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Among the most opulent resorts in the world, The Ritz-Carlton Hotel has maintained its opulence and refinement for many years. The brand The Ritz has come to represent glitz, refinement, and grandeur. The Ritz-Carlton Hospitality industry has served as a reflection representing humankind's grandeur and sophistication. On the other side, Premier Inn is the biggest hotel chain in England. To promote and increase earnings, this report will assess an outline of the Ritz Carlton and Premier Inn. It will be explored how to finally implement both businesses' promotional strategies. 
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The market position of Ritz Carlton
The positioning of Ritz Carlton refers to how it appears to customers from the standpoint of its surroundings, lodging standards, availability of meals and drinks, and customer satisfaction. To receive suitable promotional advantages, operators determine how the property must appear to visitors. The commercials, webpage, and other business messaging services all convey this picture. The site of each lodging establishment under the Ritz Carlton name has received considerable consideration (Akbari et al. 2021). It has a staff that carefully considers each potential site before selecting one. The business favours prestigious sites that are either in the city's centre or close to roads and flights. Reservations can be done digitally at Ritz Carlton thanks to its online webpage. It has released a smartphone website that was created specifically to provide relevant and specialised information. English, French, Spanish, German, and Chinese are the five dialects in which the application is available. 
The market position of Premier Inn
A significant portion of the application's consumers is the hotel chain's corporate clients who frequently really have to secure steadily past reservations when travelling, and Premier Inn built the application in response to comments from guests on its Social media page and through its client help desk. It is the actual location where the goods are offered for sale (Ali et al. 2020). Some commerce in marketplace fairs or bargains. The site has a big bearing on the result of to purchase. Companies must promote their products in the appropriate locations, including Premier Inn expanding its properties in the UK instead of establishing in Saudi Arabia. 
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Market strategy of Ritz Carlton
Marketing plan is among the advertising techniques used by The Carlton Ritz Hotel. Market strategic planning is a management tactic that aims to take up a specific spot in the minds of consumers in comparison to rival companies. This tactic is used by highlighting an item's unique qualities or using marketing to forge an unmatched impression in the customer's mind. Modern amenities at the Ritz Carlton hotel may help to provide the property with a favourable impression in the eyes of its guests (Floričić, 2020). The property would have the advantage thanks to various ways of marketing, which will also assure its profitability. 
Differentiation is the method used by Ritz Carlton to establish a preferred product as a distinctive supplier of a specific good to its clients in comparison to its rivals. The Ritz Carlton hotel would be capable of satisfying its clients while having an edge over its competitors when it distinguishes itself against its rivals. It is simple for the restaurant to distinguish itself from its rivals and be the finest in the region thanks to its exclusive amenities. 
Market strategy of Premier Inn
The firm's marketing plan will play a significant role in whether it succeeds or fails, and while it might be the most crucial one. The business model was very important to Premier Inn as well. The corporation invests a further thousand pounds in promotion every year. Initially, Premier Inn launched a strategic making strategy to improve its position as the go-to hotel chain for tourists and draw in more vacationers (Foroudi, 2020). In their business model, they implemented four critical levers including "targeted ads; enhanced revenues generated; Superior Deals; and increasing booking dispersion."
Rather than simplifying administration, increasing "back-office operations," and implementing several purchasing efforts, the Premier Inn has reduced expenditure. The business wants to keep costs under strict regulation via efficient operations and purchasing. Additionally, this supported their advertisement profit. Marketing is a crucial component of Premier Inn's business model. The hotel makes significant financial investments in marketing on channels like broadcast, newspaper, internet, and online networks. 
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Sustaining and green messaging of Ritz Carlton
Due to the use of highly energy-efficient components and cutting-edge production techniques, the hotel structure utilises thirty per cent points less gas than a typical hotel. The hotel makes use of local producers and artisans to minimise packaging and delivery costs for its renowned masterpieces. The choice of outfits for different divisions is made using Renewal Tailored production lines like suits constructed from reused two thousand ml bottles and cans (Hussain et al. 2020). The resort has an extensive composting programme in place, and all written documents are made from article recovered content.
Copper waste was used in the construction of conference hall furniture. At The Ritz-Carlton, Charlotte, eco-friendly gatherings are expected. Using the most up-to-date building techniques and energy-efficient components, the residential building consumes 30percentage points less power than a typical resort. In a nod to bulb authority and so more basic, environmentally friendly methods of brightness, the resort temporarily fades its entrance lights on Weekend nights. 
