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[bookmark: _heading=h.30j0zll]Introduction
A brand of IHG Hotels & Resorts, with its corporate offices in Denham, Buckinghamshire, Holiday Inn is an American hotel chain with headquarters in Atlanta. The largest hotel business in the world, Holiday Inn was originally formed as a U.S. motel chain. As of September 30, 2018, it had 1,173 operating hotels with a staggering 214,000 rentable rooms (Ismanto, 2018). While, Marriott International owns Sheraton Hotels and Resorts, a global brand of semi-luxury hotels. Sheraton will have 84 hotels with 23,092 rooms under construction as of June 30, 2020, in addition to operating 446 hotels with 155,617 rooms worldwide (Perenc, 2020). These two were chosen due to their leadership in the hospitality sector, dedication to provide genuine lodgings, and all-around excellent reliability program.


Main Body
Holiday Inn wants to ensure that this opportunity is seized because it has a history of leading the industry in terms of innovation. The Holiday Inn campaign highlights the positive aspects of the current Holiday Inn and encourages visitors to "Look Again" to see how the recognizable brand they thought they knew has developed to fulfil their needs (Ismanto, 2018b). Holiday Inn is located in this market segment. This is due, in part, to InterContinental's division of its properties across its numerous brands. As a result, the company's Inter-Continental hotel brand, a product of five-star hotels found in big cities, caters to the highest section of the market.
The majority of Holiday Inn's investments are likely made in the most opulent regions of the world, such as the main cities, where they set high standards for the provision of exquisite services (Satyadewi, Hafiar and Nugraha, 2017). Holiday Inn is also known for hosting some of the most influential people and this has perhaps done a milestone in positioning the brand. In 2013, a brand positioning effort was required to increase awareness for the Holiday Inn Express brand by developing a distinctive personality that would set it apart from other budget brands and set it out from its sibling brand (Shahid, 2019). Hampton Inn is one of Holiday Inn's rivals. When compared to its rivals, Holiday Inn comes out on top in terms of product quality Score, pricing rank, and customer service (Saman and Gaffar, 2016). But overall Hampton Inn is the market leader and Holiday Inn stays as the market challenger.
Holiday Inn makes sure that it has a benefits strategy in place that supports the company's purpose of delivering value through chosen brands and skilled people as a major global hospitality organization. The goal of Holiday Inn's marketing strategy is to generate value through its multi-part Winning model.: Broadcast marketing, engagement marketing, delivering preferred brands through its people, using scale, developing a strong brand portfolio and loyalty programs, efficient channel management, a compelling owner proposition, and communication strategy.
It focuses on developing novel and creative approaches to hotel construction and management to mitigate the effects of environmental change and provide future business evidence against rising carbon and asset prices (Pearce, 2019). Defining a "green hotel" and our strategies for sustainability and carbon reduction are essential to our ecological process. This investigation looked at the effects of green showcasing causes and advertisement request types on customer insights after reviewing green promotion as a vital CSR advertising activity of hotels (Hayat et al., 2022). 
Sheraton Hotels and Restaurants, makes it simple for visitors to feel a part of something special thanks to part of Marriott International Inc. In order to modernize its distinctive community experience for the upcoming generation of travellers, Sheraton Hotels & Resorts is now implementing a major brand overhaul at properties across the world (Davydiuk and Ushchapivska, 2021). The main drivers for the business options are the forecasted elevated anticipation management, customer focus on the management of the hotel, and the need for quality hotel services across the world.  According to the company's three-year growth strategy, it projects diluted earnings per share of $7.65 to $8.50 by 2021, representing a compound growth rate of 11% to 15% over 2018 adjusted results (Clay, 2020).
Sheraton hotels strive to be the leading service provider in the hospitality industry worldwide. They positioned themselves in the market as “Best-in-class customer service and comfort” by segmenting the market to leisure and business travellers as well as targeting the market with business travellers, vacationers, and honeymooners (Schulz, 2018). Sheraton is the third-largest brand in the company's global ranking in terms of both rooms and rates and its most geographically diverse brand (Nixon et al., 2017). Its unique selling point is its “Intensive focus on guest satisfaction and networking among guests”. The possible areas that could be addressed with a targeted positioning message will be revealed by comparing their communication and messaging strategy with that of competitors.
