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This essay will introduce many points of view regarding the marketing strategies of two multinational chains, Marriott International and Hyatt Hotel Corporation. The essay will reproduce many marketing strategies, including the use of social media and Digital Marketing, versus Traditional Advertising of these two hotels, will also include their point of view for the Pandemic situation, what they have changed in this time, what they did not, and how they succeed to keep their business and their name up in this difficult situation for the Hospitality domain. 

These two chains of hotels have been chosen because each of them has history, they have been operating for longer than 10 years, and this makes me interested in their strategies of sale, of being one of the most wanted in the world. 
 
Marriott Hotels and Resorts, based in the US, is a luxury hotel chain operator, focused on serving business and leisure upscale travelers. Marriott Hotels owns and operates more than 3.800 hotels across the world, in more than 70 countries, with its locations downtown, near airports, urban, suburban, and resort locations (Canadian Company Reports, 2014). 

Marriott’s Hotels annual revenues in our days are exceeding $12 billion. Their success came along with their mistakes made, opportunities missed, and lessons learned during their business, where they have realized that people come always first (Brown and Marriott, 2012, p.11). 
China is one of the most populated, wanted markets for international hotel chains, with a very rapid economic development. In 1997, Marriott (2011, cited in Wong and Wickham, 2015, p.440) Hotels Chain succeed to enter, remain, and maintain a competitive position in China. By the beginning of 2001, Marriott Hotels was operating around 17 properties in China in 12 cities under the Marriott brand name. 

In 2007, Marriott announced that they are planning to double their property numbers in China by the end of the decade. In 20 years, Marriott (2013, cited in Wong and Wickham, 2015, p.440) Hotels number increased in Honk Kong to 64 hotels that can operate in 2013, when it was also awarded through its commitments in the hospitality domain, the Top Employers in China. 
Marriott Hotels succeed in each of its 70 countries where they have properties, to develop, and maintain their well-done work through good strategic management. 
 
Their marketing plan was simple, ethical, and like this, they succeed to build up all the empires they have created.
Starting from their strategy of Marketing Mix, which is a set of techniques they are using and letting the world know about them, is a simple 4P’s technique, which represents products, price, place, promotions. This is how Marriott Marketing Mix’s strategies are working (Kulcsar, 2014, p.79-82). 
Marriott Hotels has created the 4p’s technique for their customers. With the Product, which is categorized under four tags such as Luxury, Premium, Select, and Longer Stay, Marriott’s customers will easier decide where they are planning to stay according to their needs (Choi et al, 2016, p.771-796).
 
Marriott International is one of the companies has been maintaining their Price despite significant competitive price discounting and increasing room supply. Place Strategy of Marriott Hotels is certainly one of the best in the world, mainly centered in and around major cities and towns in the countries (India’s Premier School for Digital Marketing, 2018). 

Marriott Hotel has been in the hospitality domain for almost a decade, and most of the time, simply “Marriott” speaks for itself. Apart from that, Marriott continues to promote itself through digital marketing, such as different social media channels, through its own websites where everyone interested will find much information regarding Marriott brands (India’s Premier School for Digital Marketing, 2018). 

In addition to online travel marketing, Marriott International has been at the forefront of the industry for the past three years.                      
Marriott International has successfully integrated digital marketing into a well-curated strategy to generate a preferred brand for individuals looking for luxury travel, from its global network to its proprietary technology platform (India’s Premier School for Digital Marketing, 2018). 

Marriott Hotel became a partner to many influencers that will promote the brand, they have also a customer loyalty program called Bonvoy, which offers its customers a variety of benefits. 
Their marketing strategy continues through different Marketing and Advertising campaigns such as Golden Rule (Marriott, 2017), Courtyard (Marriott, 2019), or Bonvoy (Marriott, 2021b). 

With strong leadership and innovation as a legacy, in addressing its own development strategy, Marriott focuses on a few values: Put People First, Pursue Excellence, Embrace Change, Act with Integrity, Serve Our World (Marriott, 2021a).
However, Marriott (2020, cited in Marriott, 2020, p.4) has noted that through their diversity supplier program, they work with business owners that are traditionally underrepresented in this area, such as people of color, women, veterans, and LGBTQ individuals.