Sustaining and green messaging of Premier Inn
As the biggest international hotel brand in the United Kingdom, Premier Inn must minimise its ecological consequences. As such, they are dedicated to doing everything within their power to accomplish this via our sustainable development curriculum Source of Strength. They agree to do away with standard polymers from their resorts and dining establishments by 2025 as the fulfilment of such a promise (Lu and Tabari,  2019). To determine all materials that can be used throughout the firm, they are already teaming up with their stakeholders to explore other options whenever possible. 
The company will eliminate tens of thousands of unneeded plastic clamshell goods including diaper sacks and condiment packages. Meals and linen wrapping would be reduced invisibly because extra shipping leads to wastage and higher energy consumption. Plastic will continue to undergo advancements, and where it is essential for consumer protection or where elimination may have unexpected ecological consequences, it will be decreased or substituted with reusable and biodegradable substitutes. 
To become the inaugural hotel in the UK to produce its power supply from renewable premier inn has partnered with power utility Eon. A five-ton cell was placed in another premier inn hotel, and it fees around non-peak times. Per two-hour fill, it should be powerful enough to run the facility for four hours. Additionally, it is predicted that the property will save twenty thousand euros a year on resource consumption, which shows that there is a strong business reason to build this innovation. 
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Market strategy of Ritz Carlton during covid

During the pandemic the supervisors of Ritz Carlton made sure to make the employees their priority. Clients are crucial to the company, but it all begins with the personnel carrying out their duties. They discovered that employing brilliance in risky circumstances requires perseverance. The business needs an excellent process in place to provide customers with unparalleled customer experiences. That entails selecting the ideal candidates. Being picky when hiring new employees is essential (Picazo and Moreno-Gil, 2018). It is the responsibility of the management to comprehend the needs of the clients they represent. The business has established the standards, developed the environment, and developed the policy and controls that enable workers to provide high-quality services. 
The management of Ritz Carlton has also implemented remote work and a hybrid work system for retaining the existing talents in the company. The business holds the view that the products it offers to clients must be acceptable, disinfected, and devoid of flaws. They want it to arrive promptly, or more specifically when they need it. They also want their workers to treat them nicely. Once they constantly execute this, the user experience is reliable. Respect is built by regularity, and devotion may result from assurance. In the end, the resort's patrons are what keep it open for commerce. Despite having a "worker" philosophy, the administration nevertheless needs users to remain in operation. Customers of the company who give their firm finances in income. Consumers are the firm's bottom line, so to offer consumers secure and reliable solutions, the corporation has established sterilisation centres on each floor. 
Sustaining and green messaging of Premier Inn
Before another lockout went into force at the end of the year, Premier Inn had been successfully competing in its upmarket and budget segments once properties were permitted to resume in August 2020. Notwithstanding such difficulties, people were able to beat the United Kingdom hospitality industry and finished with significant market-share improvements thanks to the benefits of the distinctive business plan, the confidence of the income statement, and the power of the company (Michopoulou and Moisa, 2019). The company has used their brand image to maintain a positive environment during the pandemic situation. Offering incentives and rewards for extra work were provided to the existing employees. The company has also implemented new systems and policies to maintain its systems during the pandemic. 
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The following recommendations are necessary for maintaining the operations of both Ritz Carlton and Premier Inn.
· The hotels have a lot of options for improving their quality metrics with an examination throughout this slow time (Ali et al. 2021). This is a fantastic opportunity to start keeping track of all of the company media assets, including any images, films, podcasts, slideshows, white papers, e-books, emails, charts, and journal books if they have not already.
· They can use digital tools and social media platforms to monitor and supervise remote workers every day.
· Providing digital booking facilities is also a good suggestion for the business of the hotels. Guests will be able to book any kind of pack through social media sites by getting in physical touch with the hotel premises. 
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In conclusion, both the companies Ritz Carlton and Premier Inn have enhanced their marketing strategies. The current strategies have assisted the brands to meet the requirements of their clients. The worldwide coronavirus epidemic has changed how much money is spent on branding, marketing, promotions, and entertainment, requiring companies to rethink their ideas for present and upcoming marketing programs in order to retain a consistent flow of revenue. Businesses are presently hoping to hammer the appropriate note throughout a worldwide medical crisis, but the coming is likely to bring about market change, more rivalry, and a need for proactive and inventive business models. The hotels are required to change their marketing system according to the present marketing scenario. By following the recommendations given in this paper both Ritz Carlton and Premier Inn will be able to sustain their operations effectively during the pandemic situation. 
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