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Introduction
The selected hotel chains for the task are Marriott International and Hyatt Hotel Corporation. The main reason behind choosing Marriott International is that it is one of the most popular hotel chains around the world. Based in the USA, the hotel has succeeded in the case of operating in different parts of the world. On the other hand, the Hyatt Hotel Corporation has gained immense popularity in the present time. It is also based in the USA and is the first choice for a large number of people. There is strict competition between the two in the global context. 
Marriott Corporation
Marriott Corporation opened its first hotel named Twin bridges motor Hotel situated in Arlington Virginia on January 16, 1956. The second Hotel was Key Bridge Marriott in Rosslyn, Arlington, Virginia and it was opened in the year 1959 (Marriott International, 2021). The second one was the longest operating hotel of Marriott International. This organisation embarked on a particular advertising campaign in the year 2011. From the past few years, the marketing approaches have undergone some changes from one-dimensional approach to the multi-dimensional approach. Marriott Hotel integrated the concept associated with the brand extension. It has mainly emphasized the changing behaviour of customers by developing larger portfolios of brands. The company has tried to provide more focus on the demands of the customers in the last few years rather than just advertising about the facilities provided by the company. Marriott has become a popular business firm by giving more focus on innovative approaches and assessing the demands of the customers (Summers and Summers, 2017).
Hyatt Corporation
In 1967, Hyatt Corporation opened Regency Hyatt house in Atlanta Georgia. This futuristic hotel, which was properly designed by the architect of Atlanta named John Portman designed many hotels for the chain (Hyatt.com, 2021). It featured a huge indoor atrium and it became a unique feature for many properties of Hyatt. In comparison to Marriott, the marketing strategy of Hyatt evolved for focusing more on reaching the consumers online where they research and plan travel most often. It has been stated by the director of the digital media in Hyatt that with the help of digital channels, the marketing dollars are properly trackable and efficient (SYAIFULLAH et al., 2021). This is the reason why the organisation allocates more than half of annual media expenses to digital. It has made a change in its digital media by conducting a recent campaign targeting business travellers of the female category (Jones et al., 2017).
Comparison of the Marketing Methods Betweeen Two Hotels
Marriott International is located at 8,484 places around the world. The company has an employee base of around 121,000. With certain subsidiaries, the multinational hotel chain has made a huge profit in the last few years. The hotel chain has gained revenue of $10.571 billion in 2020 (Marriott International, 2021). In terms of the market position, Marriott International has a 13.30% market share in the USA. Apart from that, it has been found that the hotel chain has more than a 3% market share in the $300 billion global markets (Marriott International, 2021). 
On the contrary, Hyatt Hotel Corporation has more than 1,000 hotels in the world. It has around 100,000 employees globally. The hotel chain made revenue of $5.020 billion in 2020 (Hyatt, 2021). The market share of the hotel chain in the USA is 7.12%. In terms of global market share, Hyatt Hotel Corporation has around 1.2% market share. In terms of total properties, Marriott International has 7,484 properties (Statista, 2021). On the other hand, the Hyatt Hotels Corporation has 939 properties. It can be that both the hotel chains have succeeded in the case of obtaining sustainable positions in the global market. 
In order to attract more customers, the management of different organisations uses to adopt various marketing strategies. While assessing the marketing strategies of Marriott International, it has been found that the hotel chains are more focused on digital promotions (Madar, 2017). They use to promote their hotels via their website, and also through different social networking sites. It has been found that they use to opt for different campaigns in social media to attract more customers (Marriott International, 2021). They often use to create a promo code for their guests because of the sharing of the promotion page of their website (Madar, 2017). Apart from that, the hotel chain provides free merchandise to their key customers, which is a part of their loyalty program. 
On the other hand, it can be said that Hyatt Hotels Corporation has opted for the implementation of top-notch marketing strategies. The company offers a signature membership card called Hyatt Gold Passport to its key customers so that they can be retained (Jones and Comfort, 2019). The company has used media channels so that people around the world can know the hospitality service they provide. It has been known that they use to offer voucher cards to customers who use to extend their stay for more than two nights in a consecutive manner (Hyatt, 2021). Relying on their tagline of 'We are for People', the company believes that their customers are their most potential advertising medium because of mouth publicity (Novianti and Fajar, 2019). 
The executives of Marriott will be tailoring the hotel and its marketing efforts towards the millennium. According to the brand manager of Marriott, millennial travellers are the main focus of the customer segment for the next 30 years (Marriott International. 2021). Rooms of Hotel have been redesigned for applying to the design sensibilities associated with younger travellers. By targeting the millennial, Marriott is looking for Hotel sustainability. On the other hand, Hyatt mainly used the data for driving the performance (Hyatt.com. 2021). Mainly teamwork is encouraged by this organisation to find solutions to the problems (Picazo and Moreno-Gil, 2018). This organisation mainly used data and based on that customer segmentation is done.
Marriot tried to minimise environmental footprint by managing energy and water utilisation sustainably. The organisation has made efforts for reducing wastes and emission of carbon by increasing the utilisation of renewable energy. Innovative technologies are implemented by this particular organisation to communicate, track, implement and plan the responsibility of operating in order to mitigate risks related to climate. On the other side, Hyatt took a systematic initiative. At first, they made a campaign of reducing single-use plastics at their properties (Slootweg, and Rowson, 2018). It is because plastic can be considered as non-biodegradable waste. It has been considered as a step forward in a broader context of the things that have been planned by Hyatt for attaining sustainability in the environment (Hyatt.com, 2021).
Marriott is in a strong position as it contains large reserves of cash and acquired just under 50% off 4.5 billion dollars revolving facilities of credit left to tap (Marriott International, 2021). It can be considered as a huge advantage for this organisation as it has made an attempt for overcoming the inevitable hardships of finance caused due to Covid-19 (Modica et al., 2020). On the other side, Hyatt faced a historical drop in their business. Therefore, Hyatt tried to recover in a fast and rapid way by making a difficult decision to implement layoff and properly restructuring the roles within the Global functions of Corporate (Hyatt.com, 2021). It has affected 1300 colleagues all around the world.
Hyatt placed prominent sanitisers' stations throughout the hotels (Hyatt.com, 2021). This organisation has focused more on and answering the protocols and of food safety and hygiene. It has given a good marketing message to the customers that the organisation is thinking for the health of customers along with making profits. In comparison to Hyatt, Marriott tried to announce new meticulous standards of cleaning for curbing the spread of Covid-19 (Hussain et al., 2020). This involved a considerable number of changes in the cleaning regime as well as introducing cleaning technologies to provide support to the health and well-being of customers (Marriott International, 2021). During this pandemic, transparency was maintained by the organisation by sharing clean information about it across social media (Goh, and Okumus, 2020).
Conclusion 
Therefore, it can be concluded that both the organisations have tried to evolve their marketing strategies and introduce innovative Technologies to get profit in the modern world. On the other hand, it can also be said that Covid-19 has been damaging for the hospitality industry. After opening, the organisation tried to maintain safety measures and conducted awareness campaigns for the people. It is done in order to make them understand the value of using sanitisers' masks gloves or other PPE kits to minimise the spread of a deadly disease called Covid-19.
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