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Introduction 
Marketing is one of the essential elements due to which an organisation can capitalise on organisational objectives. According to market research, marketing activities help companies attract a significant customer base and expand globally. According to Kencana, Arjana and Sudiarta (2018), the marketing strategies adopted by different organisations are not similar whether the organisation operates in similar industries. The current report is made to compare the marketing strategies of Marriott and Holiday Inn. Both organisations work in the global hospitality sector, but each organisation has different marketing activities. The current report compares both organisations' marketing choices, current market position, marketing strategies, green marketing strategy, and market positioning. The report concludes with recommendations for both organisations to improve their marketing activities. 
Marketing Choices 
Marriott hotel marketing choices are examples of other organisations operating in the hospitality sector. Marriott hotel integrates a combination of digital technology and marketing, which enables them to become the pioneer in the hotel sector. According to Pratiwi and Sudiarta (2019), Marriott hotels specifically utilise the use of digital technology and social media marketing to capture the attention of mass customers. Previously, the organisation was reliant on the word of mouth marketing and referral advertising, but with the shift towards digital technology, Marriott hotel has experienced significant benefits in terms of operations and profitability. Marriott hotel has built a real-time application, a type of consumer-based marketing that monitors the brand's presence on different channels, tracks social media activity, and engages customers via the application. 
On the other hand, Holiday Inn is more oriented toward social media marketing. The organisation has social media pages on different platforms, i.e., Facebook, Instagram, and Twitter. The social media team focuses on engaging customers from these platforms. Recently, Holiday Inn introduced the element of the customer journey in its marketing choices. In this marketing campaign, customers share their experiences while staying in Holiday Inn properties (Unurlu, 2019). The organisation believes that customer's feedback and expression are more important as compared to other celebrities. Holiday Inn shares customer journeys on its social media pages, YouTube, and also published on TikTok. Hence, it can be said that Marriott hotel is more oriented toward digital marketing and application development for improving its customer satisfaction. 
At the same time, Holiday Inn selects social media platforms to improve its customer engagement and expand customer reach.
Current Market Position 
According to Mani and Mishra (2020), Marriott International has a market cap of around USD 50 billion as of October 2022. The attractive market cap makes the organisation among 300 valuable organisations across the globe. As of the latest financial reports of Marriott hotel, the organisation has generated a revenue of about USD 4.53 billion. In 2021, the organisation recorded a revenue of USD 3.41 billion, reflecting a significant increase in revenue in 2022 (Mani and Mishra, 2022). As of October 2022, the organisation has 7,989 hotels globally, and the organisation has around 1.5 million international hotel rooms worldwide. 
On the other hand, Holiday Inn has surpassed 300,000 rooms in more than 2000 cities across the globe. The organisation is expected to expand its global presence in upcoming years by inaugurating 650 hotels in different countries. In 2021, the organisation reported a revenue of USD 4 billion, which is 42.7 per cent more than the organisation recorded in the year 2020, which was USD 2.8 billion (Susantini, Sutarma, and Armoni, 2021). The market cap of Holiday In is estimated at around USD 8.04 billion as of October 2021 (Susantini, Sutarma, and Armoni, 2021). The comparison of the market position of Marriott Hotel and Holidays Inn suggests that Marriott hotel has a better market position in terms of market cap, revenue, number of hotels, and global expansion as compared to Holiday Inn. 
Marketing Strategies 
As mentioned above in the marketing choices section, Marriott hotel has developed an application in which the organisation introduces new content. Marriott hotel application is different as it allows the premium members to skip the check-in and unlock their room with a smartphone. It creates a sense of positive customer experience. Girgen (2021) stated that Marriot also uses social media marketing to attract the major customer base and spread brand awareness. Recently, Marriott has collaborated with Snapchat influencers to make Snapisodes. Snap Chat influencers provide an overview of their experience in Marriott resorts and hotels in just 2.5 minutes with a 10-second trailer (Nyangwe and Buhalis, 2018). As the organisation is using influencer marketing strategies to transform consumer decisions, it could help divert customers' attention towards Marriott's services.
