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           Most of the companies that operate in the hospitality industry are allocating significant amounts of capital for their marketing strategies in order to improve their brands and acquire new customers (Spector,2018). However, in order to spend their capital as effective as possible, these companies need to have a clear approach in how to segment the market and to align their brands with various segments of customers. As Charles Lamb (2003, p. 261) stated – “market segmentation is to divide a market into smaller groups of buyers with distinct needs, characteristics or behavior, who might require separate products or marketing mixes”. It is a process where the market is divided into groups of customers with similar needs. Customer with similar needs who are placed in the same segments are way more likely to pay higher prices if all their needs are met (Blythe, 2003, p. 5).
           The Hilton hotel has a marketing strategy of segmenting the market by developing various brands which are tailored to appeal to a wide range of customers. It is one of the largest hospitality companies in the world as it operates 6,100 properties in more than 119 countries (Hilton, 2021). It owns 18 brands across its portfolio – each brand with a unique selling point for a specific segment of the market. For example, its luxury collection which contains brands such as Waldorf Astoria or Conrad Hotels are aimed at attracting wealthier individuals with a luxury approach. These brands are placed in locations which attracts these types of customers, such as Bora Bora or Hong Kong. Other brands, such as Canopy by Hilton are operating in the upscale market segment – this brand is aimed at family and business travelers as their service is designed to be simple, guest-orientated and with extra amenities which are sought by this segment. Its brand segmentation ends in the midscale segment where it operates the Tru brand – aimed at value-seeking business and leisure travelers due to its modern design and quality amenities. (Hilton, 2021).
           On the other hand, the Hyatt Hotels operates in 54 countries where it has 777 properties. It operates 15 brands with most of them in the luxury segment. Some of the brands it owns are Park Hyatt, Grand Hyatt, Andaz, Hyatt Centric or Hyatt Place. For example, Grand Hyatt brand is designed to cater for high-end tourist and business travelers looking to spend couple of days between flights in a premium accommodation. That is why most of the hotels from this brand are placed in strategic areas such as gateway cities, airports or near major resorts (Forbes, 2017). The Park Hyatt brand is designed to appeal to leisure travelers and small groups of individuals who want to have a relaxing holiday around green areas and a cozy design (Forbes, 2017). Its whole business concept is to target high-paying customers by providing them with a 5-star service. Its main target for its customers is wealthy tourists, business owners of any other high-paying professionals or diplomats who would be keen on paying a higher-end price for their accommodation (Hyatt Hotels,2021). Most of its brands have as competition the brands owned by Hilton as most of them operates in the same locations – Dubai, Shanghai, Tokyo, New York etc. (Hyatt Hotels, 2021). 
           It is noticeable that there are some differences in how Hyatt Hotels decided to develop their brands compare to the Hilton’s. Hyatt’s brands are mostly designed towards the luxury segment of the market, while Hilton has a more balanced approach as it has brands to appeal for almost any customer segment. In addition to this, Hilton also operates in more countries therefore their marketing strategy has to be tailored in order to promote all the location it operates in. 
             Marketing techniques have developed massively during the last decade. At the beginning of the 21st century most of the marketing was done through traditional routes such as TV, radio or newspaper (O’Neill,2021). However, things have changed and now most of the companies are allocating huge budgets to gain traction within the digital advertising – from promoting their pages on social media platforms to designing responsive web pages and mobile applications.  
          If the previous era was using a one-sided conversation with the potential customer via traditional marketing routes – this era is all about relationship building between the brand and the customer (O’Neill, 2021). And Hyatt Hotels were among the first companies to do this as it started a Twitter page which was aimed to be the first global concierge service. It aimed to build a huge following in order to promote its brands to possible customers (Dua,2014). Following this strategy, it has started to implement various strategies of promoting the brands via social media platforms. It operates on most of the platforms such as Facebook, Instagram, YouTube or Twitter. The aim is to engage with its customers via these digital channels in order to create a stronger relationship (O’Neill, 2021). It has also developed a mobile application with the aim of providing a more personalized and seamless experience to its customers – this also allow them to gather more information and personalize future stays of its guests (George,2021).
          In its marketing campaign, Hyatt focuses on delivering its messages towards the high-end traveler. Its campaigns are designed around aligning its brands as a loyal and community-driven business while still providing a luxury service and adapting itself to the needs of the customer. It uses big data gathered via its rewards scheme or mobile application in order to target the individuals and tailor the campaign based on the customer preferences (Davis, 2013).
         On the other hand, Hilton operates mainly in the same way as Hyatt. It has a particular focus on digital advertising by using its social media account to promote its brands and improve its relationship with its guests. Hilton uses a “social listening” approach in order to gain insights on how their audience is feeling at any given time. It uses this data in order to develop better marketing campaigns which appeals to the emotional side of its customers (Grano, 2021). It also uses its social media platforms to create shareable videos or posts in order to get a better reach throughout the platform. 
             Hilton uses brand partnership in a way to gain the trust of its customers and strengthen the brand – during the pandemic it has started a partnership with Lysol which is a cleaning brand (Grano, 2021). As it has noticed that the consumer behavior is shifting towards better hygiene (Basu,2021), Hilton has developed a physical seal called CleanStay which let the guests know that the room has been professionally deep cleaned after the last guest and that no one entered the room after that. It has shared the measure across all its social media platforms and created a YouTube video to show how the rooms are deep cleaned (Grano, 2021). 
          Hilton listened and responded quickly at the shift in consumer behavior towards hygiene. However, Hyatt has done the same after the devastating effects of the pandemic. Its commitments included a hygiene accreditation at all hotels from the Global Biorisk Advisory Council – providing detailed internal training and third-party audits. Also, Hyatt decided to appoint a hygiene manager in all its hotels in order to keep a track of all its business operations from food and beverage to reception service – all of them with clear hygiene regulations (Stein, 2021). All the measures have been promoted via its social media platforms in order to gain more trust and to show its customers how quick it reacts to the rapid change in the business environment. 
             Although, both companies adapted well to the effects of the pandemic, they still have work to do regarding the other important factor – sustainability. 
          Hilton is known to be one of the leaders in sustainability (Petruzzo, 2019). It has made tracking and reporting energy, water and waste a brand standard across all its hotels through LightStay (Petruzzo, 2019). This helped them reduce its carbon emission with 34% and 41% reduction in waste to landfill. 
          Hyatt has introduced various measures throughout its hotels in order to make them eco-friendlier. For example, it has transitioned to large-format bathroom amenities replacing the small bottles - aimed at decreasing its plastic usage. Also, it has increased the number of water stations in key public spaces within the hotel for guests to refill their water bottles (Haines,2019).
         As more and more measures are put in place by both companies, they will need to advertise and promote all its key targets via social media platforms. In this way, it helps them keep building the relationship with the customers and show that they are listening to the needs of the world. There is a clear shift in consumer behavior towards hygiene and sustainable future, therefore the marketing strategies must be tailored around these social factors (Basu,2021).
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