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Introduction
Marketing is defined as the process that helps in determining demands of potential buyers for any particular good or service. Implementation of effective marketing approaches has been identified to be essential for accomplishment of major goals and targets of businesses. Marketing strategies and initiation of other functions associated with that has become a beneficial factor for renowned hospitality organizations across the world. Through this essay, marketing methods implemented by two renowned hospitality organizations, Marriott International and Wyndham Hotel and Resorts, will be compared. Current market position of these two recognized hotel chains will be evaluated and existing marketing strategies will be also highlighted. For green messaging and sustainability, approaches of these two hotel businesses will be demonstrated. Furthermore, marketing approaches taken during the pandemic, COVID-19 will be discussed. 
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Marriott International is a large multinational hotel chain business operating in the hospitality industry. With the establishment of the hotel chain in 1927 by J. Willard Marriott and Alice Marriott, several hotels were developed all around the globe. This hotel chain business provides services in hotels, timeshare properties as well as residences (Guerra, 2019). Currently, this hotel chain operates in 131 different countries and under brand names such as Sheraton Hotels, Ritz-Carlton, Delta Hotels, JW Marriott Hotels, The Luxury Collection, Sheraton Hotels and Resorts, Marriott Vacation Club and some others, this hotel chain operates. On a worldwide basis, this hotel chain has developed 7642 properties that comprises of 1,423,044 rooms. On the other, Wyndham Hotel and Resorts is another large hotel chain business operating in 9280 different locations of the world. The organization was established in 1981 by Trammell Crow (Page.mysoftinn, 2021). Wyndham Hotels and Resorts own twenty brands including Days Inn, Baymont, La Quinta, Howard Johnson, Travelodge, Ramada and Super 8. Initially, the organization was established as a Hospitality Franchise System and later business was expanded into different brands. The reasons for selection of these hotel businesses for the essay is that it will help in understanding the marketing strategies adopted by such large organizations in terms of operating its business in the international market platform. In-depth knowledge about marketing strategies will help in understanding concepts appropriately. Moreover, marketing perspectives of the businesses have helped these organizations in establishing competitive advantage. In addition, these two organizations have been leading hotel businesses operating in different locations and thus, marketing prospects of such organizations will help in understanding its significance. 
Marriott International has recognized the importance of incorporating effective marketing and promotion strategies for attracting tourists/guests. Previously, the organization focused on advertising through billboards and promoted services through its websites. However, advancement in technologies has led the organization primarily to use digital marketing strategies for meeting requirements of guests and for accomplishing business targets. User-generated contents in social media platforms such as Snapchat have led Marriott International to attract guests (Popsa, 2018). By partnering with Snapchat influencers, snapisodes are made for highlighting luxurious and new properties of Marriott. In snapisodes, television travel documentaries are mimicked. Besides this social media platform, posts on Facebook by using promo codes and advertisements on YouTube have benefitted this organization. Pictures of guests including influencers, internet celebrities and bloggers are also posted in such platforms for sharing original contents with the viewers (Gupta, 2018). Additionally, marketers of Marriott International also continued to utilize their websites for attracting guests and in that, changes in services, user-friendly options of booking are offered. User-friendly options of booking hotel rooms or any other services are primarily offered for making it feasible for guests to avail services. Wyndham Hotel and Resorts have been also utilizing different kinds of effective marketing strategies for attracting guests after its establishment (Skift, 2021). Advertisements in banners and television were previously prioritized as effective marketing strategies for making customer base stronger, Technological advancements has led this hotel business to utilize new kinds of digital tools for marketing. Through deployment of Amperity’s customer data platform, the organization has highlighted its global marketing capability. As part of broader technology transformation, Wyndham Hotel analyses data from different system in order to deliver guest insights (Bowel et al.,2016). Through application of 360º social media strategy, Wyndham Hotel business acquires data regarding requirements of guests’ and centralize data from both online and offline mediums, email transactions and loyalty program activities. Data regarding potential customers are utilized by marketers of this hotel business for identifying whether such users are suitable for the products, Wyndham Rewards Earner Business Card (Dwivedi, et al., 2015). Besides this strategy, Wyndham Hotel Group has made a license agreement with Planet Hollywood International for offering management services to guests in the international platform. Through this entertainment based hotel offering, Wyndham Hotels can expand its base in a large market space. Services through Wyndham Direct has also enabled in attracting guests from different locations (Parkin, 2016). 