In the hospitality sector, lodging and other associated services differ significantly from other commoditized goods. The luxury segment of hotels has been the hotel chain's primary focus. The marketing mix for Sheraton;
i. Product strategy: Variety, Features, Quality, and Augmented services are strictly followed to meet the solution of the customer needs. In order to differentiate itself in the crowded market, Sheraton has previously created distinctive product designs, names, and features.
ii. Pricing strategy: Choosing a price penetration strategy will be able to win market share based on discounting whereas, clear communication of the foundation for differentiation and how that differentiation supports the higher price will be necessary for a skimming strategy.
iii. Place/Distribution: Customers today place a great value on "convenience" and "convenient availability" (Hall, 2020). Product categories, market dynamics, customer preferences, internal resources and competencies, and competitive distribution methods are all taken into account.
iv. Promotion: Television, radio, and print advertising are the above-the-line advertising choices for Sheraton. Direct mail campaigns, trade exhibitions, and catalogues are examples of below-the-line promotion strategies.
There are several types of marketing strategies that take place in Sheraton Hotels and Restaurants like advertising, and branding on an international level but in recent times they have shifted to social media strategy where they try to meet the customer demand and get to know the culture by using social network channels. They are usually choosy while picking strategies o effectively implement in the organization.
The Sheraton Stockholm Hotel, a recipient of the 2012 Green Key Award, has created a thorough plan to work towards a healthier environment (Elman oğlu Bağırov, 2021). One of the many environmental contributions is their sustainable food policy. With many boxes of herbs and berries used for cocktails and meals in the hotel bar and restaurant, the Sheraton Stockholm kitchen is cultivating its ecological garden in the hotel courtyard. With the support of the financial award from the second time they were named the greenest hotel in Starwood in Northwest Europe, the garden was made feasible (McKenna, 2020). The Green Team at the Sheraton Denver Downtown Hotel has implemented a number of sustainability practices to help save resources and energy. In order to provide unforgettable guest experiences and promote dedication to the Earth, the hotel uses a number of systems and controls as part of its sustainability initiatives.
The hospitality industry has suffered extraordinary losses as a result of Covid-19. The hospitality sector and its affiliated industries are facing an uncertain future with regard to the start of new businesses as the Covid-19 outbreak causes havoc (Gautam, 2021). But still, multinational hotels like Holiday Inn, Sheraton Hotels and restaurants managed to position themselves through some of the common strategies like; 
i. removing and changing touchpoints; 
ii. redesigning eating space; 
iii. adding app-based check-ins and controls; 
iv. clean certification approval; 
v. housekeeping facilities etc. 
By doing these sorts of the positioning they tried to convey the message to the customer that they still provide their guest's safety & flexibility, provide true hospitality to the community, and be there for the customers even at the worst time for the whole world (Kirmani et al., 2017).
[bookmark: _heading=h.1fob9te]Here are some recommendations for the hotels. To develop and enhance marketing activities that may aid potential growth would be to increase brand loyalty due to its widespread presence and consistent service quality across all of its locations, adding flexibility to the services it provides is easy.; Adaptable to the global convention market; The majority of hotels worldwide develop a special package to raise occupancy rates during the slow times of the year, weekends, and other holiday times. Typically, the lodging business is seasonal.
[bookmark: _heading=h.3znysh7]

Conclusion  
[bookmark: _heading=h.2et92p0]It is clear from the discussion of hotel chains above that both hotels employ various marketing tactics and strategies in order to remain relevant in the market and thrive in the present environment. A great and well-known hotel chain with locations all over the world is The Holiday Inn and Sheraton Hotels & Restaurants (Mishraa, Goyal and Sharma, 2018). In addition to offering services for people of all ages, it also keeps the nutritional value of those services. Additionally, it extends offers to its clients. Only the good qualities of Holiday Inn and Sheraton Hotels & Restaurants with various market strategies and methods are found throughout the article, demonstrating the bar it sets in comparison to its rivals.
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