well as promotion, Hyatt has implemented a plan specifically designed to  deliver and support brand recognition and advantageous pricing, either by spreading the word or by other methods (Yue and Xu, 2018). Hyatt's overall bookings as well as operations are heavily influenced by online marketing. The website Hyaat.com, which is at the heart of the firm ’s core digital marketing and sales operations, is without a doubt the most crucial encounter a visitor would have with the firm. It has really incorporated search engine optimization and marketing as part of its integrated marketing communications strategy (Staff, 2021). Hyatt could manage the distribution of advertising to a specific audience via E-marketing. Because customer happiness has become so important to a business, the internet marketing industry has evolved to offer the most important way to connect with customer base to obtain useful feedback. It moreover enables the firm to deliver services as needed by the client, resulting in a significant improvement in customer happiness owing to the simplicity of usage and hassle-free services (Jones and Comfort, 2019). Most of the time, the web advertising depicts the features of richness that a consumer would receive if they chose Hyatt's services. Customers across the globe associate Hyatt with exclusivity, and luxury with higher-quality products.
In attempt to broaden its working capital sources as well as expand more swiftly, the corporation has switched its expansion technique beyond a formerly capitalintensive paradigm towards a more asset-light technique, comparable to that of rivals, in recent years(Porral & Stanton,2017)
Hyatt as well have a campaign name it “World of Care” and the goal it s to reduce waste until 2030  and they are an active member of the Sustainable Hospitality Alliance from the beginning in the early 1990s,Hyatt is committed  to developed global changes for reporting carbon emissions and water use.
Conclusion
Owing to the impact of many macro-environmental variables such as political, economic, cultural, technical, as well as regulatory requirements, the hospitality industry is one of the highly unstable aspects of the economy. Considering the high level of volatility, the sector is extremely profitable, which drives up competitiveness. To survive in this sector, investors have only to employ successful strategic marketing techniques. Both Marriott International and Hyatt have different marketing methods, yet they are doing well in their operations. Both hotel chains have unique marketing techniques and green campaign which keep them competitive in the market. 
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