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Introduction
According to American Marketing Association, marketing is a set of activities devised by a company to create, communicate, deliver, and exchange beneficence that benefits customers, clients, partners, and society. Marketing strategy is a long-term planning system to achieve a company's objective of understanding the requirements of the customers and devising a sustainable competitive advantage. While walking down the streets, one can see many brands through various modes of advertisements. Therefore, this essay will seek to understand the various marketing strategies employed by companies to bring their product to the market and achieve their business goals. Two global hotel brands have been chosen for the research, that is, Marriott and Holiday Inn. The reason for choosing these hotel brands is their international presence and both hotels have put in place creative ways to attract clients and customers successfully. This essay will gradually proceed to compare the marketing strategies of these two hotel brands. The comparison will include the usage of segmentation, targeting, and positioning. Additionally, the essay will also seek to explain the similarities and differences in the marketing strategies of both hotels. Lastly, suggestions would be provided to improve their marketing activities for the future growth of the two hotels. 
Discussion
Marriott International Inc. was established in 1927, in Bethesda, Maryland, USA, the founder of the hotel group is J. Willard Marriott. It is an international hospitality company operating a large portfolio of hotels and related lodging systems. Being one of the most reputed hotel brands, it has 30 diversified brands as suited (boutiques, 2022). Initially, the first hotel chain of Holiday Inn was positioned in the year 1952 in Memphis, Tennessee by Kemmons Wilson. He aimed to provide pocket-friendly accommodations to American families and others as Wilson was disappointed with the roadside motels on his road trips. By the year 1957, the Holiday Inn had over 50 Inns throughout the state. Both hotel groups have evolved over the years and gained reputations as big brands. The reason for their success can be based on a variety of business strategies and the quality of services they provide. With the introduction of the concept of marketing that has formed with the advent of modernization, these hotel brands have made elaborate use of marketing plans to endorse their brands and attract more customers (lairedigital, 2022). 
The portfolio of Marriott International consists of Fairfield, Meridien, Westin, Sheraton, Design Hotel, Courtyard, and W Hotels among a few. The gross revenue of the company for the year 2021 was 2.7 billion dollars (marriott, 2921). A target market is the group of audiences that the brand is likely to attract. The target market consists of clients and customers who share common demographic traits. According to the target customers, the Marriott International has made a segmentation of its brands. For instance, Marriott Courtyard is for over-the-road travelers, Ritz-Carlton Hotels are for luxury travelers, and for conducting corporate meetings they have Marriott Conference Centers, for clients who need a longer stay Marriott ExecuStay has been created (bstrategyhub, 2021). The J.W. Marriott is meant for people who prefer a quiet and opulent ambience during their stay. Marriott International has favorably constructed its target markets in the hospitality industry by understanding the requirements of its customers.  Therefore, they have a customer base who are, individualistic and sophisticated and will not hesitate to spend extra money on business accommodations. 
A marketing mix is a procedure implemented by a business to reach out to its target audience. It includes the 4 Ps that shield a company with parameters such as product, price, place and promotion (masterclass, 2021). The product strategy of Marriott International is unique and is focused on luxury travellers. For Marriott, the important product of their marketing mix is their hospitality services. Being a luxury hotel brand, its prime focus is always on providing the best quality rooms along with different cuisine options to its customers. They have more than 30 running brands that are categorised under the groups of Luxury, Premium, Select, ad Lounge Stays. Therefore, it assists the customers to select their stay according to their preferences (Marriott and Williams, 2018). The pricing strategy of the organisation has been maintaining the same standard of price despite significant competitive prices in the market, shrinkage in volume, and more room supply. In terms of pricing, the hotel group’s price is finalised according to the hotels, customers, and location. Their main motive is to provide the best quality services and value for pricing (hotelbusiness, 2019). Being a reputed international hotel, Marriott had to be careful while choosing the locations of their hotels. Choosing the ideal place for establishing their brand has been a prime aspect of the place strategy. Currently, they are operating in 131 countries. Marriott is one of the brands that go with “word of mouth” promotions because of its reputation. It has well-designed websites for ease of booking, a User Generated Content strategy to attract millennials, and a customer loyalty program known as Bonvoy, to provide benefits to the customers (Ferrell et al., 2021). 
