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Introduction


The purpose of this essay is to compare Marriott International and Premier Inn, two multinational hotel chains.
Marriott International one of the world's leading travel companies, offers guests an unmatched selection of experiences. Through its 30 brands and more than 8000 properties in 139 countries and territories, Marriott allows people to connect with one another, experience the world, and discover new things.

The Premier Inn chain is the largest hotel brand in the UK with more than 95,000 rooms across 800 hotels. The company expanded into Qatar, Ireland, Germany, and the United Arab Emirates. With hotels in cities, and suburbs, as well as at airports, it is known for being one of the beloved chains of hotels. Premier Inn offers a variety of rates that meet the needs of every customer.

Marriot International and Premier Inn have been chosen to be discussed because first, they are two of the most well-known hotel brands in the world and second, because of the personal experience of staying in both. Marriot International is the largest hotel in the world, providing exceptional service and luxurious facilities to his customers. On the other hand, Premier Inn is a budget hotel that is accessible to all travellers.












Main Findings


A marketing strategy today is no longer about making sales - "telling and selling" - but satisfying the needs of a customer. Products that are well priced, distributed, and promoted will sell more easily if advertisers engage consumers well, understand their needs, and develop high-quality products. (Kotler et al., 2020)

It has been pointed out by Kotler and Kartajaya (2017) that brand positioning is related to the concept of a brand. Positioning and differentiation are both essential to the success of a brand. A brand's key to winning over consumers is to show what it stands for. Marketers can develop an integrity brand and gain client trust by utilizing their marketing mix.

The Marketing Mix, which consists of the 4Ps of product, pricing, place, and promotions, is a component of the Marriott International and Premier Inn Marketing Strategy.
Core, actual, and augmented services are the three fundamental categories into which Marriott has separated its services, such as hotels, hospitality, and resorts. Among the company's many brands, there is JW Marriot, Bulgari, the Ritz-Carlton Le Meridian, and more, all of which target distinctly different market segments. (Marriott, 2022) 
Marriott International, a global leader in hospitality, segments its market by business and luxury travellers. Most of his customers are rich people, couples, businesspeople, and families.
However, Premier Inn's market tactics are not as strong and developed as Marriott's, but they are crucial for keeping the UK-based brand at the top. Premier Inn hotels are renowned for the comfort and quality of their services, furthermore the hotel caters to travellers of any budget, Premier Inn provides its customers with Great night stay. Additionally, Premier Inn (2022) states that they are so sure that every customer will get a good night's sleep that, in the unlikely event that they don't, their money will be returned.
The main goal of Marriott's pricing strategy is to deliver an exceptional service that goes above and beyond consumers' expectations for the amount they pay. Marriott International rates vary depending on the clientele and location of the hotel. The corporation makes use of a group pricing optimizer, or GPO, to help it calculate the costs of all its services, including hotel room. (Hormbry et al., 2010)
Although Marriot maintains its high standard of service, the prices of the products at Premier Inns should be in line with the state of the economy right now losing clients if the cost is going up. The average nightly rate for Premier Inn rooms in the United Kingdom (UK) from 2009 to 2022 was 56.7 British pounds, according to a statistic compiled by Statista (2022) for the fiscal year that ends in 2022.
A Marriott location is not like another. Marriott is positioned in key locations in tourist-heavy areas, offering luxury accommodations.  With the motto "be inspired beyond bounds," MARRIOT has hotels all over the world. (Marriot, 2022) In contrast Premier Inn is conveniently located near airports and cities and is one of the most affordable budget hotels in the United Kingdom.
Big brands want to produce content that is discreetly branded but will also engage consumers, says Hackely (2021), while Jobber and Ellis-Chadwick (2019) point out that by engaging with the target audience and letting them know their interests through stories and memes, advertising helps businesses to build relationships with them. 
While Marriott is promoting his brand as a luxuriant one, Gilliland (2017) noted that Premier Inn expanded its marketing strategy after becoming a well-known and recognisable brand, focusing more on families, and hiring filmmaker Ben Wheatley for a new advertisement. In addition, Premier Inn (2022) did a successful partnership with Hypnos beds, demonstrating an understanding of consumer needs for a good night's sleep.
 According to Social Tables (2010), Marriott's current strategies target Millennials because they are more impulsive than previous generations, booking 49% at the last minute and just 58% of their accommodations in traditional ways. More than 80% of Marriott's guests book using digital networks, and its mobile apps make checking in and out easier.
Akopyan (2016) stated that Marriott's strategy to attract more customers was to set up a video studio, and it was about time Snapchat partnered with Marriott after Facebook and Twitter.
After an analysis of marketing investment, a BSI (Brand Strength Index) of 88.68 out of 100 and a total brand value of 1,196 was awarded to Premier Inn to become the most powerful hotel at that time. However, Marriott only has a BSI of 80.17, and has a brand value of 5,446. (Mest, 2018)

