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Marketing plays a crucial role to conduct a business. It informs the consumer about goods and services, and attracts them toward using the services. Hotel business also requires appropriate marketing to attain their target goals and objectives (Buttle, 2019). Two notable hotel chains are Marriot international and Hyatt international. This essay focuses on the marketing activities of them. Marriott is conducting their business in 131 countries by more than 7000 hotel. They have about 150000 employees all over the world. Though this group has various brands but hotel business is the top of them. Marriott started in the year of 1927 and till now conducting business successfully (Marriott, 2021). Hyatt international another large organization which has about 20 brands among them hotel business is worth mentioning. They are conducting hotel business in more than 60 countries by about 1000 hotels. Both of the hotels took extensive marketing activities to grab their targeted customers. In this post Covid-19 period more attractive marketing help them to gain expected return (Hyatt, 2021). This essay shows their marketing activities and relevant comparison. 
Every organization has their distinctive marketing focus and history. Organization marketing strategy is selected for definite goal achievement, besides they have some specific objective in marketing that is different from others (Ivanova et al., 2016). Marriott international emphasize on improving brand recognition. To increase brand position in the market necessary attempts are taken by the marketing department. They ensure better services, they have availability of necessary resources, they offer several opportunities to attract and retain customers. With the change of time they also adjust their strategy (Marriott brand, 2021). For example: Facing the Covid-19 they brought remarkable change, extensive marketing, cutting down price, offering discount and other facilities, as well as maintaining health regulation is worth mentioning. Hyatt international hotel is also careful about their marketing strategy; they try to gain competitive advantages. They are also customer focused, so satisfactory service generation is important in their marketing strategy. This organization also adjusts with changing situation. They adopt new technology and services facing the pandemic covid-19 (Hyatt brand, 2021). 
Market segmentation and targeting is the strategy of marketing. Organization selects segmentation and targeting to attract specific customer. Marriot international conducts segmentation based on geographical location. They set their hotel at populous city and near the transport. That helps them to get more customers. Their target customers are middle class and higher class people. They serve this category of people by business class and economy class of services. Pay range of this organization varied based on class. This geographical segmentation and class targeting can support to conduct marketing specifically and appropriately (LaTour and LaTour, 2016). They also consider demography to segment and target the customers. 
Most of the hotel business focuses on geographic segmentation. Hyatt also conducts geographic segmentation to get target customers. They gain more customers by being near to them. They set their hotel at big city and near crowded place. There is difference in their target customer. Hyatt target customers are all the people from teenage to old. Marriot mainly focuses on business class people. But Hyatt focuses on all classes of people (Hyatt brand, 2021). 
Positioning strategy is taken to get better position in the market place. To gain the position organization adopt differentiate strategy. Both of the hotels have good position in the market. Marriot focuses on three major pillars of positioning. Their three pillars stands for crating foundation of services, rendering expected services, and ensuring necessary features. This organization position itself by higher quality and greater services. Their environment is attractive and room facilities also admirable. So, these help this organization to gain position in the market. Hyatt is positioning the business by being near at the customers, providing low cost facilities and available for all class of customers. They also adopt updated services and technology to gain position in the market (Karampini, 2018). 
Several factors need to consider by marketing managers to take effective marketing strategy. Among them notable consideration is competitors. Marketing manager need to consider about competitors marketing strategy and business strategy in the time of marketing planning. They require adopting better strategy, ensuring availability of better resource and process to gain competitive position (Ottman, 2020). So, hotel business also considers these vital factors for their marketing planning. By considering the importance of competitive advantages hotel chain focuses on differentiation, technology development, gaining brand recognition, making loyal customers and so many. Both Marriott and Hyatt international are concern about competitors and taking effective marketing strategy. Facing the effect of Covid-19 Marriot emphasize digital marketing and make the business digital. At present most of the services are available in online. Customers can choice, book, pay in online. Hyatt adopts several social media marketing and digital marketing. Peoples mostly depend on social media so it is effective for the organization (Sert, 2017). 
Present marketing activities greatly dependent on green marketing. Green marketing indicates environment friendly business activities that are helpful to protect communication and environment. It influences the customers toward the organization (Chan, 2013). Marriot hotel is careful about environment protection and sustaining their community. As a result they conduct various CSR activities in the community. They donate a lot for environment protection. Besides, they don’t do any action that may hamper the society (Marriott brand, 2021). Hyatt International hotel is also concerned about green marketing. Marriot has adopted several measures for youth development and employment. They render training and job for the unemployed people. For environment protection they are committed to reduce carbon emission, besides use of single use goods also reduced in the organization. They planted significant number trees all over the world in last two years. Their activities are important to ensure sustainability and make green environment.
