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The objective of this essay is to compare the differences of the operation ways of two multinational hotel chains.

This writing also decides if hotels of diverse sizes and with similar ownership type, like Marriott International and Hyatt Hotel Corporation, vary on their view of the importance of reaching these capacities.

The Mariot International is very varied, offering the most powerful portfolio in the industry with thirty brands and seven thousands hotels + properties across one hundred one countries and territories giving to the people more ways to connect, experiencing and expanding their world. (Mariott, 2021).                                                            Marriot Hotels Founded in 1927 by Alice S. and J. Willard Marriot  Today it is ran by J.W. Marriott, Jr., is chairman of the board and chief executive officer and William J. Shaw is president and chief operating officer. (Mariott 2005)

Hyatt Corporation goes back to 1957, when entrepreneur Jay Pritzker purchased the original Hyatt House motel. Pritzker and his brother, Donald, worked to grow the Hyatt brand, powered by their belief in the importance of family and care. As of June 30, 2021, Hyatt is a global hospitality company with 20 premier brands and more than one thousand hotels and all-inclusive properties in 68 countries across six continents.

Ben Davies (2021) describes hotel marketing as an umbrella term, which refers to the various marketing strategies and techniques that hotels use, in order to promote their business and make a positive impression on customers. Essentially, it is about making a hotel as appealing as possible, in order to attract as many guests as possible. Differentiation is refined though security and supporting a competitive advantage. Also, hotels may achieve sensible differentiation by giving reliable brand messages. (Cai and Hudson, 2004).

Mariot International works in three different forms: franchises hotels and resorts, all of them innovating and turning the outcomes to minimize the environmental footprint by sustainably managing the energy and water use, reducing the waste and carbon emissions and increasing the use of renewable energy. (DiversityInk S. 2020)

Known as the Hyatt 2020 Vision, these new, ambitious environmental goals define a suite of measurable and actionable targets across three focus areas – use resources thoughtfully, build smart, and innovate and inspire – all with the goal of bringing together Hyatt hotels around the globe to create a more sustainable future. (Hyatt Chicago 2014).

(BUSINESS JOURNAL 2014) Gallup's latest hospitality study reveals the preferences of the up-and-coming generations of guests, who could reshape the industry. 

Fully engaged guests have a strong emotional attachment to a hotel brand. They will promote it among friends, family, and colleagues. (DANIELA YU 2020)

The financial collapse of 2008 and the ensuing Great Recession wreaked havoc on consumers' spending habits, particularly on "extras" like vacations. But staycation-weary Americans are showing signs that they're willing to spend on travel again. This is welcome news for the hospitality industry, which struggled with record-low occupancy rates during the years after the economic downturn. To capitalize on the fresh influx of travelers and build lucrative new relationships -- especially with younger guests -- hoteliers must strategically position their brands to make the most of these opportunities. (BUSINESS JOURNAL 2014)

Gallup's 2014 Hospitality Industry Study uncovered compelling insights into what engages hotel customers from each generation -- and what these guests really want when booking and visiting a hotel. The findings also shed light on the emerging preferences of Millennial guests (born 1980 to 1996), who wield the power to reshape the industry through their sheer numbers. And the results also make a strong case for engaging the outnumbered, often-overlooked members of Generation X (born 1965 to 1979).

Guests of every generation want more than a hotel stay. They want a distinct experience, which is why engaging them is so important. By measuring customer engagement, hoteliers can become better attuned to guests' psychological connection to the brand, making it easier to anticipate guests' needs and to provide the emotionally fulfilling experience they are looking for.

For hotels, engagement is also a powerful predictor of business growth. Gallup data show a conclusive link between customers' engagement levels with a hotel and the amount of money they spend while they are there. Overall, guests spent an average of $457 at the hotel they visited most frequently in the past 12 months, but fully engaged guests spent $588 compared with $403 for actively disengaged guests -- a difference of $185. And fully engaged guests are less price-sensitive than indifferent or actively disengaged guests, regardless of generation, when booking a repeat hotel stay.