Premier Inn's sustainability strategy, Force for Good, in Whitbread’s (2022) report, focuses on opportunity firstly, which assists people to develop careers in hospitality. Secondly, on the community level, partnering with charities to help them achieve their goals. Lastly, on responsibility, where it aims to achieve net zero by 2040, eradicate half of food waste by 2030, and ban single use plastic by 2025.
As opposed to Premier Inn, Marriott's sustainability programme is more complex and promotes a much higher level of sustainability.  Marriott International (2019) report states that brand goals include reducing water intensity by 15%, carbon intensity by 30%, reducing waste to landfill by 45%, 50% reduction of food waste, and 30% renewable electricity use by 2025 and promote creative projects for ecosystem restoration. 


As a result of COVID-19, Marriott International have seen a dramatic fall in hotel occupancy. The Premier Inn suffered just as much as Marriott International after the pandemic. To get back on track and grow, both companies took swift action to protect their guests, employees, and community.
According to Parker (2022), Premier Inn lost approximately 1 billion pounds during COVID19 with most of the hotels closing for several months, also Pilkington (2021) explains that Premier Inn's owner cut 600 million jobs during the financial crisis. 
The financial crisis also affected Marriott International. Marriott lost $267 million annually in the first year of the pandemic, noted Sperance (2021).
According to Marriott's chief marketing officer, Buiring (2022) states that as part of its recovery strategy, after Covid 19, to anticipate and satisfy needs of the community, Marriot has given local buyers priority.  In addition, Marriot has concentrated on strengthening partnerships between business, technology, and online allies. Moreover, Marriott invested $500,000 in a collaboration designed to encourage more people to travel.
For their employees' safety and wellbeing, Marriott initiated an immunization programme for COVID-19, and stricter cleaning procedures.
As detailed in Report Serve 360 (2021), globally, Marriott's hotels have given food, cleaning products, and other necessities to families in need, and offered free hotel stays worth $10 million to healthcare workers. Furthermore over 14,000 units of blood were collected from the Red Cross from 500 blood donation drives that were held at the Marriott hotels.
Whitbread Plc's (2020/21) annual report stated that 39 hotels were kept operational during the pandemic to support essential employees and help feed the country. Additionally, during shutdown, co-workers raised £100,000 for Great Ormond Street Hospital, and 500.000 meals were provided to the charity.
An article by Whitbread (2021) stated that the Premier Inn hotel owner has announced a series of initiatives to achieve green goals. He aims to keep global warming below 1.5°C to combat climate change. For that Whitbread has lowered carbon emissions by putting up solar panels and installing more energy-efficient equipment in all Premier Inns. His UK and German locations buy only 100% renewable energy.
However, Marriott International is recognized as a leader in the industry with its green initiatives compared to Premier Inn.
Go Green Travel Green (2022) explains that Marriott Hotels have green objectives and are already implementing them, such as decreasing water and energy consumption per room, informing guests and staff about the value of environmental protection, conducting business in a green manner, protecting rain forests and conserving water.



Conclusion



Marriott International and Premier Inn both developed complex and smart marketing strategies. There is a difference between the two hotels. Marriott is a high-end hotel, targeting certain groups of people, whereas Premier Inn is a lower-budget hotel, making it more accessible to all people.

Sustainability and environmental protection are two of the company's core values. As part of their work, they recycle energy, reduce water use, and reduce food waste. Moreover, they helped people find jobs in hospitality and contributed to charities.

As a result of Coronavirus, the hospitality industry was heavily affected. Aside from reducing prices, Marriott and Premier Inn have taken safety measures during vacations to recover from the crisis. Both chains expanded their business with allies and helped those in need.
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