Hyatt international is also careful about green marketing and sustainability. They think investment for green marketing in some extent invest for the organization itself. They also banned single used plastic and emphasize on reduce carbon emission. They take measures to reduce emission of greenhouse gas. Their green marketing activities incorporate planting trees, ensuring equality, value diversity. For sustainability the organization render enormous opportunity for its stakeholders, including-employees, customers, investors and suppliers etc. They ensure healthy work environment for the employee. They are donating to rehabilitate adults, and are creating job for the unemployed (Hyatt, 2021). Thus, they contribute by green marketing and sustainability.
Covid-19 has changed the marketing activities of the business. Covid019 has significant impact on economy, peoples, country and business organization etc. So, hotel business need to take strategy that is helpful to face consequence of Covid-19. To position the business in the market it is very much crucial (Rosemberg, 2020). They are now taking measures for ensuring health safety of employee and customers. Employees are provided home quarantine and medical treatment if required. Vaccination has introduced in the organization to reduce the risk of corona. Polices has taken to position the organization, for emergency money back opportunity is offered, social distancing is mandatory in the organization, face mast also mandatory, testing the customers before providing services. They also donate to protect affected people and support is provided in government fund. Besides following the Covid-19 some expenditure has cut down. Thus various activities are taken to position the organization. Their marketing activities inform customers about their new facilities, discount, and health concern (Martin and Isozaki, 2013). Their attempts to face covid-19 also informed to customers. 
Marketing activities of Hyatt is also flexible; they adjust themselves with changing situation. Covid-19 has brought about remarkable change in the marketing. They have taken policy of “safety first, wellbeing always”. They contract with clinic to provide medical services to their employee, employees are trained about maintain health protocol. For customers they has taken policy of maintaining social distance, wearying face mask, ensuring health security in hotel premises etc. At present only the customers who have taken vaccine are allowed to take services from the organization. They also committed to provide healthy foods to the consumers. Thus different strategy supports this organization to get positioning the market. Their marketing activities are trying to inform customers about the facilities provided by this organization in this pandemic. They are also making the people aware of Covid-19 (Shin et al., 2021).
For all the business most relevant success factor is their marketing. So, appropriate markeitng is the key to success. Marriot and Hyatt are in good position due to their effective marketing strategy. Marketing should focus on positioning itself in the market, proper segmentation and target marketing should be used. Effective strategy based on correct situation is important. Flexible and dynamic marketing is another key factor. It can adjust with change. During covid-19 this marketing supports a lot. At present digital and social media marketing can be effective. Green marketing and sustainability is one kind CSR activities that can motivate the consumers positively so it should be followed by the organization (KHAN et al, 2018).  

References
Buttle, F., (2019). Hotel and food service marketing. London: Cassell.
Chan, E.S., (2013). Gap analysis of green hotel marketing. International journal of contemporary hospitality management.
Hyatt brand, (2021), [online] hyatt.com. Available at: https://www.hyatt.com/development/ourbrands, [Accessed: 22th November, 2021].
Hyatt, (2021), [online], Available at: <https://about.hyatt.com/en.html> [Accessed: 22th November, 2021].
Ivanova, M., Ivanov, S. and Magnini, V.P. eds., (2016). The Routledge handbook of hotel chain management. Routledge.
Karampini, F., (2018). The role of Social Media Marketing in Hotel Marketing: how the hotels in Oia Santorini use the Facebook as part of their Marketing Strategy.
KHAN, Y.H., HAKEEM, S.M.A. and NAUMOV, N., (2018). The use of branding and market segmentation in hotel marketing: A Conceptual Review. Journal of Tourism Intelligence and Smartness, 1(2), pp.12-23.
LaTour, M.S. and LaTour, K.A., (2016). Building an integrated marketing communications mindset for hotel managers. In The Routledge Handbook of Hotel Chain Management (pp. 555-566). Routledge.
Marriott brands, (2021), [online], Available at: <https://www.marriott.com/marriott-brands.mi> [Accessed: 22th November, 2021].
Marriott, (2021), [online], Available at: <https://hotel-development.marriott.com/brands/>, [Accessed: 22th November, 2021].
Martin, D. and Isozaki, M., (2013). Hotel marketing strategies in turbulent times: Path analysis of strategic decisions. Journal of business research, 66(9), pp.1544-1549.
Ottman, J., (2020). Green marketing. 2nd ed. Lincolnwood, Ill.: NTC Business Books.
Rosemberg, M., (2020). Health and safety considerations for hotel cleaners during Covid-19. Occupational Medicine, 70(5), pp.382-383.
Sert, A.N., (2017). Niche marketing and tourism. Journal of Business Management and Economic Research, 1(1), pp.14-25.
Shin, H., Sharma, A., Nicolau, J. and Kang, J., (2021). The impact of hotel CSR for strategic philanthropy on booking behavior and hotel performance during the COVID-19 pandemic. Tourism Management, 85, p.104322.



[bookmark: _GoBack]
6

