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Marketing can be defined as the process that organizations undertake to convey their messages to their audience. It is an important function of a business organization that enables it to promote its products and services to a wide customer base (Hanson and Kalyanam, 2020). The following essay attempts at introducing the subject of marketing and comparing the marketing methods of two multinational hotel chains, namely, Marriott International and Hyatt Hotel corporation. It will identify the different brands within the two chosen chains of hotels. It will cover, in detail, the various strategies that the two companies currently use.
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Marriott International is one of the largest American multinational companies in the hotel industry. The company operates its hotels in more than 130 countries across the world (Nyangwe and Buhalis, 2018). It owns 30 brands and more than 7000 properties under its company name. 
Hyatt Hotel Corporation is another important name in the hotel industry that flexes resorts, hotels, and vacation properties in its resume. The company has its headquarters in Riverside Plaza, Chicago. It operates in more than 65 countries across the world. 
The two companies have a somewhat similar business model and operate in multiple countries. Marriott International was founded in 1927 and Hyatt Hotel corporation started operation in 1957 (Law et al., 2019). However, the two companies adopted very different strategies of marketing which led to different outcomes. 
Marriott International has been at the forefront in the hospitality sector for a long time now. This fact is enough to incite curiosity about the company’s marketing strategy. Marriott chain of hotels flexes unique products that are targeted toward attracting luxury travellers. It markets its hotels and products mostly on the digital medium. The marketing strategy of the company is largely focused on the online medium of marketing (Nyangwe and Buhalis, 2018). It makes use of platforms like “M Live'' to analyse the trends in the industry and customer taste and preferences.
Hyatt on the other hand is focused on providing a distinctive experience to its guests/ customers. It owns a wide range of multi-starred hotels and properties to meet the needs of all of its guests (Law et al., 2019). The company operates luxury, upper upscale, general hotels and branded residential that provide premium facilities to its clients.
Since its commencement in 1927, Marriott International has seen its share of evolution in marketing strategies. The company heavily relied on televised, newspaper and radio advertisements before the advent of the internet. It started with local-level marketing campaigns that were limited within the boundaries of Maryland, USA (Nyangwe and Buhalis, 2018). The company today largely promotes its brands and products on multiple social media platforms to reach out to its customers. Recently, the company launched a new advertisement campaign called “Golden Rule” to promote four of its premium brands- “Fairfield Inn and Suites, SpringHill Suites, Four Points by Sheraton, and Courtyard by Marriott”. The main motive behind the promotional campaign was to showcase the classic brands which make up a part of the 30-brand portfolio of the company (Novianti and Fajar, 2019). Other than this the company has many other marketing campaigns that focus on highlighting the products and services of the hotel such as, Bonvoy, which is an international campaign that is aimed at promoting its travel programs. For the past couple of years, the company has been investing largely in the travelling programs that it offers to its clients and customers. In the current market, the company holds the 79th position in the list of Global top 100 brands. The company currently employs more than 120,000 employees globally (Jones and Comfort, 2019). According to an official report, the company’s revenue for the year 2020 was a whopping amount of $10.571 billion.
The Hyatt Hotel Corporation started its marketing journey like most of its contemporaries that is via the print media. It started by advertising in newspapers and journals, and gradually moved towards telemarketing and with the uprising of the internet, digital marketing. Its marketing campaigns were based and targeted toward local customers in its initial stages. The company today largely focuses on distributing franchises to increase its market presence (Jones and Comfort, 2019). It also believes in acquiring companies to expand its empire. This gives the company control over well-established businesses and increases its share of the market. The Hyatt Brand has been ranked 169 on the list of top 1000 brands globally. The company currently employs about 127,000 employees under its umbrella. The revenue of the company in 2020 is estimated to be $5.02 billion.
Marriot majorly focuses on the digital medium for marketing today. The marketing strategy of the company mainly revolves around promoting the care, richness and comfort that it offers to its guests (Jiang and Wen, 2020). The advertisement campaigns that the company focuses on draws attention mainly to the rooms and the amenities that the company provides to its customers. Lately, the company has also been focusing on its travelling programs.  The company invests largely in its social media and digital marketing. The company has its own online presence and guests can book a room or a travelling trip using the company’s website. It has also partnered with online booking partners such as Oyo. The company targets different segments of society depending on the brand. For instance, the Marriott Courtyard targets Over-the-road-travellers and Ritz-Carlton hotels mostly focus their advertisement on Luxury travellers.  The company today has a well designed and user-friendly website that helps an individual navigate through the various facilities and complimentary services that the brands provide to its customers (Jiang and Wen, 2020). It collaborates with influencers to promote its products extensively over various social media platforms. It occasionally conducts customer loyalty programs to engage with its customers and to analyse their needs and demands from the company. The company is also engaged in philanthropic activities which improves customer loyalty and the company’s reputation in the market.
The marketing strategies of Hyatt are as follows. First is distribution strategy, Hyatt is expanding and opening new franchisees to improve their existence in the market. They are partnering with other companies and in 2017 they became the owner of  Miraval Group and are contributing to the wellness of their customers (Dangelico and Vocalelli, 2017). The second is brand equity which means that Hyatt manages the artistic properties by forming beautiful hotels and residential properties. They provide an exclusive experience to the customer. This encourages the customers to come back again. The third is promoting the brand via publishing hoarding across the towns and cities They also use social media platforms like their Instagram and Facebook profiles to give an insight into their hotels (Leite  and Azevedo, 2017). They also advertise in the form of television commercials which helps in reaching a lot of potential customers.
The considerations that Marriott and Hyatt have made regarding sustainability and green messaging are as follows. Marriot encourages their cleaning staff to use natural cleaners for cleaning purposes instead of chemicals. Like using vinegar, citrus fruits for cleaning purposes. They also store rainwater and use it for cleaning purposes. This reduces the wastage of water. Even, Hyatt practices eco-friendly tourism, they have installed solar cells to reduce carbon footprints and make use of solar energy.  They have also installed automatic switches which mean lights and other devices will turn off if there is no one in the rooms.
As of 2020 reports, Hyatt’s growth has gone down to 0.3 % across the globe but they are now reviving because travel restrictions are getting removed and people are going on vacations again so demands have increased again (Hudson, 2017). Hyatt has incurred a loss of approximately 300 million USD at the beginning of 2020 but they are reviving now and in the first quarter of 2021 they have grown by 7% (van Ginneken, 2017). Both the hotel chains are ensuring that every customer has a Covid-19 test report and are vaccinated. The employees of the hotels are vaccinated and always wear a mask in both the hotel chains. Proper sanitization is done on a daily basis. Marriott is also providing the best deals now to attract customers. They have reduced the prices, even for the presidential suits. Hyatt is providing city tour services to its customers at lower prices (Chen and Tabari, 2017). They ensure the safety of their customers and do not allow anyone without Covid-19 test reports.
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The tourism sector is reviving now since the government restrictions are slowly being removed. Businesses of both the hotel chains are also reviving no. They have certain marketing strategies which are helping them to grow their businesses. They are aiming to grow their business and expand in more countries. With proper marketing and strategic planning, their goals can be achieved. With proper market research, the hotel chains can understand their demand and expand accordingly. Green practices are carried out by every business these days so that they have a good effect on the environment. 
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