The Holiday Inn franchise has over 1182 open hotels, 212534 open rooms, and 241 hotels in the pipeline. The business has segmented its customers according to their needs. Their hotels are divided based on what type of customer is booking, that is, a family, couples, an individual, or clients (ihgplc, 2021). Holiday Inn conducted market research to understand the features that are most important for business travelers (George, 2021).  These features are access to high-speed internet, in-room workstations, complete service with meeting facilities, and an extensive loyalty program. Therefore, keeping this in mind, Holiday Inn has devised its product strategy. Most of the customers of the hotel are family who travels for business purpose (Pasquarelle, 2022). They are more attracted to the amenities such as the pool. Their 'Look Again' campaign aims to change the perception of the customers and view the hotel as both business and luxury accommodation. Additionally, the hotel has introduced a dynamic pricing facility to provide rooms according to the current market pricing. It helps to attract more customers and cope with the peak season. The location of the Hotels is conveniently selected to cater to all types of travellers according to their convenience. Initially, the hotel used broadcast marketing to boost its business, but its current marketing strategies include engagement marketing. The NASCAR Busch Major baseball League has started promoting the 'Look again' campaign of the company, which advocates for the brand and its name. Holiday Inn majorly reaches its customers through printed media and broadcast advertisements (multivu, 2019). 
Both Marriott and Hotel Inn has their marketing strategies to endorse the brand. Certain similarities can be seen in their marketing strategies such as both brands focusing on dividing their brands according to the needs of the customers. Both organisations, provide value-for-money services and have dedicated channels to interact with their clients. Additionally, both hotels extensively use digital marketing platforms (Hunt, 2018). Despite the similarities, some major differences can be found in their marketing strategies. The prime distinction is in their pricing policy. While Marriott has maintained its pricing despite the high competition, Holiday Inn practices competitive pricing. Marriott International has recently introduced M live as a part of their social media strategy, whereas Holiday Inn has a low social media presence. With the advent of Covid 19, the hospitality sector was impacted the most. To date, many brands are struggling with revenue generation. Marriott was able to generate more profit than 2020 in FY 2021. Whereas, Holiday Inn fell 4% short from 2020 (Alonso et al., 2020). Ongoing global events such as the Russia-Ukraine war and ensuing inflation is making both hotel brands struggle to keep up their business. A few suggestions that can support them to improve on their marketing strategies can be to work on their pricing policy.  In addition, the hotels can also use online global marketing. With their extensive global network, both Marriott and Holiday Inn can integrate digital marketing in a plan of action to convert their brands into the most chosen brands by luxury and business travellers (Park and Kang, 2022). 
Conclusion
After careful analysation of the above information, it can be concluded that marketing strategies are vital for businesses to reach people around the globe. Marketing helps companies to build a reputation for themselves as well as endorse any new product or service in the market. Both Marriott International and Holiday Inn are luxury hotel brands based in America and have used various marketing strategies to benefit them. Some of their strategies are similar in practice, while there are a few dissimilarities in their ways. Further, it has been understood from the essay that technology played a crucial role in reshaping the marketing strategies of both companies. While Marriott uses modern digital marketing, Holiday Inn is more into collaboration marketing. Nonetheless, both hotel chains need to carefully formulate new strategies, especially keeping in mind the changing economic and social structure. The post-pandemic world economy has been reshaped by a lot of external factors, which can affect the operations of the hotels. Since the hospitality industry was severely affected by the pandemic, new marketing goals need to be set by the brands and form strategies accordingly. 
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