Fully engaged guests have a strong emotional attachment to a hotel brand. They will promote it among friends, family, and colleagues and go out of their way to stay there. Actively disengaged guests have negative, possibly antagonistic, feelings toward a brand and often share their ill will through word of mouth or scathing online reviews. Indifferent guests have no strong feelings toward a brand and may switch between different brands on a dime.

In the hospitality industry, about one in five customers on average are fully engaged. This holds true for Generation X (22%) and Millennials (20%), though engagement rises slightly to about one in four for customers in the two older generations -- Baby Boomers (born 1946 to 1964; 25%) and Traditionalists (born in 1945 or earlier; 26%). These comparatively low percentages indicate that hotels have the potential to greatly boost their business by doing more to create a meaningful connection with guests, especially younger ones.

Marriott International Hotels realised that millennials don’t buy into old-fashioned travel norms. They’re more spontaneous: 49% book trips at the last minute and only 58% book traditional lodging. Over 80% use social media to make decisions, and user-generated content has the most influence.

To tap into that, Marriott partnered with Snapchat influencers to make “Snapisodes” that mimic TV travel documentaries. In these Snapisodes, the influencers showcased Marriott’s new and luxury properties.

 Hyatt Place, Hyatt’s upscale select service brand designed for business travelers. (Hyatt Chicago 2018)
Global Hyatt Corp. said on 25 January 2006 it was looking to attract customers in their twenties and thirties for its upscale extended-stay and limited-service hotels to take market share from competitors. "The target has always been the mid-week road warrior -- that was the baby boomer mentality. Now, the market is more fragmented and people are mixing business with leisure," Jim Abrahamson, Hyatt's senior vice president of acquisition and development, said at an industry conference.
The COVID-19 pandemic had an unprecedented negative impact on the hospitality industry. According to a report published by the American Hotel and Lodging Association (https://www.ahla.com/sites/default/files/recessiondepression_0.pdf), the expected US hotels losses are nearly $83.7 ($51.2) billion in room revenue in 2020 (2021), compared with 2019, while job losses in 2020 (2021) are projected to be nearly 630,000 (546,000). In addition, about half of hotel markets, representing 72% of hotel rooms in the US, are still in a recession or depression. These numbers indicate that most of the hotel industry has a long road to recovery, especially when considering that an occupancy rate of 35% or lower makes it impossible for many hotels to stay open. In Fact, individual hotels and major operators are projecting occupancies below 20% (https://hoteltechreport.com/news/tourism-industry-statistics#hotels).
Marriott, Hilton, Wyndham and countless others have extended the enhanced hygiene practices and protocols they have developed to facilitate meetings in the age of the coronavirus pandemic. Cvent, meanwhile, has aggregated these programs to make them easily accessible at the time of sourcing.

Marriott International rolled out a variety of planning tools on MarriottBonvoyEvents.com, including evolving best practices for holding safe meetings, new floor plans that account for distancing requirements, virtual consultations and site tours, information about redesigned food-and-beverage experiences, and a frequently updated list of requirements and guidelines. (2021 by Northstar Travel Media LLC)

All Hyatt hotels will work with local health authorities and follow local guidelines to make arrangements for guests who may be required to self-isolate after their COVID-19 test, either by accommodating guests on property or a local quarantine center. Guidelines and services vary by destination.  hyatt.com/care-and-cleanliness.

Also cleaning and sanitization of frequently touched surfaces and high-traffic areas using hospital-grade disinfectants, as well as exploring and testing the use of electrostatic sprayers, all guests and colleagues are required to have a body temperature check each time they enter a hotel, hand sanitiser all around the hotel and guests may be required to wear face masks or coverings in hotel indoor public areas and when moving around in outdoor areas, based on local or national mandates or guidance. 
Guests may purchase additional on-property tests for a fee, which varies per property. Guests can visit hyatt.com/covid-19 for a list of participating resorts.
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