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Any organization's marketing function is critical for effectively identifying the organization's target consumers as well as giving the finest values to their customers so that they may get the most out of their consumers. Marketing is a highly concentrated component of any organization since it is one of the most important aspects of the company's success and client acquisition. Hotel businesses rely heavily on marketing operations that attract clients, offer them with excellent value, and engage with them in relevant ways. In this essay we will be taking Holiday Inn & Marriott as an example to compare different forms of segmentation, targeting, positioning, and other marketing activities to depict a good overview of both organisation’s marketing activities. 
Holiday Inn is a concern of the wider InterContinental Hotels Group (IGH). It is a hotel that aims to provide good quality and affordable services to the customers. The company is originated from America. On the other hand, Marriott is a hotel chain which owns most of the luxury hotels in the world and it is also larger than Holiday Inn or its parent company IGH. It is also originated from America.
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Segmentation
Segmentation is one of the most influential factors in marketing as it is the base for targeting a suitable customer base and properly positioning the brand in the customer’s mind (Blythe, 2014). Segmentation of a brand is the very first step of the wider STP (segmentation, targeting, & positioning) activities which we will investigate shortly.
Holiday Inn
i. Psychographic: Commercial & Leisure Travelers
ii. Geographic: Major highways, interstates & airport locations
iii. Status: Mid-level customers with moderate capability
iv. Behavioural: Customers seeking value for money services
Marriott
i. Psychographic: Business-minded people
ii. Geographic: Business & Corporate areas, high-traffic locations
iii. Status: Luxury customers 
iv. Behavioural: Customers seeking luxurious & exceptional services and experiences
Targeting
Targeting is the second part of the wider STP model. In the case of targeting, the companies usually target a specified segment of the market that they have segmented in the earlier stage of STP. Targeting leads to positioning and together they form a picture of the brand that generates sales & revenue (Bowie et al., 2017).
Holiday Inn
Leisure travellers and business travellers with moderate budget.
Rationale: Holiday Inn is famous for among the leisure travellers for it’s not being ultra-expensive. It is a fine hotel with nice facilities that is suitable for most of the people (Kotler and Armstrong, 2018). Specially, for the leisure travellers who seek to travel with minimum budget. For the same reason, many business travellers with a moderate budget to stay also prefer Holiday Inn over luxurious hotels. So, the targeting is appropriate for leisure travellers and business travellers with moderate budget.
Marriott
Luxury & Business Travellers with high budget to spend.
Rationale: Marriott is more known as a luxurious hotel brand rather than a cheap or affordable hotel for most of the commoners (Clow and Baack, 2017). It holds luxury and exclusivity that is experienced by spending more money by the customers. So, the luxury and businesspeople are mostly fond of Marriott for the exclusive service and experience they provide.
Positioning
Positioning is the third step of the wider marketing STP model. Positioning is important for hotel brands specially (Eagle, 2020). Because staying at a hotel is a matter of preference, perception, and comfort. The way a brand positions its hotel in the mind of the customer, the customer develops that kind of perception about the brand in his or her mind (Chaffey and Chadwick, 2019). This perception ultimately drives the purchasing decision and how it makes the customer feel about staying in the hotel.
Holiday Inn
Positioning Statement: Pleasing people the world over.
Rationale: Holiday Inn makes it very clear about its positioning strategies from its positioning statement (Walsh, 2018). By saying so, they mean that they want to satisfy everyone who is their customer by making it affordable and accessible for everyone all over the world. For this reason, Holiday Inn is positioned as a moderate or prestigious hotel in the minds of the customers.
Marriot
Positioning Statement: Creating life’s unforgettable moments.
Rationale: Marriott provides a more exclusive and luxurious sign in the minds of the customers. By providing exclusive, luxurious, and enjoyable service to premium customers they want to create the most unforgettable and exclusive moments of life of a person (Clow and James, 2014). So, Marriott is positioned as a luxurious and uniquely defined brand in the minds of the customers. Marketing communication is the way a business communicates with its target customers via different channels of communications to ensure the target customers get a clear message about the company and ensure the customers know the exact information they need to know about the company aiming to build a very exceptional and desired position of the brand in the minds of the customers (Kotler, Kartajaya and Setiawan, 2017). The marketing communication strategy that Holiday Inn and Marriott takes are of two different types. Let’s start with Holiday Inn.
Holiday Inn targets the leisure travellers who are mostly associated with families, and it also targets business travellers with moderate budget. So, they have two brands in this regard. The regular Holiday Inn mostly targets the leisure travellers and families (Ryan, 2017). Whereas Holiday Inn Express targets business customers with moderate budget aiming to have a good experience. The regular Holiday Inn communicates with the customers in a friendly and relaxing manner. On the other hand, Holiday Inn Express communicates with its customers in a more techy, fast, & smarty manner.
[image: Holiday Inn Share the Kong Family's Moments of Joy | LBBOnline][image: ]
Picture: Regular Holiday Inn vs. Holiday Inn Express
Source: (Kotler, 2020)
The picture on the left is a Holiday Inn promotional poster for Hongkong’s customers where we can see it is a warm, relaxing, and calm experience for the leisure and family travellers (O’brien, Marakas and Behl, 2010). On the other hand, the picture in the left is a promotional poster for Holiday Inn Express that tells the business customers to stay smart with their express services. Because the target market is different, the marketing communication is also different.
Marriott is a luxury brand which targets people high in the socio-economic class. So, it has a different mood to its communication with the target customers than Holiday Inn which is a cheaper and more affordable alternative with sacrifices in exclusive services and experiences. Marriott talks more about the experience that the customers can get from their exclusive service rather than affordability or smartness (Jeannet and Hennessey, 2011). It’s all about elegancy, experience, and speciality about the whole journey with the hotel rather than getting value for money services.
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Picture: Marriot Marketing Communication Promotional Banner
Source: (Ryan, 2021)
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Picture: Marriot Marketing Communication Promotional Banner
Source: (Kotler, 2020)
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Picture: Marriot Marketing Communication Promotional Banner
Source: (Walsh, 2018)
The visuals above show the way Marriott communicates with its targeted customers. This distinguishes the brand from other hotel brands like Holiday Inn.
So, this is how the two different brands Holiday Inn & Marriott communicates with its target customers to attract maximum of them and make the most profit out of their business operations.
Recommendations
Holiday Inn
i. Improving service for regular customers and involving innovation in the customer service.
ii. Incorporating new technologies in hotel management services of Holiday Inn Express
iii. Train employees to be more customer service-oriented
iv. Creating a clearer position of the brand in the mind of the customers
Marriott
i. Clearing the confusions between lots of hotels under the same category by providing enough information about the differentiating factors to the customers which will ease out the customer service and decision making.
ii. Integrating technical factors in the service of the hotel apart from only luxury. Because customers are being more tech savvy day by day.

Marketing strategies of a brand is extremely crucial for achieving the objective of the organisation. Because every organisation has its own set of objectives and to achieve those objectives it is really meant to earn profit. So, the marketing strategies highly impact the profitability of a brand as it works with creating customer value and retention of the customers. Marketing strategies are also highly crucial for creating the perception of a brand which is most important in hotel industries as customer perception highly impacts the buying decision in this regard. Targeting the customers according to proper segmentation and properly positioning the brand into the customer’s mind by appropriate set of marketing communication strategies is crucial.
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