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This study compares the marketing Strategy of Holiday Inn and the Marketing Strategy of Marriott International. Furthermore, this study also evaluates the Current marketing position of Marriott international and holiday Inn. In addition, this study also examines the sustainability green strategy of Marriott international and holiday inn. After all, this study elaborates on the COVID-19 pandemic strategy of Marriott international and holiday Inn. Marriot International was founded in 1927 and over the years, Marriott expanded rapidly via new hotel openings, mergers, and acquisitions. When his father died in 1985, J. Willard "Bill" Marriott, Jr. was chosen CEO and given control of the business. In 1993, when the Marriott Corporation was split into two distinct corporations, Marriott International Inc. and Host Marriott Corporation were legally founded (Roblek et al., 2016).  While 1952 saw the debut of the first hotel in what would become the Holiday Inn franchise. These hotels were established by Kemmons Wilson in Memphis, Tennessee. Wilson intended to build more affordable housing for American families and foreign tourists. Wilson established his first Holiday Inn in the Memphis neighbourhood of Berclair. It could not be positioned more centrally, since the major route between here and Nashville passes directly by. Midway through the 1950s, Wilson collaborated with Wallace E. Johnson (Oyner and Korelina, 2016). I choose these Marriot International and Holiday Inn because, they are widely known and famous hotels in the world.
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Marketing Strategy of Holiday Inn: It centred on the firm-level characteristics that the marketing manager may influence to accomplish the latter's tactical marketing goals. It is the agreement offered by the business to the client. Holiday Inn encourages consumers to reconsider the brand. Independent study on the characters that most demand to business travellers confirmed what the hotel chain already supposed: free high-speed Internet access, comfortable in-room work spaces, full-service conference facilities, and a robust loyalty programme. The business travellers are more likely to link Holiday Inn with its origins as a family-friendly leisure hotel and its facilities such as the hotel pool, despite the fact that the firm provides all of the said vital business services (Truong and Hall, 2017). 
The objective of the Look Again campaign is to broaden the customer's perception of the brand, making it the obvious choice for both business and leisure travel. According to Mark Snyder, senior vice president of brand management for Holiday Inn hotels. The campaign serves to repeat the benefits of modern Holiday Inn and encourages guests to Look Again to see how the brand they believe they know has changed to meet their needs. For a hotel with the history and character of Holiday Inn, the value of facilities such as complimentary high-speed Internet access and spacious, contemporary work stations in each room may not be immediately obvious. Holiday Inn has a reputation for being an innovator in the hotel business, and they would want to take advantage of this chance to showcase their history of success (Nishat, 2021).
Marketing Strategy of Marriott International: By franchising hotels under various identities, the company has expanded to incorporate three thousand locations in sixty-eight nations. Marriott conduct industry research to gather vital data and insights in order to establish marketing strategies focused on customer service and integrity. Marriott Hotels has successfully combined market leadership with product diversity by providing a range of upscale and more affordable brands to meet the demands of a diverse client base (Atasoy et al., 2022). The standard service and retail packages complement the various ambiances provided by Marriott's offerings. A hotel's marketing plan must also include its marketing idea, product lifecycle, and focus tactics (Kravtsov, 2017). 
The Hotel's marketing plan is crucial to its market entrance and establishment since it outlines the Hotel's goals, marketing objectives, and critical aspects to consider while executing the Hotel's marketing plan procedures. One of Marriott's primary marketing goals is to ensure that its numerous hotel brands continue to provide the esteemed level of service that has been its trademark (Roblek et al., 2016).
Current marketing position: The marketing position of Marriott Hotels are concentrated on social media. Twitter is frequently used by Marriott's customer care agents to discuss and investigate consumer complaints. Marriott Hotels tailors its marketing strategies to regional norms and preferences (Truong and Hall, 2017). In terms of marketing, the majority of Marriott hotels use a "one size fits all" strategy regardless of location. The primary focuses of the marketing department were international marketing, advertising, and brand management. Marriott Hotels began emphasising personalised service due to rising competition and altered client expectations. The hotels and brands of Marriott required assistance to fulfil their varied marketing objectives. By designing personalised advertising and promotional materials, Marriott Hotels distanced itself from the competition. They developed a website for its worldwide properties with the aid of Pica and excel Consulting. A website whose primary function was to facilitate the rapid and simple modification of advertising materials (Salvioni, 2016).
current tactics for selling ritual and communion bundles Currently, just one out-of-date leaflet is being used as a promotional tool for this endeavour. In order to attract additional clients, this must be refreshed with fresh images and copy. Pricing may also need revaluation; offering new discounts may help send a more positive message to the target market. During ownership of the Holiday Inn Valencia, each promotional item was previously produced. Holiday Inn Valencia changed their promotional banners, photos, and other materials annually. These emphasise big holidays like Halloween and Saint Patrick's Day while disregarding smaller, community-based celebrations. As a result, it was impossible to provide marketing for these various local events. Before the promotional materials could be utilised to increase income, the hotel's general manager had to provide his approval. Since Mr. San Juan assumed management, the hotel has become a franchise, making advertising simpler (Oyner and Korelina, 2016).
Sustainability and green message by the Marriott international: Marriott International has attempted to lessen its environmental impact for over two decades. The operational divisions of Marriott International are "moving toward a greener, healthier world," and the company as a whole is implementing measures to assure environmental sustainability. Purchasing materials and services for its 3,300 hotels annually costs Marriott International and its shareholders more than $10 billion. Marriott International is extending its "green" hotels and other assets in a similar fashion. In addition, the EPA has classified over 275 Marriott hotels as "ENERGY STAR" facilities (Nishat, 2021). Marriott International earned the 2009 Tourism for Tomorrow Award for Sustainability in the Global Tourism Business category from the World Travel and Tourism Council (WTTC)
While Holiday Inn Green Engage is fundamental to the hotel's attempts to lessen its environmental impact. All Holiday Inn hotels now offer A GREENER STAY, a new environmental sustainability programmer. By volunteering, our visitors may earn 500 Rewards Club Points every stay, while also protecting natural resources, reducing waste, and saving money. Visitors who care about the environment may save time and energy by hanging the green handle hanger before 2 a.m (Tošić et al., 2021).
COVID-19 strategy: The disturbing effects of COVID-19 and the subsequent pandemic presented Marriott with a once-in-a-lifetime opportunity (Kravtsov, 2017). Due to a substantial increase in available funds, Marriott was in a good position to expand in the current market conditions. Uncertain were which market to enter and how to do it effectively. In a quickly expanding sector and a globe still managing with the COVID epidemic, Marriott were running out of time. Throughout the epidemic, Marriot have arranged supportive the guests, whether they are here for business or pleasure, that we will be there for them when they are ready to go, and that they may return to the world with confidence. In addition, holiday Inn Rewards programme makes their journeys more profitable. The epidemic has altered several of our practises, notably the emphasis on more flexible scheduling, which will continue in the future. Holiday Inn needed to maintain the adaptability as the year progressed and circumstances altered. The significance of data and analysis cannot be emphasised enough. Every day, markets shut and open at precisely the same hour, regardless of market volatility (Wang et al., 2019).
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This study analysed Holiday Inn's and Marriott International's respective marketing approaches and strategies. This study revealed information on the current marketing position of Holiday Inn and Marriott International. In addition, within the scope of this study, an analysis of the ecologically responsible and sustainable business practises of Marriott International and Holiday Inn was carried out. In the end, the purpose of this study was to analyse and describe the strategies that Marriott International and Holiday Inn have developed to combat the COVID-19 outbreak.
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