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Comparison of Service Concepts in Two Hospitality Organisations 

Introduction 

Service concepts help hospitality organisations clarify what they offer, how they 

deliver value, and what customers should expect. This assignment compares the 

service concepts of two globally recognised hotel brands: Marriott Hotels and Hyatt 

Hotels. Although both properties operate in the upscale hotel segment, their 

approaches to delivering service are distinct. By examining their offerings, delivery 

methods, and unique features, this analysis highlights how each organisation 

positions itself competitively. A new service idea is also proposed to enhance their 

long-term strategic advantage. 

 

Service Concept of Marriott Hotels 

Marriott Hotels aims to provide a balanced combination of comfort, consistency, and 

innovation. Its service concept centres on delivering a seamless guest experience for 

both business and leisure travellers. The brand emphasises high service reliability, 

modern amenities, and strong loyalty benefits through the Marriott Bonvoy 

programme. 

A key component of Marriott’s service delivery is its integration of technology into 

the guest journey. Mobile check-in, digital room keys, and personalised app-based 

services reduce waiting times and give guests more control over their stay. Marriott 

also focuses on creating flexible working spaces within the hotel environment, such 

as business lounges and technologically equipped meeting rooms, which appeal 

strongly to corporate travellers. 

Another element of the Marriott service concept is its commitment to global 

consistency. Whether in Berlin, Dubai, or New York, Marriott properties maintain 

standardised service protocols, ensuring that guests receive predictable levels of 

comfort and professionalism. This uniformity supports brand trust and encourages 

repeat visits. 

 

Service Concept of Hyatt Hotels 

Hyatt Hotels follows a more personalised and emotionally driven service concept. 

While also serving business and leisure travellers, Hyatt places special emphasis on 

guest wellbeing, attention to detail, and intimate service experiences. The brand’s 



philosophy, “We care for people so they can be their best,” influences how staff 

interact with guests and how spaces are designed. 

Hyatt properties incorporate lifestyle-oriented amenities such as wellness 

programmes, spa experiences, and curated dining that cater to travellers seeking 

relaxation and rejuvenation. Unlike Marriott’s focus on standardisation, Hyatt 

prioritises localised experiences, allowing each property to express regional culture 

through interior design, cuisine, and public spaces. 

Service delivery at Hyatt relies heavily on staff engagement. Employees are 

encouraged to establish personal connections with guests, remembering preferences 

and anticipating needs. This makes Hyatt’s service feel more personalised and 

emotionally resonant, especially for travellers who value individual attention. 

 

Comparison of Key Features 

Similarities 

1. Market Segment: 

Both Marriott and Hyatt operate in the upper-upscale and luxury categories, 

attracting business travellers, families, and tourists seeking high-quality 

accommodation. 

2. Technology Integration: 

Each brand incorporates digital tools such as mobile check-in, online concierge 

services, and loyalty apps to improve efficiency and track customer preferences. 

3. Global Presence: 

Marriott and Hyatt both operate internationally, giving travellers a wide network of 

destinations and consistent brand recognition. 

4. Focus on Guest Experience: 

Both organisations prioritise comfort, high service standards, and well-maintained 

facilities to ensure a positive guest journey. 

Differences 

1. Standardisation vs. Localisation: 

Marriott emphasises global consistency, whereas Hyatt gives more autonomy to 

individual properties, creating highly localised guest experiences. 

2. Service Style: 

Marriott’s service is efficient and systematic, designed for reliability. Hyatt’s approach 

is more personalised, focusing on emotional connection and wellbeing. 

3. Brand Positioning: 

Marriott positions itself broadly across multiple price tiers through a large brand 

portfolio. Hyatt has fewer brands and tends to target more niche lifestyle-oriented 

travellers. 

4. Guest Targeting: 

Marriott strongly appeals to corporate and long-stay guests through business-



focused amenities. Hyatt often attracts travellers seeking unique, culturally infused, 

and wellness-driven experiences. 

These differences demonstrate that while both companies provide similar core 

services—rooms, dining, and amenities—their service concepts shape how guests 

perceive value and satisfaction. 

 

New Service Idea to Create Strategic Advantage 

A new service innovation that would benefit both organisations is the 

implementation of a Personalised AI-Wellbeing and Travel Companion System 

(AWTCS) integrated into their existing mobile applications. This system would offer 

highly customised recommendations and real-time support based on guest 

preferences, travel purpose, and wellbeing goals. 

Key Features of the AWTCS 

1. Personalised Wellness Itineraries 

The system would generate short wellness routines (breathing exercises, stretching, 

meditation, or sleep optimisation tips) based on guest behaviour, stress indicators, 

and length of stay. 

Marriott could integrate this into its fitness-focused brand features, while Hyatt’s 

strong wellbeing identity makes seamless adoption likely. 

2. Hyper-Personalised Local Exploration Suggestions 

Guests would receive tailored cultural, dining, and activity recommendations. 

o Marriott: maintain global consistency but encourage curated local 

experiences. 

o Hyatt: enhance its existing localisation strategy with intelligent, data-driven 

suggestions. 

3. Real-Time Service Optimisation 

The system could automatically adjust room temperature, lighting, and housekeeping 

schedules based on guest routines and preferences, creating a more intuitive living 

space. 

4. Sustainability Tracking for Guests 

Modern travellers value responsible tourism. The app would show guests how their 

stay contributes to sustainability targets—energy saved, plastic reduced, or local 

community support. 

This aligns with both brands’ long-term sustainability strategies. 

Strategic Benefits 

• Enhances personalisation beyond traditional loyalty programmes. 

• Reduces operational friction by anticipating guest needs. 

• Strengthens brand differentiation through technology-driven wellbeing. 

• Appeals to wellness-focused and environmentally conscious travellers. 

• Creates additional data-driven insights for improving service design. 



By offering meaningful, personalised value while maintaining operational efficiency, 

this service idea would support long-term competitive advantage for both Marriott 

and Hyatt. 
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