On the other hand, Holiday Inn integrates the concept of social media marketing to promote brand awareness. Holiday Inn uses social media to establish brand awareness and incorporate customer experience to attract travellers' attention. Additionally, the organisation focuses on different types of advertising, i.e., reminder advertising. Khan, Hakeem and Naumov (2018) stated that the organisation conducts ad campaigns and participates in different events to provide attractive discounts to customers. Recently, the organisation has collaborated with Roadtrippers to integrate the concept of a mobile travelling experience. It helps travellers to make their journey more effective and appropriate according to their budget. Overall, the comparison of marketing strategies for both organisations suggests that Marriott hotel is way ahead in marketing as compared to Holiday Inn. Holiday Inn still relies on the traditional mode of marketing, whereas Marriott Hotel is revolutionising its marketing with digital technology. 
Sustainable and Green Marketing Strategy 
Marriott hotel and resort has the vision to become a sustainable organisation by reducing the social and negative environmental impact of business activities by emphasising responsible, sustainable, and local sourcing. Recently, Marriott hotels have adopted the strategy of installing sustainable energy solutions, i.e., solar panels for generating electricity. Lim and Seo (2021) stated that the organisation also reduced the traditional marketing mode and shifted towards sustainable digital marketing. Marriott has successfully implemented the green marketing concepts by creating eco-friendly products, mitigating greenhouse gas emissions from marketing activities, utilising eco-friendly product packaging for reusable materials, and investing profits in carbon offset or renewable energy. 
Holiday Inn also focuses on adopting and introducing sustainable marketing in its business operations. Recently, Holiday Inn collaborated with Tata Group to install solar panels at their sites for generating sustainable electricity. Previously, Holiday Inn heavily invested in paper advertising in the form of billboards and flyers. However, the organisation has decided to restrict traditional advertising, which was unsustainable, and shifted towards social media advertising and marketing. According to Sloowtweg and Rowson (2018), it helps the organisation become sustainable in hospitality. Recently, the organisation also modified its vision to become a leading organisation to leading sustainable organisation in the hospitality sector, which reflects on the sustainable vision of the organisation. The overall comparison of the organisation's sustainable and green marketing strategies concludes that both organisations have taken appropriate steps to bring sustainability into their marketing activities. 
Positioning Since COVID-19
COVID-19 has had a negative impact on the profitability of every industry across the globe. However, the hospitality industry is one of the sectors which was severely affected by the pandemic. Marriott hotel experienced a decrease in revenue of about 60.65 per cent in 2020 due to the lockdown and ban on social gatherings. With the decrease in international travel, the organisation focuses on domestic customers and analyses how consumer behaviour is changing. The organisation analyses that the food and beverage department needs to be improved as international customers like to eat locally as a positive customer experience. According to Santoki and Parekh (2020), the recovery approach of Marriott was to become the desired destination where local comes to eat, meet, and drink. The organisation communicates the message of a hygienic environment and focuses on positioning itself as the most sustainable hotel organisation since COVID-19.
On the other hand, Holiday Inn experienced an 80 per cent decrease in profitability in the hospitality market because of restrictions imposed on global travel. According to Cunha, Correia and Costa (2021), Holiday Inn's management brainstormed to recover from the impact of the pandemic and provide quality services to their customers. Since then, the organisation has implemented a smart strategy to allocate travellers to hotels. The organisation expands the number of rooms and reduces the number of visitors on each site. It will help the organisation sustain its profitability in the year 2021. 
Conclusion
The essay concludes the comparison of the marketing activities of two global hotel organisations, i.e., Marriott Hotels and Holiday Inn. The comparison of marketing choices suggests that Marriott Hotel relies on digital media and applications, whereas Holiday Inn solely relies on social media marketing to promote its product and services. The market position reflects that Marriott hotel has a better position in the global hospitality sector as compared to Holiday Inn in terms of global reach and financial performance. The marketing strategies of both organisations are different from each other as Marriott improves customer journeys through its mobile application. In contrast, Holiday Inn focuses on making collaboration with different travelling organisations. However, both organisations have taken appropriate steps to make their marketing activities sustainable. Overall, it can be said that Marriott hotel is a pioneer in marketing activities, and Holiday Inn needs to shift towards digital applications to progress in the hotel sector. 
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