Rules regarding Covid-19, the Pandemic time which came into all the human beings’ lives, can be easily found on Marriott Hotel’s website. 
Starting from contact less application for check-in or check-out process, contactless payment, a social distancing between the customers on the corridors, face coverings, hand disinfection machines all over the hotel, surface area, and public disinfection very often, and a very rigorous procedure, terms, and conditions, all which can be seen by the customers on Marriott Hotel’s website (Marriott, 2021c). 
Marriott Hotels embraced the sustainability message with no content with Earth Hour, in which they have decided that each year, in April, to come out with a competition called Environmental Awareness, with different ideas such as reducing electricity consumption or implementing eco-friendly activities such as a Green Message to the world (Travel & Tourism News Middle East, 2010). 
 
Hyatt Hotels, a Global Hospitality Company owns properties in about 65 countries, they also managed about 925 franchises and the company’s portfolio includes about 
10-15 holiday ownership properties and another 35 residential apartments under the 
Hyatt brand (Hoover’s Company Records, 2021).
In 2013, Hyatt Hotels received from The International Customer Management Institute, the “Best Use of Technology” award for the company’s use of virtual assistants (Hyatt, 2013).
In 2014, Glass Door named Hyatt Company one of the Top 50 Best Places to work in (Hyatt, 2014). 
In 2015, Hyatt Hotels, opened the Hyatt Regency hotel in Amsterdam, when, in the same month, the hotel received the CEO’s award for Innovation when they launched the mobile airport check-in service at O’Hare International Airport (Hyatt, 2015). 

To increase their accessibility, Hyatt Hotels and Resorts launched parallel websites in different languages other than English, doing everything that they can to simplify the customer’s navigation and booking process. 
The reservations or information for any Hyatt Hotel can be obtained by calling them, by accessing different traveling agencies they are partners with, or by accessing their website (Hyatt, 2021a). Their marketing strategies are simple, but with very good results and feedback. 

Through their contracts open with different online Travel Agencies as Booking, TripAdvisor, Travelocity which ensures them that the brand Hyatt is known and seen by the people around the world, through social media channels, also through their website, by offering voucher cards, discounts or promotions to its customers, different contracts with a very good Magazine brand, and advertising on different important buildings in the world, TV, or Radio (Bhasin, 2019). 

Also using an appropriate marketing strategy, Weinberg (2021, cited in Hyatt, 2021) revealed that since Hyatt has been advancing care across communities for more than 60 years, it has been rewarding to see Hyatt's role in helping small businesses thrive through Hyatt Loves Local and in addition to supporting communities, they aim to provide their guests with experiences that celebrate the future and recovery of travel

On their own website, can be found all the information the customers need for their booking, also for whoever is interested to know about their green message to the world, they are participating in protecting the environment by creating sustainable buildings and operations, by reducing greenhouse gas emissions, minimizing waste, improving energy and water efficiency, how they are open to increasing the source of their products and services to help their suppliers but also offering to their customers good and healthy food (Hyatt, 2021b) 
The last Travel Update on Hyatt’s website, regarding Covid-19 Pandemic, shows their transparence. 
In June 2021, Hyatt Hotels posted on their website information regarding Covid-19 and the importance of keeping their customers safe even if it is so hard. Their safety measures are implemented for keeping the customers safe. 
The social distancing between each other, face coverings, hand disinfection gel in front of the reception, of the restaurant, on the corridors, inside the elevators, and their contract with Global Care & Cleanliness Commitment which takes care of rigorous and sure disinfection of the public surfaces. (Hyatt, 2021c) 
 
As a conclusion of this essay, both International Worldwide hotels mentioned are different, with different stories behind them, however, they act very similarly. Both offer rooms, pools, bars and restaurants, leisure rooms, or spas. 
Their marketing strategies are similar, both using social media for promoting their services, using their websites for letting their customers know about their promotions, discounts, or policies, both using travel agencies for promoting their business, and online marketing. Both have different Marketing Directors, with different methods that share different services promoted by each hotel, which are presented to the world in similar ways. 
Their Covid-19 measures taken are also similar, according to the Government rules. Overall, the most important thing is that even if they adopt similar marketing strategies, they both are powerful and successful, unique with a great career, history, experience, and a big name behind them. 
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