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[bookmark: _Toc117003823]Introduction 
The report includes a comparison between the marketing strategies and methods of two multinational hotel brands, Holiday Inn and Hilton Hotel. The selected hotels have already occupied a significant position in the hospitality industry; however, it is also undeniable that they have also been impacted by the pandemic. Therefore, the emphasis is on analysing their current market position and marketing strategies, including sustainability and positioning after the pandemic. 

[bookmark: _Toc117003824]Marketing Choices and Direction in Marketing 
The marketing strategy of Hilton Hotel speaks to the broad base of consumers that have been a part of its portfolio. For this purpose, the hotel has followed the direction of strong consumer design targets, brand architecture and positioning for meeting unique customer needs. Hilton develops its marketing campaigns based on these foundations and based on rigorous research, so that deeper relationships with the audience can be built as per their emotional needs (Talbot, 2019). On the other hand, Holiday Inn owns different brands across the world and has directed its marketing efforts towards customer loyalty. The main aim is to build their experience specifically by introducing their marketing campaigns following local and cultural nuances. Once a marketing initiative is introduced, efficacy is determined so that channels can be optimised and messages can be delivered for ensuring maximum impact (Elliott, 2021). It is significant to note that both of these hotels are using traditional and digital marketing strategies to improve their position in the industry. The success of traditional and digital balance is evident from engagement through social media with guests (Talbot, 2019). 

[bookmark: _Toc117003825]Current Market Positions
The current market position for Holiday Inn and Hilton Hotel can be analysed through STP.
[bookmark: _Toc117003826]Segmentation and Targeting 
Market segmentation and targeting are concerned with the identification of potential customers and creating value for them (Camilleri, 2018). 
For Hilton Hotel,
	Segmentation
	Targeting

	Geographic 
	Present worldwide, including the UK 

	Demographic 
	Middle and senior aged professionals 
High-level income 
Upper social class 

	Psychographic 
	Ambitious to pursue a luxury lifestyle 
Ambitious to perceive their high status 
Seek for luxury 

	Behavioural 
	Loyal to the brands 
Specific booking preferences, such as travelling for business or leisure
Prefer own values and lifestyle choices 


Figure 1: STP for Hilton Hotel
Source: Talbot (2021)
For Holiday Inn, 
	Segmentation
	Targeting

	Geographic 
	Worldwide, including the UK 

	Demographic 
	High-income earners 
Families and corporates 

	Psychographic 
	Tourism related luxuries 
Business oriented luxuries 

	Behavioural 
	 Different preferences for booking 
Interest in travelling for tourism purposes 
Interested in travelling for business purposes 


Figure 2: STP for Holiday Inn
Source: Elliott (2021)
	Considering the above-mentioned tables, it has been observed that Hilton hotel and Holiday Inn are targeting customers that seek luxury and are interested in travelling for business and tourism purposes. 
[bookmark: _Toc117003827]Positioning 
Positioning refers to the analysis of the extent to which an organisation stands in relation to the other (Iyer et al., 2019). The positioning map below represents the current market position of the selected hotels. 
[image: ]
Figure 3: Positioning Map
Source: self-created
	Although both Hilton and Holiday Inn have positioned themselves as hotels emphasising high quality and price, however, Hilton has positioned itself as a hotel inclined towards effective brand management and customer service (Bova, 2021). Besides this, Holiday Inn has mainly focused on the mid-price segment along with increasing customer awareness through different marketing platforms (IHG, 2021).  

[bookmark: _Toc117003828]Current Marketing Strategies
The current marketing strategies of hotels can be analysed using a marketing mix. 
	
	Hilton Hotel
	Holiday Inn

	Product 
	The hotel is offering the core product as hotel rooms and supporting products such as room service, concierge services, membership discounts, and restaurants (Zeng, 2021). 
	Holiday Inn is also a well-recognised lodging brand in the world, which is offering services ranging from hotel rooms, restaurants, swimming pool, fitness centre and other amenities. 

	Price 
	The hotel has adopted a premium pricing strategy, as it has already been perceived to be offering excellent quality and additional characteristics (Reidhead, 2020).
	Holiday Inn is more focused on demand-based pricing as customers are usually price-sensitive (IHG, 2021).

