A comparison of the marketing methods of two multinational hotel chains
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Discussion in this essay will cover marketing strategies of two chosen hospitality service providers, Marriott International Inc and Hyatt Hotels Corporation. Diverse marketing strategies between the two companies are the subject of interest because they are one another’s competitors. Hyatt with around 2,000 mil dollars revenue is second closest to the Marriott’s approximately 10,000 mil dollars of revenue, based on the (Hoover’s 2021). analysis of Marriott. Having the right marketing strategy is crucial for today’s highly competitive hotel business. It helps attract guests in different ways, sell more rooms, increase occupancy, and drive profitability. (Rutherford,2016)
Marriott International story of success began in 1927 when founder J. Willard Marriott and his wife Alice opened up a root beer stand in Washington DC. Later they opened up few more restaurants and started supplying airport passengers with boxed lunches. Their son Bill was the one to break into hotel industry with opening up the world’s first motor hotel. (Marriott, 2021) From this point business went only upward, now Marriott has company-operated, franchised and licensed, residential and timeshare properties under 30 luxury, premium, select and longer stays brand names. In 2020 annual report is stated that number of properties is 7642 with little under 1.5 mil rooms spread across 138 countries (Marriott, 2020). Hyatt’s founder Jay Pritzker started success story in 1957 when he purchased the Hyatt House motel and later worked with his brother Donald to build the company into hotel chain known today (Hyatt, 2021). At the end of the year 2020 Hyatt Hotels operates with 925 managed, franchised and owned properties. In sixty-five different countries they have around 226,000 rooms under fourteen upscale, upper-upscale, wellness luxury, luxury and all-inclusive upscale brands (Hoover’s, 2021)*. 
‘‘Never underestimate the power of good night’s rest’’ was a big marketing campaign in the 90’s, when Marriott released Courtyard Inn to the market. Since the target group are business travellers they wanted to distinguish themselves from competitors with slogan, television commercial during high-profile events and with later introducing Marriot Rewards program. (Stanfel, 1999). Similar they unveiled Marriott Bonvoy in 2019 replacing previous reward systems. It’s a loyalty program that provides customers with broad pallet of benefits. Users are allowed to earn and further to redeem the points  (Marriott, 2021).  In recent years they invested in digital technology to provide customers more convenient stay in their hotels and offer higher efficiency with newly developed app (Pretap, 2021). Throughout it’s history Marriott has successfully built up variety of target markets within its industry by categorically targeting the requirements of its consumers. The conclusion was that Marriotts costumers are ‘’mostly individualistic, sophisticated, and self-defined travellers who are willing to spend extra money on their accommodations as well as people travelling on a business trip.’’ Based on the brand, different target market developed. For instance Marriott Courtyard’s target group are Over-the-road travellers, for Ritz-Carlton Hotels are luxury travellers and for Marriott ExecuStay are targeted people in need for month long accommodation (Shastri, 2017). For staying successfully competitive is crucial to seek the information, have proper data base and accurate research on the needs of clientele. Factors take into consideration are geographic, demographic, psychographic and behavioural segmentation (Rutherford, 2016). Hyatt in general mostly provides service to customers in the upper middle and upper income class group, people in the age group of 30 to 55 years in retail as well as the corporate segment of national and international range (Bhasin, 2018). Hyatt has three core brands that accommodate guests looking for luxurious top service and contemporary luxury experience. Those brands are Hyatt Regency, Park Hyatt and Grand Hyatt, within every of these brands different segmentation and positioning strategy had taken place (Hyatt, 2021). Hence Park Hyatt appeal to guests which expect recognition by staff but like to be in discreet environment, Grand Hyatt is positioned to allure the ones enjoying in being seen and known for their glamour lifestyle in the high end of town. Lastly The Hyatt Regency is the most accessible of the three. It is for people on the road and Hyatt tries to appeal to them as much as possible with fast check ins and check outs as well as they offer exercise, relaxation and rejuvenation (UKEssay, 2015). Twenty years ago they started to implement the changes in location of advertisement, to that point marketing communication has been restricted to the area of hotels and later they broaden beyond those cities where a hotel is located (Steward, 2001).
