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In this essay, we will look at the similarities and differences between two multinational hotels and their businesses approach.
The two hotels chosen for this essay are Holiday Inn and Marriot, two hotels with history, that withstand the test of time, going from small family businesses to international brands recognized across the world.
The Holiday Inn was founded by Kemmons Wilson, having his focus on developing the optimal lodged leisure he quickly went from owning a small motel in the City of Memphis U.S to having franchises and hotels across the world, being a family-driven business, his vision and ambition is kept alive even today by his sons Kemmons Wilson Jr who is still involved in the hotel business that his father started.
 With his father`s help and guidance, Bill Marriott ventured into the hotel business, becoming a visionary that transformed the hospitality industry by opening the world’s first motor hotel, this gave him a healthy start in his hotel business venture.
Holiday Inn is a multinational hotel and a subsidiary of the intercontinental hotel group founded in the U.S it has grown to be one of the biggest hotel chains, having over 1000 active hotels worldwide.
Holiday Inn was founded in 1952 by Kemmons Wilson, who was motivated to increase the ideal holiday leisure for families, his main idea was to build over 400 motels across the U.S, each motel being set apart from one day`s driving.
The first Holiday Inn motel was born in Memphis in 1952, his motel was so successful that within 20 months after opening he managed to open three more motels in the city of Memphis, and by the year 1972 his vision of 400 motels was exceeded, managing to build over 1400 hotels worldwide. Having his focus on family traveling, he developed other features that would later become a standard in the hotel business such as larger rooms (12ft x 26 ft with bathroom) free in-room television, access to telephones and ice machines, no charge for children under the age of twelve who stayed with their parents.
In 1957 Kemmons had his first public offering, an event that took the business to a new financial level, he offered 120,000 shares at 9.75$ which gave him a healthy start in the world of the hotel building.
Even while his business was growing at an astonishing rate with two Holiday Inn opening every week by 1962 Kemmons continued to innovate by forming a partnership with Gulf Oil a big oil company that allowed anyone with a Gulf credit card to pay for their stay at Holiday Inn. After opening his first international Holiday Inn in Montreal Canada he also created a referral arrangement with Pan American Airways to attract more people from different parts of the U.S, making their business trips or holidays more convenient.
At the time of his retirement in 1972 he was named the “Innkeeper of the World” with over 1,400 hotels across over 20 countries and managing to attract a staggering 70 million customers per year he managed to turn his ideal holiday leisure into the first lodging and food-service chain to surpass the 1 billion dollars in gross sales, this success brought fame and earned his nickname of “The man with 300.000 beds’ as he was called in his interview by times magazine in 1972.
After losing its market dominance in the late 1980s the company was renamed Holiday Corporation, and so just like Marriott International the Holiday Inn became a conglomerate by acquiring multiple brands such as Crowne Plaza, Hampton Inn, and Embassy Suites Hotels. By the early 2000’s the brand was bought by InterContinental Hotels Group, a large hospitality company based in the UK, who at first decided to franchise the Holiday Inn brand before relaunching the brand worldwide with new signature bedding and bathroom products they managed to successfully implement their business strategy, to deliver high-quality rooms that stand out compared to their competitors, this achievement was possible due to the constant digital investments to make the brand more recognizable, with implementing a reward system for their customers called IHG rewards that allows customers in all their 6,000  hotels to earn points and loyalty benefits.
Being a family-oriented business, like Marriott International, they started their own project for sustainability called “Tomorrow plan” where all the IHG brands and franchises take part in reducing their carbon and energy usage while conserving water and reducing waste, their engagement in the local communities continued during Covid19 as well, after reporting a loss of over 150 million dollars, the IHG group remain engaged in the local community working with different organizations to help provide food and shelter to those in need.
 The Marriott hotel story started with a root beer stand founded by Willard Marriott and his wife Alice in 1927 who alongside their business partner Hugh Colton opened more root beer franchises in Washington D.C, finding success in their root beer business they quickly moved to restaurants opening the first Hot Shoppes in 1927 and then two more in 1928 which were the first drive-in restaurants in the East coast. Later in 1937, they made a shift into in-flight airline catering delivering boxed lunches for passengers at the Hoover Airport in Washington, D.C, in 1953 Hot Shoppers goes public on the stock market 10.25$ per share.
The Marriott hotel business started in 1957, opening the first Motor Hotel in Arlington Virginia, at the time it was the first Motor Hotel, their second hotel opening took place in 1959, Key Bridge Marriott is the longest-operating hotel in the Marriott portfolio.
Led by their son J. W Marriott jr. (Bill) who took the company to extraordinary success, under Bill`s leadership Marriot became a global enterprise, managing to open their first international hotel in Acapulco, Mexico, in 1969. In late 1970 he changed his business model from ownership to property management and franchising this change in his business model allowed the company to grow, reaching new heights. By 1993 the Marriott company was split, Marriott International became a hotel management and franchising company that was led by Bill Marriott and Host Marriott International a hotel ownership company led by his brother Richard Marriott.
In April 1995 Marriott International expanded by investing over 300 million dollars to acquire 49% interest in the Ritz-Carlton Hotel Company. Bill Marriott believed that his strategies could improve the sales and profits of Ritz-Carlton hotels, a chain of hotels who at that time was barely breaking even, and so began the Ritz-Carlton expansion that was possible due to the Marriott`s financial support and unique business strategies. The relationship between the two was solidified in 1998 when Marriott International managed to buy the majority ownership of Ritz-Carlton, today there are over 80 hotels around the world under Ritz-Carlton’s name.
Today Marriott hotel group has over 174,000 employees in over 7,800 establishments and brands that operate under the Marriott management such as The Ritz-Carlton, Sheraton, and Courtyard by Marriott available in over 130 countries all over the world and generating over $20 billion in annual revenue, they managed to solidify their market position as a group of hotels that can offer very luxurious establishments with the Ritz-Carlton and St. Regis hotel groups or a more affordable establishment with their upper-midscale brands such as Sheraton and Residence Inn, a more accessible choice for the regular customer.
Being a worldwide brand with history and tradition, the Marriott hotel group managed not only to build a wide variety of choices for every group of customers but also to help and develop local communities to build towards a more green and sustainable future, with the commitment to improve their sustainability they started a new project called Serve360, a projected implemented to help them reduce their own environmental footprint by 15%-30% across their portfolio by not only reducing the food and water waste but also switching their marking strategies to a more digital approach using sites, online media and tv commercials instead of flyers and newspapers.
During the Covid19 Marriott ended the year 2020 reporting a loss of over 250 million dollars, the second biggest loss in company history since the 2009 financial crisis, during the height of the pandemic they increased their surface areas and public spaces protocol using electrostatic sprayers to sanitize surfaces through their hotels and also ensuring that all their customers have access to multiple sanitation stations carefully spread through the hotel to avoid guest contact but also implementing mobile check-in, web check-in and mobile key access through the Marriott app to limit the contact between staff and customers.










In conclusion, both hotel groups have their similarities and differences, with the Holiday Inn brand remaining a great choice for a quiet family vacation or if u fancy a luxurious stay at one of Marriott`s famous Ritz-Carlton, these two brands cover the best of both worlds, managing not only to stay relevant after decades but also implementing new ideas and business strategies that are taking the hospitality industry to new heights but also to a greener and more sustainable future investing and helping the communities in which they operate to grow alongside them, a key marketing position that took both brands from local establishments to worldwide conglomerates in the hospitality industry just as their former founder Willard Marriott and Kemmons Wilson envisioned them to be.
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