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The essay would provide a comparative analysis on the basis of two chains of hotels, namely Marriott International and Hyatt Hotel corporations. The essay would focus on the key areas of marketing strategy which has been adopted by the chain of hotels and how it has been providing them with necessary success in the hotel market. The essay would further discuss how both the brands have been promoting their products in the competitive market and specifically focus on the target audience which both the hotels have been focusing on. The essay would provide a critical evaluation on the marketing strategy considering whether it is the same for both the hotels or it differs from brand to brand. In the hospitality industry it is not only the company that is required to be customer-centric, rather to create necessary partnership deals to improve their position in the competitive market (Damnjanović, et al., 2020). The essay would further discuss the advertisement techniques which the both the chain of hotels have adopted during the severe situation of the global pandemic. Lastly, the report would eventually provide a generic discussion on the various marketing strategies adopted by the chain of hotels which has made them successful in the competitive market. 
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The main marketing strategy of Marriott International hotels focus on the social media marketing strategy by promoting their products and services through various social media platforms like Facebook, Twitter and Instagram (Nishat, 2021). On the other hand, Hyatt international focuses on using various media channels to promote their services which they have been providing through their chain of hotels across the globe. 
It is necessary to understand that both the hotels belong to the similar industry yet their approaches to their designated customer is quite different and which reflects on their marketing strategies. Hyatt international basically focuses on the positive awareness programs on promoting their services and the brand value of the chain of hotels is maintained through the word of mouth of the service providers of the hotels. This has eventually provided the chain of hotel to attain necessary customer satisfaction in the competitive market and along with that the chain of hotels provide necessary discounts for their customers in the long-run and also provide necessary schemes for their customers in the various festive seasons across the globe (Staff, 2021). The reward to the customer loyalty is a Hyatt Gold Passport, which provides necessary discounts and additional benefits to access the global Hyatt hotels (Miteva and Ackovska, 2017). Hyatt Internationals best ambassadors are their loyal customers who provide them with necessary mouth publicity which eventually helps the chain of hotels to grow bigger across various geographical areas and has been regarded as one of the successful chain of hotels in their competitive industry. The annual income of the Hyatt hotels across the globe was 2.66 billion dollars, as per the annual report of 2020. This was a 54% loss to the company within the hospitality industry due to the emergence of the global pandemic in 2020. 
Whereas, in case of Marriott International hotels the management basically focuses on the demands of the customers and considers them from time to time to maintain a good name in the competitive market. As the chain of hotels of Marriott are across various geographical areas and various economies, they eventually strategize their marketing plan on the basis of their culture and the people of the company. The portfolio of the Marriott International is quite vast and it eventually provides them with a competitive advantage in their designated market. Marriott created distinctive hotel brands across various economies within the globe, as they were aware it was difficult for them to attain necessary success in the competitive market with a one singular brand. The market of the Marriott International was segmented among different brands namely, JW Marriott, Ritz Charlton and the Marriott Resorts (Chheda, 2021). These brands provide high quality customer services based on the needs of the customer and provide necessary discounts to their loyal customers which eventually makes them visit the chain of hotels later or across any country within the world (Wu, 2021). As per the annual report from the hospitality industry it was recorded that Marriott International has earned around 20.78 billion dollars back in 2019, which was a 1.5% increase to their annual turnover from 2018 (Pandey, 2021). The exposure and the chain of hotels of Marriott are more compared that of Hyatt international hotels and it has reflected on their annual incomes. 
During the emergence of Covid-19 pandemic across the globe it was a difficult situation for the hospitality industries across the globe and the big chain of hotels like the Hyatt Corporations and the Marriott international's faced certain difficulties to accommodate their guests through maintaining various safety protocols. 
Marriott International hotel brands focused on digital marketing techniques through which the management promoted their various services which they have introduced in their chain of hotels which would eventually provide customer safety after check-in. Every other customer who wanted to check-in in the Marriott hotels are required to pass through generic coronavirus test through which the management would get the information about the health condition of the potential customer. Even the hotels provided necessary temperature checking for the customers and necessarily cleaned the rooms at a regular interval for the safety of the public (Shin, et al., 2021). Even the hotels provided necessary bio-bubble rooms for their customers which would provide necessary safety for the customers visiting them from abroad. A regular sanitization was obtained to clear the necessary germs and the bacteria which might eventually affect their visiting customers (POPȘA, 2021). The customers were requested to book their necessary rooms online through their available website to avoid unnecessary gathering. All these were updated on their official website to maintain dignity and lessen the panic among their loyal customers. This resulted in them to attain necessary customers during the pandemic which has eventually reflected on their annual performance in 2021, over other competitive chains of hotels existing in the hospitality industry. 
On the other hand, during the Covid-19 crisis across the globe the Hyatt International hotels focused on the safety of their customers more through providing necessary dynamic responses on their panic-stricken customers. The customers were asked to wear masks when visiting the chain of hotels and the reservations before 1st June, 2020 were cancelled due to the safety protocols (Bharwani and Mathews, 2021). The reservations were cancelled if the customers failed to provide necessary medical documents and the customers were provided a full refund if the necessary person cancels the reservation within 24 hours. This eventually negatively reflected on their customer satisfaction strategy and initially led to massive losses at the hospitality industry across the globe. Hyatt Corporations faced a 54.62% loss in 2021 which eventually affected their annual performance over their competitive chain of hotels existing within the market (Pandey, 2021). Hyatt Corporation shifted their focus from traditional media and adopted digital media to attain a new marketing strategy. This was difficult for them as the shift affected their loyal customers who were used to a marketing strategy which the chain of hotel provided previously. 
Marriott International was at a suitable state with their marketing strategy as their online promotional strategy eventually helped them to maintain a better position in the market during the emergence of the global pandemic It is necessary to understand Marriott International hotel has a generic customer who eventually understands the online promotional and the marketing strategy of the chain of hotel. This eventually helped the management to maintain necessary customer satisfaction across various economies and also helped them to attain their necessary profit from the market. Hyatt Corporation faced huge losses due to their shifting to new marketing strategy and it has been observed that the chain of hotel is still recovering from the 56.24% loss which they have faced in the year of 2020. This states how one chain of hotel has managed to adapt with the new strategy and how another is still struggling to attain it on necessary terms. 


[bookmark: _2g0svvq2fevj][bookmark: _Toc85459078]Conclusion 
The essay discussed the marketing strategies of Hyatt Corporation hotels and the Marriott International hotels. It has specifically discussed the services which both the chain of hotels provides for their customers. Generally, Marriott has been observed to be a bigger brand of hotel than that of Hyatt corporations and which has led them to attain necessary benefits within the hospitality industry across the globe during the severe situation of the global pandemic. Marriott successfully adopted their new marketing strategy through digital marketing which was already existing within their management. Yet in case of Hyatt Corporation, it was difficult for them to adopt and strategy as it eventually affected their customer satisfaction strategy as the chain of hotel used to attained their necessary profit from meeting necessary customer satisfaction within the market. The essay provided necessary information about two chains of hotels and how these new strategies have provided exposure and annual income in 2020. Lastly, the essay provided necessary information on the various adaptability strategies which are maintained within these chains of hotels. 
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