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Comparing the marketing methods and strategies of two multinational hotel brands. Holiday Inn and Marriot International are two prominent multinational hotel brands that have established a strong presence in the UK market. These brands have carried out viable marketing techniques and procedures to draw in customers. Holiday Inn, known for its reasonable and family friendly facilities, centers around segmentation, targeting, and positioning to reach its audience. It targets both relaxation and business travelers, offering a scope of conveniences and administrations custom fitted to their requirements. The brand emphasizes an incentive for cash, convenience, and comfortable stays. Whereas Marriot International positions itself as a premium and upscale hotel brand, targeting luxury and high-end travelers. It offers a refined and personalized experience. Marriott international’s marketing technique emphasizes quality, exclusivity and exceptional customer administration. The two brands utilize different marketing communication channels including online platforms and social media, to engage with their targeted audience. 
Holiday Inn and Marriot International’s UK SWOT analysis (Refer to appendix image 1). Holiday Inn has many strengths it has a strong brand recognition and reputation in the UK. They have a wide organization of hotels, providing openness and convenience. They are known for their reasonable accommodations that are appealing to cost-conscious travelers. They offer family- friendly amenities and services and finally they have a strong customer service and guest satisfaction. The strengths for Marriot hotel are that it is a leading global luxury hotel brand. It has a diverse portfolio of upscale hotel offerings and a strong presence in significant urban areas and resort destinations make it very appealing. It is known for its high-quality facilities and exceptional customer service. Finally it offers loyalty programs and associations with travel agencies. On the otherhand looking at the weaknesses Holiday Inn have to face an intense competition in the budget hotel portion. There is a likely perception of restricted luxury or premium offerings. Also there are weaknesses to economic slumps and price sensitivity. On the otherhand Marriot International face weaknesses too such as premium prices can restrict the enticement of price conscious travelers. They highly depend on the luxury travel portion. Also they likely to face difficulty in maintaining customer service across a wide organization of hotels. Holiday Inn has many opportunities such as a growing demand for reasonable and family-friendly accommodations. Expanding the brand’s presence in emerging tourist destinations (Maemunah & Wijaya, 2023). Holiday Inn have the opportunity to offer novel experiences and bundles to draw in new customer segments. They are able to use leveraging technology to upgrade guest experiences and streamline operations. Marriot international have opportunities too such as expanding into new luxury markets and destinations, tapping into emerging segments like wellness tourism and eco-tourism, incorporating sustainability initiatives to line up with customer values. They also use leveraging technology to personalize experiences and engage with customers. Now looking at what threats Holiday Inn are facing the most common is  the intense competition from other budget hotel brands. Also fluctuation in the economy influence travel demand. On the otherhand Marriot International face threats such as competition from other luxury hotel brands, the economic slumps can influence travel and corporate spending. Also fluctuating exchange rates affect international travel design. Below are brief points studying the PESTLE analysis both Holiday Inn and the Marriot International, (refer to image two in appendix). A stable political environment in the UK gives a great business environment to both hotels. Economic conditions influence the hospitality industry including the travel examples and consumer spending. Sociocultural increase the spotlight on sustainability and eco-friendly practices. Progression in technology can improve guest experiences and streamline operations. Both Holiday Inn and the Marriot international are required to comply with employment laws and regulations regarding labour contracts. Lastly obtaining a green certificate can improve brand reputation and draw in environmentally concious customers (choudary,2021). Finally both hotels face a strong competition in their particular market segments, requiring continuous differentiation and innovation to maintain a market share. 
The Holiday Inn and Marriott hotel 7P’s Marketing Mix (refer to image three in appendix) are as follows. Holiday Inn offers a scope of accommodations targeting both leisure and business travelers, including standard rooms, suits and amenities for example swimming pools, fitness center and on-site dining options. Marriott International gives a diverse portfolio of hotels, including luxury brands. Holiday Inn position itself as a reasonable hotel brand, offering serious pricing options to draw in cost-concious customers. Marriott International positions itself as a superior brand commanding higher prices to take care of the luxury and high-end portions. Holiday Inn has a wide organization of hotels, including metropolitan locations, air terminals and tourist destinations, ensuring openness and convenience for its target customers. Marriott International however has a global presence, with hotels decisively situated in significant urban communities, business center points and resort destinations to take special care of their upscale customers (Kiren Bedi, 2023). Holiday Inn utilizes different marketing channels, including online advertising, social media missions and loyalty programs to communicate its offerings and draw in customers. Marriott International executes exhaustive marketing and advertising efforts, targeting princely travelers through different channels including digital advertising, print media, and associations with travel agencies. The two hotels place a strong accentuation on thoroughly prepared and professional staff to give fantastic customer service and improve guest experience. The two hotels center around streamlining to ensure smooth registration/look at the methodology, effective room service and generally guest satisfaction (Praesri et. al 2022). Both Holiday Inn and Marriott International invest in maintaining high-quality facilities and amenities, ensuring that the physical environment reflects their brand picture and meets customer expectations (Cruz-Milan, 2022)
When it comes to segmentation, (refer to image four in appendix), Holiday Inn targets families by offering family-friendly accommodations, amenities and service like roomy rooms, childre’s clubs and recreational facilities. Holiday Inn also take care of business travelers by providing convenient loctions close to business centers, meeting facilities and service customized to their necessities, for example, business centers and free Wi-Fi (Kulakhmetova et. al 2023) However Marriott Intenational targets luxury travelers who look for upscale experiences. They offer high-end accommodations and personalized services (Buhalis, Lin & Leung, 2022). As for the business travel portion they offer business-friendly amenities that take care of both leisure and business travelers. As for positioning Holiday Inn position itself as a family friendly brand, targeting families through marketing efforts that highlight family driven services and experiences. However Marriott International targets luxury travelers by positioning its high-end brands as images of exclusivity, luxury and exceptional service. Marriott International spotlights on providing business travelers with convenient locations, business amenities and loyalty programs custom fitted to their necessities (Banyeva et. al 2023). Therefore the positioning comparison between the two is that Holiday Inn positions itself as a reasonable and family-friendly hotel catering for both leisure and business travelers. Its accentuation on value for money and convenience separates it as a more budget friendly option (OZKUL, & KUMLU, 2019). On the other hand Marriott International positions itself as a premium and upscale hotel, targeting luxury and high-end travelers. These positioning startergies empower each brand to draw in and take care of various customer segments with explicit necessitites and inclinations (Buhalis, Lin & Leung, 2022). While Holiday Inn centers around affordability and family-oriented experiences, Marriott International prioritizes luxury and business- centered offerings. 
In conclusion, the analysis of Holiday Inn and Marriott International’s, marketing strategies and the external environment highlights their strengths, weaknesses, opportunities and threats. The two hotel brands have established a strong position in the UK hospitality market, yet they vary in their target segments and positioning. Holiday Inn centers around affordability and family-friendly experiences. While Marriott International targets luxury and upscale travelers. The two brands face difficulties like intense competition and economic uncertainties. For example economic fluctuations and slumps can influence travel and consumer spending.  As for Marriott International it can also suffer difficulties due to pandemics such as the situation created between Russia and Ukraine. Due to the hotels
 geographic locations, traveling abroad can be hugely affected. The two brands additionally have opportunities for market expansion, including emerging tourist destinations and luxury markets. There are also opportunities in technology integration and sustainability initatives. Finally by recognizing their strengths and weaknesses these hotels can continue to flourish and drive development in the powerful hospitality industry. 
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SWOT Analysis
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		Figure: PESTLE Analysis
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Figure: 7Ps Marketing Mix
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Figure: STP Analysis
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