For all hotels worldwide new challenge rose with the popularity of Airbnb and Marriott as well as Hyatt were no exception. Marriott tackled new problem with understanding Millennials consumer needs (Pratap, 2020). Since over 80% of them use social media to make decisions it is not the only necessity to have a well-designed web site and organized back office but also to have a strong presence in social media. Important for marketers is also realising that through social media consumers can easily investigate accuracy of hotels advertisement (Constantinides, 2014). It is a challenge to deliver and to exceed costumer expectations (Hill, 2007). To meet needs of millennials or generation Y Marriott partnered with Snapchat influencers to make ‘‘Snapisode’’. The influencers showcase new and unique properties in short videos which later reaches to YouTube, Facebook, Instagram… and with this captures attention of different demographics. Because content does barley resemble to advertising is more widely accepted and viewed. In the spirit of consumer convenience and experience Marriott built its customers app which enables arrival to the hotel room without checking in and on departure without checking out. (Pratap, 2020). Social media can be a tool of bringing brand awareness to light and maintaining presence of brand in online market place. It became main point in understanding consumer purchasing behaviour as also learning about consumer’s perception of certain brands (Bamini, 2014). Regardless Marriott being at the forefront of online travel marketing with extensive global network and proprietary technology platform, Hyatt isn’t far behind. They had also been working hard on integrating digital marketing into well-curated strategy to attract individuals within their target group. Efficient example of digital marketing playing crucial role in hotel advancement is Hyatt’s recent campaign targeting female travellers. Data was collected through online feedback and questionnaire on their website. There they learned that a high number of women felt that hotel experience was built primarily for men. The changes were implied in rooms, amenities were adapted and healthier options started to appear on the menus. Hyatt didn’t stop there, they wanted to create proper awareness of the improvements so they incorporated social media, YouTube with satirical videos. Both Hyatt and Marriott are exploiting digital marketing to reach precise audience (Ghosh, 2019).
Sustainability, as a concept contains environmental, economic, and socio-cultural dimensions, and is most commonly defined as “development which meets the needs of current generations without compromising the ability of future generations to meet their own needs (United Nation Economic Commission for Europe, 2017).” Marketing research Traveller’s intentions to stay in green hotels from 2020 clearly exhibited that majority of respondents rather stay in green hotels (D’Souza, 2020). Marriott in 2020 introduced their sustainability and social impact platform called Serve 360: Doing Good In Every Direction. They target to ‘‘protect and invest in the vitality of the communities and natural environments in which we operate, build and operate sustainable hotels, source responsibly, advance human rights, and mitigate climate-related risk.’’( Mariott, 2021) During the pandemic they offered free hotel stays for healthcare workers, they provided food and essential items to associates in need. And by 2025 they would like to train their staff and raise awareness of human trafficking (Marriott, 2021). Hyatt in 2014 introduced their sustainability goals, which will they update at the end of this year. But to this point they obliged themselves to have greater impact in reducing greenhouse gas emissions and water use intensities, diverting waste, purchasing from local and sustainable providers and to build hotels with lower impact on environment (Hyatt, 2021).
Hotel industry is above all vulnerable when it comes to unexpected catastrophes as Covid-19. For example Marriott’s RevPAR in 2020 fell almost for 90% compared to 2019 (Marriott, 2021) and Hyatt’s for 50% (Hyatt, 2021). Response of both hotels as any other in fight against Covid-19 and bringing back costumers is fairly similar. Firstly focus is on developing AI (artificial intelligence) specifically when it comes to high-contact scenarios, based on this the costumers and frontline employees can be protected. Secondly more than ever hygiene and cleanliness are crucial (Jiang and Wen, 2020). Guest of both hotels are encouraged to download hotels mobile application and digital guest service. This offers contactless check-in and check-out, you can chat and have service request and mobile key. Both hotels envisioned to drive bookings to their direct channels, which delivers more profit. And furthermore both are committed to maximum hygiene and cleanliness, which they will achieve with proper amenities and training their employees (Marriott, 2021; Hyatt, 2021). Marriott on account of virus found even new consumers and get them to book their properties, those are people who are taking regional or even local road trips (Kauffman, 2020).
Nevertheless, hotels of dimensions of Marriott and Hyatt will find a way to survive in almost any circumstances. Since they both serve similar clientele (although Marriott is more high-end) they have a number of common obstacles and challenges, which they both successfully tackle. Both understand the importance of customer satisfaction and recognizing data collection as a key to correctly interpret guest needs. Hyatt and Marriott are both skilful when it comes to usage of social media and digital marketing. The two invest a lot in their brands, since they know this is crucial way of distinguishing themselves from the competitors. 
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