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The hotels chosen from group A are “Sheraton Hotel” and “Holiday Inn” from group B. 

Sheraton Hotel: Sheraton Hotel is an international Semi-Luxury hotel chain that is under the mother company Marriot International. Founded in 1937 in Springfield Massachusetts, U.S. Their headquarters is in Bethesda, Maryland. They operate around 446 hotels consisting of 1,55,617 rooms globally. They provide quality services worldwide including locations in North America, Europe, Africa, Asia Pacific, South America, and many more. They also have additional 84 hotels consisting of 23,092 rooms in the pipeline (Hotel, 2011). Sheraton’s Mission states and honors their guests as their top priority and also offers the best rate possible, flexible Cancellation, and other best facilities for more than 80 years. Their slogan describes their royalty which is, “Where the World Comes Together”. 

Holiday Inn: Hotel Holiday Inn is an Atlanta-based American Hotel chain under the parent company IHG Hotels and Resorts. Founded in 1952 in Memphis, Tennesse, U.S. Headquarters is in Atlanta. It was founded as a U.S. motel chain and has grown to be one of the world’s largest hotel chains. They operate with around 1173 numbers of active hotels and more than 214,000 rooms globally (Fifield, 2012). They are operating their quality service for more than 70 years offering a family-friendly, Business friendly, event-friendly, and proper quality time-spending environment. As they strongly believe in connecting with each other in person and in real-time so their motto says it all which is, “Nothing feels like being there in person”. 
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Product: When it’s about Marketing Strategy, the hotel industry is based on the marketing mix of 4p’s. Which are Product, Price, Place, and Promotion. The product line of Sheraton hotel is well designed according to their targeted customer which is the luxurious and selective customer base. And as mentioned previously their major focus and priority is their guests or customer. So they are creating a high value for customers with premium quality, sustainable and quality service. They are prioritizing the most on the customer, offering the best rate with a flexible cancellation and the commitment to cleanliness and also the best possible hotel and motel service that creates customer value for Sheraton in order to keep the customer base more sustained and hold the market in this particular industry (Morgan et.al, 2019). On the other hand, we can notice some significant similarities and differences as well with hotel Holiday inn. In terms of product designation. They are more focused to create a better, healthy, family-friendly, business-friendly, and event-friendly environment with luxury and premium quality as well. And that's how and what they are offering and creating value for customers in order to get the customer value in return from the targeted customers and capture the market in the particular industry. Both companies strongly believe in togetherness and bringing people together and offer some quality time with luxury and premium quality. And this is the biggest similarity between the two hotel chains. And they both designed their products or services accordingly.
Price: In terms of Pricing Sheraton’s claim is that they offer and guarantee the best rate with flexible cancellation. The pricing strategy for Sheraton is the Cost-Effective Pricing Strategy. They focus more on settling the least possible price, credit terms, payment period, and discount. (Matthew, 2018) Moreover, if Sheraton thinks of following the price penetration strategy it must have to set a lower price than that of its competitors. Also, can grab more market share based on discount pricing. On the other hand, Holiday Inn follows a Premium Pricing strategy. Which includes tactically pricing their company’s product or services higher than their immediate competition. The major purpose of this pricing is to implement a psychology that their product or services in the market are a bit higher in quality and standard than the rest. 
Place: When the concern is “Place” Sheraton follows and covers a broad area of the market. As one of their punchlines is, “Sheraton is everywhere you want to be”. This simply states their expansion over the world. As they are serving their service in nearly 75 countries and business territories. Which covers most of the famous and beautiful tourist spots. Sheraton hotel uses both digital and traditional ways to reach and communicate with customers. They believe in reaching and communicating with their targeted customer directly and avoiding third parties as much as possible (Ferrell et.al, 2021). They might follow the discount method on direct purchasing. Meanwhile, Holiday Inn is one of the largest and leading hotel companies. As their strong focus is on true hospitality and creating high value for customers, they are working with their quality service across more than 100 countries. Like Sheraton, they cover the largest areas and business territories and also most of the tourist spots also. 
Promotion: In terms of promotion Sheraton hotel is mostly up for demographic segmentation. But they also follow the Behavioral segmentation of marketing and promotion. Geographical segmentation is also vastly considered. On the other hand, Hotel Holiday Inn is more focused on Psychographic segmentation after demographic segmentation. 
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Sheraton Hotel & Resorts offers a semi-luxurious hotel service. They have covered all kinds of seeking & trendy services, care for all kinds of customers to have their attention towards them. For creating a glamorous position in recent times, they featured their services by targeting youth, travelers especially (Wichmann et.al, 2021). Besides, they designed their services for other types of customers as well. Holiday Inn Hotel & Resorts is a hotel chain that serves its customers in the mid-price range. Their main target customers are those who will receive their services in both necessary & fancy conditions. The hotel is a family-friendly type of hotel where children can have free services. Their main target audience is families, tourists, stoppers as well as delicate customers. 
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Marketing communication basically refers to the use of different marketing channels and tools in combination. It mostly focuses on how businesses communicate a message or provide information to their desired market. There are 4 broad types of marketing communication channels.


1. Paid
2. Free
3. Digital
4. Traditional 
 
Sheraton and Holiday Inn, both companies vastly use the traditional way of marketing and follow other marketing and promotional activities as well. After the pandemic of Covid-19, there was a tough time for the hotel industry (Trail, and McCullough, 2017). Organizational and institutional activities became more online-based. Companies became more prone to digital and social media marketing. Both Sheraton and Holiday Inn have their own individual marketing and promotional activities. Both have their individual, active, organized well decorated websites. Through this customers can have the feature of online booking and pre-booking facility. Also along with their traditional promotional activities like physical mail, radio and television ads, billboards and signs, telemarketing, events, etc they also conduct social media and digital marketing spontaneously. 
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Sheraton Hotels & Resorts prefers providing luxurious services to Its customers worldwide. The main target is to create a separate brand value with a praise level benefit from the beginning. On the other hand, Holiday Inn is a budget-friendly international hotel with a target of offering limited service & low prices. Sheraton Hotel is in a position where they have grown up as an eminent hotel service provider (Aghdaie, and Alimardani, 2015). Using their unlike captivating method they draw attention from all kind of customers with the high benefit & same time growing faster to make existence worldwide. Holiday Inn has already grown up as one of the largest chain hotels worldwide at a slow but steady pace of benefit by targeting mid-price affording customers. 
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Every individual organization has its own particular brand message which contains its message and defines the company's operations and activities. Sheraton and Hotel Holiday Inn also have their unique brand messages according to their offerings, services, and quality. 
Sheraton’s motto line is, “Where the world comes together”. Through which they typically state their thoughts and mission and their purposes (Prasad et.al, 2011). They also have an additional motto line which is “Sheraton is everywhere you want to be”. Which simply states the range, quality, and availability of their service and product. Meanwhile, Hotel Holiday Inn’s motto line is “Nothing feels like being there in person.” Through which they basically state their strong belief in togetherness and also psychologically provoke their target customers. Also, they use another line, “We’re there. So you can be too.” Which also put some belief in belongingness and make them feel special. And all these are part of their marketing strategy. 
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The marketing strategy and the combination of the market department of segments make the difference of the Hotels. The assignment established the different ways both the hotel and the operation of services that they provide to the customers for a longer period of time. Market strategy can formulate the business environment differently of the business. 
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