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A Comparison of the Marketing Methods of Two Multinational Hotel Brands
In this essay, the marketing methods of Ritz Carlton and Holiday Inn are contrasted in order to decide which one has been more effective. It analyses and contrasts the histories, marketplaces, and marketing strategies of each hotel. Additionally, a comparison of their stances on issues pertaining to sustainability and green message, covid-19, and Russia-Ukraine will be included. Both companies were chosen due to their outstanding reputation. The Ritz Carlton Hotel Company is an American luxury hotel company that was established in 1983. This firm now runs 108 luxury hotels throughout 30 countries and territories and is in the process of establishing 46 more hotels totaling 8,755 rooms (Hall, 2021). On the other hand, Holiday Inn brand opened in Denham, Buckinghamshire, in the year 1952. One of the most well-known hotel chains in the world. It has a total of 212,038 rooms spread over its 1,218 hotels (Statista, 2022).
The market share of Ritz Carlton in the UK is 8% which is higher than the market share of Holiday Inn which is 6.5% in The UK (Kozak and Kozak, 2020). Though Holiday Inn hotel has more market share in the global marketplace because the number of hotels is quite higher than the Ritz Carlton (Jobber and Ellis-Chadwick, 2020). According to a report, Holiday Inn was able to increase its share of the hotel industry in the United Kingdom from 5% to 6.5% (Miller, 2022). While John Staten, CEO of Holiday Inn, said the company is "well-positioned in the worldwide market" and will continue to expand (Miller, 2022). Ritz Carlton was a hotel which targeted only higher class people. After 2000 the hotel thought to serve all class of customer in an affordable price and started many packages for all class of people. Whereas, Holiday Inn is a top class hotel with premium services which only targets the upper middle class and upper class people.  The target market for Ritz Carlton hotels is segmented based on psychographic, behavioural, and demographic characteristics. On the other side, Holiday Inn uses customer behaviour segmentation in addition to media segmentation in order to better target its consumers. Through the use of psychographic segmentation, Ritz Carlton places a strong emphasis on customer satisfaction. Luxury hotels managed by Ritz Carlton are known for serving delectable dishes prepared using ingredients that are both fresh and acquired locally (Smith, 2019).  Moreover, the Ritz-Carlton is a popular venue for weddings.  Customers in their target demographic include high-profile businesspeople, celebrities, national and international sportsmen, leisure travellers, corporate clients, and members of the upper middle class and higher socioeconomic class (Smith, 2019). But for targeting customers Holiday Inn uses a mixture of data that analysed by the company in order to demonstrate relationships and make key suggestions about segmentation. The company was successful in developing both the commercial and recreational industries. Price awareness, booking, a preference for the place, and further purchases were the four traits that occurred the most often (Turner, 2020). By reducing the number of people who are exposed to the message, only those who are most inclined to react to it are doing so. The amount of money spent on ads on television is being reduced. The majority of Ritz Carlton's revenue comes from its hotel, resort, and motel operations. All of Ritz Carlton's brands have the same physical location, environment, and commitment to the comfort and convenience of its guests (Chakhmachyan, 2022). The Ritz-costs Carlton's are determined by the hotel, the customer, and the location. It follows value-based pricing and in some situations, a competitive pricing strategy. By striking a balance between quality and affordability, Ritz Carlton is able to maximise income without compromising its image (Chaffey and Ellis-Chadwick, 2019).  On the other hand, Holiday Inn uses only value based pricing strategy which ensures that guests get a fair deal for the money they spend. In Ritz Carlton prices are determined by factors such as demand, promotion, and maintenance. Rates at the Ritz-Carlton are influenced by both the competition and the circumstances. The Ritz-Carlton brand advertises itself online. They provide online hotel reservations and are a well-known brand all over the globe. Promotion makes use of advertisements, videos, and social media platforms. Its Bonvoy members enjoy privileges. In order to retain customers, Ritz-Carlton offers discounts as well as new products. Booking can be made by offline and online sites. On the other hand, Holiday Inn price the service according to their rooms which include a king-size bed, two pull-out or sofa beds, and a travel cot for an infant in addition to the standard amenities. There are often single, double, and wheelchair-accessible rooms available. There are around 1,218 Holiday Inns located throughout the globe. Bookings may be made directly via the hotel's website or app. Booking.com, Lastminute.com, and other such websites might be of use. Holiday Inn recommends that reservations be made online. The campaign is a component of Holiday Inn's overall marketing mix. Outdoor, radio, print, internet, and social media are the primary advertising channels for the hotel. It is planning to spend £20 million on marketing in 2022, with the primary emphasis being placed on digital reach (Makhlouf, 2022). When it comes to increasing sustainability, Ritz-Carlton places a strong focus on green marketing and communications. The company utilises an online menu and provides free wine by the glass in an effort to reduce food waste. It recycles things like lights, phones, and wires, among other things. The company practises energy conservation in order to lower its levels of carbon emissions. Holiday Inn is committed to being competitive and sustainable via the use of green marketing. The elimination of waste and the conservation of energy is important business objectives. It offers three different eco-friendly programmes that are housekeeping, certification, and a green toolbox. It plans to have 100% renewable energy, eliminate the use of plastics, produce case-free eggs, and reduce its water use by 15% by the year 2025 (Iqbal, 2021). As a cost-saving measure in response to the worldwide covid-19 pandemic, Ritz Carlton has temporarily suspended the employment of many members of staff. Employees are supported by an alumni organisation that is maintained by the company. Holiday Inn takes the security of its guests very seriously. It does this by using technology in order to contact customers and limit the harm caused by viruses. Both companies are seeking new customers. They have suffered enormous financial losses as a result of the pandemic. Covid-19 has affected every industry throughout the globe, but the hotel sector has been struck particularly hard (Makhlouf, 2022). As a cost-saving measure in response to the worldwide covid-19 pandemic, Ritz Carlton has temporarily suspended the employment of many members of staff. Employees are supported by an alumni organisation that is maintained by the company. Holiday Inn takes the security of its guests very seriously. It does this by using technology in order to contact customers and limit the harm caused by viruses. Both companies are seeking new customers. They have suffered enormous financial losses as a result of the pandemic. The most recent event that the hospitality industry is facing is the Russia and Ukraine conflict. If the current situation in Ukraine continues, it is possible that fewer visitors may visit the hotels. The total amount of money spent each year by tourists from Russia and Ukraine stands at 45 billion pounds, but analysts anticipate that number will start falling in the near future (Miller, 2022). Both the Ritz Carlton and the Holiday Inn hotel groups have stated that they would discontinue their operations in Russia. They are conveying the message that they do not support continuing the conflict.
[bookmark: _Toc97992284]Marketing initiatives need to be a primary emphasis for companies if they want to gain market domination and maximise share (Kotler et al., 2020). If a company uses a marketing strategy that is successful, it has the potential to swiftly increase the size of its customer base and develop long-lasting connections with its followers. If a company wants to stay relevant in today's competitive business environment, it is essential for them to include some kind of technical assistance in its marketing strategies. In order to win over customers, companies need to use marketing mix, market segmentation, and green marketing more effectively.
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