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Marketing is the strategy the hotels use to promote their business and bring in as many new customers as possible. This essay will compare the marketing strategies of two multinational hotel brands, their concept of sustainability and how the pandemic affected them. The chosen hotels are Marriott and Holiday Inn because both brands started as a family business in America and over the years became a multinational brand with many loyal guests. Tourism is one of the biggest industries in the world that has a major influence in global economy (Duarte Santos and Lima Silva, 2020, p. 50) and both hotel brands have a big influence on today`s hospitality industry.
“Marriott got its starts in 1927 as an A&W root beer franchise in Washington`s Columbia Heights neighbourhood.” (Denham and Bhattarai, 2021, p. 1) In the beginning, it was a family-owned business, and they rebranded as Hot Shoppes soon after they added hot food. First hotel was opened in 1957 in Arlington, USA and it was a motel. (Denham and Bhattarai, 2021, p. 1) The original idea of J. Willard Marriott, the founder of Marriott, was “good food and good service at a fair price”. Over the years, Marriott, become one of the most powerful hotel brands with over 8000 hotels and resorts all over the world. Marriott is spread over 30 different brands, with $42.3 billion market capitalization in 139 countries. The 30 brands Marriott has been divided under Luxury, Premium, Select and Longer Stays so their guests can choose the perfect hotel to suit their needs. (Marriott.com, 2022)
“Today`s successful companies have one thing in common: they are strongly customer focused and heavily committed to marketing” (Kotler, 2020, p. 5). Marketing is more than advertising and selling, marketing in understanding, satisfying customer needs and building good customer relationships so the customer will return. (Kotler, 2020, p. 5) With that in mind Marriott uses as marketing strategy the Marketing Mix. One of the main focuses is social media because today customers are influenced in their decision more by social media, friends and families than by traditional marketing communication. (Kotler, Kartajaya and Setiawan, 2017, p. 12) Knowing that, Marriot created M Live which is a headquarter where the social media experts monitor when a guest post something about the hotel on different social media platform. 
Marriott believe that guests are important to the brand, their opinion is taken seriously, and this leads to loyal customers. The Marriott`s app offers to rewards members hassle free check in. Guest can go in their room with no check in and they can open the door with their phone. (A peek Inside Marriott`s Marketing Strategy & Why It Works So Well, Social Tables)
Years ago, hotels used to deal with complaints discretely but now with social media they cannot control that. So, the brands now must be honest with their guest, to build a trustful relation because those brands with poor services will not last. (Kotler, Kartajaya and Setiawan, 2017, p. 13) Regarding this statement Holiday Inn is not exceeding at social media activity, their focus is efficiency, quality and value for money. Holiday Inn concept got his starts back in 1951 when during a family trip in Washington D.C., Kemmons and his family were very disappointed about the accommodations they found. The rooms were uncomfortable and as a family with 3 children they have been charged extra for every child. Kemmons idea was to build 400 motels in the country within one day drive between each other. In 1952 first Holiday Inn was opened in Memphis and until 1953 were opened three more. (Kemmons Wilson Companies, 2022)
Comparing with Marriott, Holiday Inn has only 1000 hotels opened around the world. Opened as a family friendly motel, over the years Holiday Inn become modern, flexible and efficient so can accommodate from business guests who need efficiency and quiet rooms to pleasure and leisure guest looking for services to make their stay memorable. As Marriott, Holiday Inn has their own loyalty program which gives loyal guest opportunity to access preferential room rates, earn points with their stays and being able to transform those points in stays or miles. (IHG Hotel Development, 2022)
Holiday Inn`s new concept is open lobby, a different experience for guest, where the front desk, restaurant, bar, lounge area and business centre are all in the same opened space. The idea of the concept was based on marketing research which revealed that businesspeople no longer have a fix schedule, and they like to be able to have their dinner in the same place where they can work. Open lobby concept came with the idea of dine-in all day, so guest cand enjoy a good meal every time of day. The space is casual, friendly and gives everyone opportunity to feel welcome whether they are with family or friends, doing business or alone. (Holiday Inn an IHG Hotel, 2021)
In order to attract customers many hotels use the characterisation “green hotel” as a strategy of marketing. Green marketing is a company`s strategy to create and offering products that will not affect the environment. (Siu-wa Chan, 2014, p. 915) Holiday Inn use the IHG Green Engage System, a plan which gives the hotels opportunity to choose from over 200 “Green Solutions” in order to reduce water, waste and energy. IHG Green Engage System has four levels that the hotels can achieve, and each level includes different stages of improving the impact on the environment. (IHG Hotels & Resorts, 2021). Marriott green strategy has multiple initiatives to reduce environmental impact, one of the initiatives in Serve360 a commitment to be sustainable in their business, build and operate sustainable hotels, source responsibly and reduce environmental impacts. (Marriott.com, 2019)
From 2020 the coronavirus pandemic has affected the hospitality industry, creating challenging times for all people. Thousands of employees were furloughed, many lost their jobs and hotels revenue dropped. Marriott and Holiday Inn as many other hotels all over the world seen a lost in their revenue and had to reduce as much as possible their costs. Both companies had to decide which hotel must be temporarily closed and which to remain opened. Marriott had couple initiative to help healthcare workers and frontline staff. In US and Mexico their initiative, provided free rooms in selected hotels for healthcare workers. In Europe, the Middle East and Africa, their initiative provide discounted rate for medical staff and in addition, the furloughed Marriott`s employees helped their local communities donating food and bed lined, helping the medical staff, making masks and supporting their local communities. In China, Marriott donated RMB 5 million through China Youth Development Foundation to help with the cost of treatment, equipment and other relevant items for the patients of pneumonia infected with coronavirus. Across the world, the goal was to support the frontline workers.  (Manutd.com, 2020) During coronavirus pandemic Holiday Inn created a global volunteering resource which gave people around the world to help their local communities. Another initiative Holiday Inn had, was supporting “China Red Cross, building temporary hospitals facilities, the British Red Cross Disaster Relief Alliance and CARE International providing PPE in developing markets” (IHGplc.com, 2022) They also gave their rewards members possibility to transform their points into money donation. 
The coronavirus pandemic was one of the most challenging times in both Marriott`s and Holiday Inn`s history but from 2021 people started to go back to normal and the hotel industry seen an increase in their occupancy. To attract guest, both companies implemented strict cleaning measures, social distancing signees in the public spaces, flexibility in their cancellation policy and many offers for booking their hotels room. As is recovering from pandemic, in order to attract more people, hotels are offering new experiences to their guests (Wallis, 2022, p. 20) and Marriott has many offers available to please all categories of people. One of the new experience available at Marriott is ‘Epic Road Trips’, a package which offer guest the opportunity to explore most beautiful roads of the world and to stay in Marriott`s hotels nearby. (Marriott, 2020)
Marriott and Holiday Inn have family-friendly travel options meaning the children under 12 eat for free when accompanied by one adult and can share the room with their parents at no extra cost. One recommendation to aid future growth for both Marriott and Holiday Inn is that in selected hotels to build an indoor playground. Many parents when are looking to book a holiday or a family trip they are searching for places with activities for their children. An indoor playground in the hotel will be their first choice as hence the weather there will always be something to do with their children. 
All this these points being considerate, even if Marriott and Holiday Inn are different categories of hotels, both companies managed to grow as a multinational brand, to survive during the one of the most challenging times, coronavirus pandemic, to satisfy their guest needs, to start to do their business in the way to protect environment and to adapt changes all the time. 
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