	Place 
	Hilton has a presence all over the world. Furthermore, it is heavily reliant on the internet and information technology and also facilitates customers through convenient mobile applications (Zeng, 2021).
	The hotel has also ensured its presence all over the world and introduced an app for providing ease of accessing an account, viewing past details, finding rooms and managing bookings (IHG, 2022a).

	Promotion 
	Hilton has focused on both traditional and digital marketing tactics. The hotel has currently launched a campaign called "travel the world" to highlight options for travelling. Besides this, the hotel is also using digital platforms such as social media to target customers from different cultural backgrounds. Hilton has also introduced its first global brand platform, "Hilton for the stay" (Hilton, 2021; Bloomberg, 2022)
	Holiday Inn has introduced broadcast advertising, along with engagement marketing, by offering different types of services. The hotel was also making the most of available digital platforms and launched its first digital campaign aimed at inviting guests and asking them to share their unique stories (Elliott, 2018; IHG, 2021). 



	Analysing and comparing the current marketing strategies of Hilton and Holiday Inn, it has been observed that although the hotels are offering almost the same services; however, they differ in quality. On the other hand, a major difference in the pricing strategies of the two has also been observed. The hotels are operating all over the world and making the most of digital and traditional strategies.

[bookmark: _Toc117003829]Marketing Regarding Sustainability 
Hilton Hotel has already been conscious of the environment and, therefore, has increasingly emphasised taking green initiatives and their promotion through its channels. The hotel has mainly focused on recycling, prevention of waste, as well as food upcycling and donation. Based on its efforts, the hotel chain has earned green lodging certification for its internal efforts, as well as a commitment to sustainable travel and tourism. For this purpose, Hilton Hotel has also focused on ensuring energy saving and reducing water consumption (Annual Report, 2020). On the other hand, Holiday Inn has also never compromised on sustainability. The hotel has introduced a green stay initiative for incentivising its guests for being a part of the green engagement system. The hotel has also emphasised introducing an innovative online environmental sustainability system and considers it as a measure of its environmental impact. The hotel has reportedly completed some of the best practice solutions, which have benefited it in terms of cost savings. Holiday Inn has also set up a property green team and, at the same time, has also installed energy-efficient lighting. In this manner, the hotel is also ensuring sustainable management of its operations (IHG, 2022b).   

[bookmark: _Toc117003830]Positioning After Covid-19 
The covid-19 pandemic brought some significant disruptions to the businesses and organisations operating in the hospitality industry (Izadi et al., 2021). Hilton hotel has also been impacted in terms of significant challenges; however, it managed to take action for projecting the core of its business and supporting members. After the pandemic, Hilton launched a global marketing campaign, including online videos and TV ads, with other social and digital content to show consumers that they are back on the road of leisure travel. Through its digital platforms, such as Twitter, Hilton welcomed guests back to the hotel with new standards in place for cleanliness and disinfection. This is an indication that Hilton ensured getting engaged with the customers first after the pandemic (Bloomberg, 2022). Besides this, Holiday Inn also responded quickly and thoughtfully to keep customers engaged after the pandemic. The hotel provided the message to the customers through its website and other digital media channels. After the pandemic, Holiday Inn claimed that it is providing guests with safety and flexibility with its long-standing commitment to cleaning. The hotel also invested in digital checks for minimising contact on arrival. In addition, customers are also provided with the flexibility of making direct bookings without any charges prior cancellation deadline (IHG, 2022).  

[bookmark: _Toc117003831]Conclusion and Recommendations
Based on the above-conducted discussion, it is concluded that both Hilton and Holiday Inn are among the well-known names in the hotel and hospitality industry and making effective marketing efforts to compete with one another effectively. Hotels have further made significant efforts to get customer attention after the pandemic and are also successful in doing so. For further influence on the market, the following recommendations can be considered. 
· There should be greater emphasis on digital marketing, preferably through social media, which would serve as the building block of the efforts directed at the adoption of technology and automation. Using social media, hotels would also be able to implement cost control to ensure their long-term survival. 
· Investing more in green initiatives is also a suitable strategy for developing brand image. For this purpose, the focus should be on making eco-friendly changes. In addition, hotels should also emphasise conducting proper training sessions for employees to keep them aware of the changes. 
· Hotels should also emphasise adding new offers so as to target customers effectively and to convince them to stay despite the reason for their travel.   
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