As far as the current market position of Marriott International is concerned, the organization has acquired a large position in the global hospitality industry. It is the only hotel business in the entire globe to be certified under Aon Hewitt Global for best Employers Program. Moreover, in the Fortune and Travel + Leisure Best in Business Travel survey, Marriott Rewards has been considered top loyalty program (García et al., 2018). Current position of Wyndham Hotel and Resorts can be analyzed from the fact that the organization has been able to attract customers from different parts. As a leading organization that provides several kinds of hotel services, Wyndham Hotel has been recognized as business providing Best Loyalty Program (Menon, 2021). 
Current marketing strategy implemented by Marriott International mainly includes inclusion and diversity related aspects. By acquiring a strong position in the multinational hotel chain business, Marriott International has considered initiating wellbeing practices for professionals and guests. Presently, inclusion as well as diversity along with developing of global portfolio of the brand has been considered effective marketing strategies. In implementing such marketing strategy, marketers and other senior professionals of Marriott International have prioritized the needs of offering high quality services to guests and strict provisions for maintaining wellbeing practices have enabled in attracting guests. For promoting inclusive culture, UNITY and Family perspective is prioritized by Marriott International. It has led in recruiting, advancing and retaining employees. Inclusion and diversity has thus, become core values of this hotel chain. On the other, Wyndham Hotel and Resorts, as discussed in the previous paragraph, have focused on Amperity’s customer data platform as an effective marketing strategy. Strategic technology investments have led the organization in developing a strong customer base in the global hospitality industry. Digital transformation from 2016 has led this hotel business to utilize flexible cloud service for making customers ware of its services. In addition, the license agreement with Planet Hollywood International for offering management services to guests has also created opportunities for this hotel business. It has even helped in redesigning new brand websites by Wyndham Hotels (Jung et al.,2018). 
Considering sustainability and green messaging strategies, it can be identified that Marriott International has formulated a community engagement strategy for improving community services. Through this initiative, the organization has focused on acquiring 15 million hours of active volunteer service by the year 2025 (Law et al.,2019). In this, almost 80% of hotel businesses, especially ones operated by Marriott International, will get the scope of engaging in community activities (Chan, 2014). Other than this, Marriott International has analyzed the requirements of reducing environmental footprint and in this energy, carbon and water wastage is taken into consideration. Wyndham Hotel and Resorts, on the other, have recognized that for long-term sustainability, utilization of renewable energy can be highly effective for the organization. Also, by collaborating with Green Key, which is an international eco-label provided for initiating sustainable business practices, environmental awareness has been prioritized by this hotel chain  (Jones and Comfort, 2019). For this, programs are conducted for reusing towels, recycling and saving of light, conservation of water, etc. 
In the pandemic phase, Marriott International had focused on the guidelines and protocols implemented by the World Health Organization (WHO). Marriott Cleanliness Council constantly monitors water safety, hygiene, and ways of preventing infection as part of hotel operational processes (Alnawas and Hemsley-Brown, 2019). Guests are being directed to maintain COVID protocols and such information are also provided through the websites.  Wyndham Hotel and Resorts have been also directed guests to maintain safety guidelines of COVID-19 in order to avoid spread of virus. Strict vigilance within the hotel premises has helped in maintaining guidelines implemented by government of different countries in which such organization operates (Canhoto and Wei, 2021). 
[bookmark: _Toc84437636]Conclusion
This essay has thoroughly analyzed different marketing strategies implemented by two renowned hotel chain businesses in the globe, namely, Marriott International and Wyndham Hotel and Resorts. Both these hotel chains have implemented effective strategies for meeting requirements of guests. Analysis of the businesses with respect to implementation of sustainable strategies and protocols for COVID-19 has been also evaluated. 
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