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In this essay it will show how two multinational hotel chains have been developing over the years they have started from start till now. Hotels such as the Marriot Group and the Premier Inn. The Marriot Group was founded by J. Willard Marriott along with his wife Alice Sheets Marriot in 1927, they first started off by opening a root beer stand. Convinced that the residents of the city needed was a place to get a cool drink. They opened their first hotel, the Twin Bridges Marriott Motor Hotel, in Arlington, Virginia, in 1957, followed by their second hotel the Key Bridge Marriott in Arlington Virginia, which is now Marriott International’s longest operating hotel, and celebrated its 50th anniversary in 2009. The Marriot group have now thirty brands like the luxury collection, St Regis and JW Marriot all very well known as The Marriot greats catering to luxury, family to quick business trip stay. The Marriot have 7,642 properties containing 1,423,044 rooms in 131 countries globally. Of these 7,642 properties, 2,149 are operated by Marriott, and 5,493 are operated by other companies to their franchise agreements. (Marriot, 2021). Marriott used other methods to design new hotels. The method improvised was used for specific guidelines for selecting target market segments and positioning services, designing an improved facility in terms of physical layout and services. Based on these strategy and design recommendations, Marriott developed the Courtyard by Marriott concept, which it has successfully tested marketed and subsequently introduced nationally. The effectiveness of the study and associated processes also changed Marriott's approach to new product development. Marriott has since developed additional lodging and related products successfully using similar procedures. Branding of the company has gone from brand to brand as a resource owned by the firm to collaborative activity co-created by the firm and its stakeholders. Marriott Hotel explores how the web has transformed the landscape of their brand management. Company aims to uncover how co-creation of brand value is being carried out between companies and consumers through social media such as Facebook etc. A research was reviewed and was conducted with Marriott managers, suggested that past marketing and branding mantras of consistency and control are no longer relevant. Companies can create their own brand value by adopting a strategy that incorporates brand communities by using influencers such as celebrities. This shows how the company can contribute to further and understanding of branding theory, practice in the age of net and will be useful to managers in formulating future branding strategies and building their competitiveness. 
Using a massive, five year database of its own employment history, Marriott found that the cost of certain rewards was offset by lower turnover. And so it took a look at its entire rewards program to align compensation and benefits with its associates which needs to improve attraction and retention enabling to enhance its productivity and increase its return on the billions of dollars it invests annually in people. It did this while demonstrating the bottom line impact of the resultant strategy. (Wiley Periodicals, 2003)
By 2025, The Marriot wants to contribute as many hours of volunteering services to support the company priorities and community strategy, 50 % of volunteer hours will serve youth including those at risk and disadvantages, by developing their skills, employability and supporting their vitality by 2022. 80% of managed hotels will participate in community service activities by 2025, 25% of all reported volunteers hours will be skill based. The Marriot are hoping to reduce environmental footprint by 2025 which has already started from a 2016 Reduce the water intensity by 15%-20%, reduce intensity of carbon by 30%, reduce landfill waste by 45%, reduce food wastage by 50%, and also achieve a minimum of 30% renewable energy use. All looking to be done by the end 2025. (Marriot, 2018) 
Over the pandemic period The Marriot have made a huge annual loss of $267 million (approx £200 million). During this period Marriot have lost alot of custom resulting in major decrease in the stock market. Marriot in 2021 are gaining back their custom as restrictions all over the world are easing down, meaning more reservation than cancellation. Marriot say taking care of customers has always been their number one priority, as part of Marriott International's family of brands, they have implemented a variety of new protocols and elevated practices, in response to the COVID-19 pandemic and keeping with high standards of cleanliness and commitment to providing excellent service. (Marriot, 2021) Marriot have made few adjustments on their services to amenities and other facilities within the hotel. Marriot suggest wearing face covering when entering and keeping a 2 metre distance from other users, taking a temperature reading before arriving and checking for any symptoms that this virus may cause.   
Moving onto The Premier Inn was founded by Samuel Whitbread in 1987, which was previously known as Travel Inn. Whitbread bought Premier Lodge for a staggering £536 million in 2004 and merged it with Travel Inn to form Premier Travel Inn which was shortly shortened to Premier Inn. Premier Inn is the largest hotel brand in the UK, with over 800 hotels across the country and over 72000 rooms. Premier Inn also has hotels in the Middle East and recently opened one in Frankfurt Germany. Premier Inn (Whitbread PLC) has also got two other brands of hotel The Hub and Zip, also own seven different food and beverage businesses like Beefeater and Brewers Fayre.  Stock market indicates shares in Premier Inn (Whitbread, 2021) improved by 3% as it was revealed it has grown its market share in the hotel sector and continued to outperform other hotels in the UK market, Premier Inn UK’s total reservation performance went up by 8.9% ahead of other hotel brands in the share market, with total market share growth up by 4.1% in the period to 11.4% of the UK hotel share market. Premier Inn's brand position is based on one simple strategy it promises its guests a good night's sleep.  Anyone that experiences a not so good sleep and not happy with the service provided will get their money back. On that note no other hotel chains offer this so their brand positioning becomes more competitive advantage in a very competitive market. The whole service of providing rooms to guests revolves around a good night's sleep. Different types of pillows are available as not all people have the same preferences when it comes to comfort. All rooms are upto date in colour, furniture, decor and the beds which also have been specifically tested and selected for customer comfort. A fantastic example here is mattresses are actually go on sale to customers via a strategic partnership with bed-makers Hypnos. Although Premier Inn is classed as a budget hotel prices starting from £29 they always thrive to deliver the best to their customers. Using social media and TV ads also enhances their marketing strategy to get across as many people as possible to show they are the best in the business.  One of their main strengths of Premier Inn is its marketing efforts, like booking using a smart phone, website or even downloading the app. The app itself enables a customer to find their nearest Premier Inn majority of same-day bookings are completed on the app. (David Turton, 2014). Premier Inn say they take responsibility to both people and our planet seriously. From everyday efficiencies to bold new innovations, “we will always look for ways to reduce, reuse and recycle the resources we use”. (Premier Inn, 2018). (Whitbread, 2018) aim to move towards zero gas in all new-build Premier Inn hotels, move towards green gas across Premier Inn hotels, maintain their commitment to use renewable energy in the UK and in international operations where possible, invest in efficient appliances to reduce gas consumption, install solar panels to support the use of renewable energy across their estate. Premier Inn also says they are dedicated to cut carbon emission by 50% by 2025 and 88% by 2050. Whitbread Director of Sustainability says “Our sustainability programme is part of the way we operate at Whitbread and helps us to ensure we always act as a force for good. All responsible businesses must recognise - and address - the impact they have, not simply because it is the right thing to do, but because there is no stronger foundation for any successful business than clear values and robust ethical principles. We are delighted to confirm our latest sustainability initiative will cut our greenhouse gas emissions intensity in half and we reaffirm our commitment to constantly challenging ourselves for new ways to become even more environmentally sustainable”. (James P, 2018). Premier Inn has reported that it has made an annual loss of £1 billion including its other hotel brands, food and beverage franchise owned by Whitbread PLC. The hotel chain described that it was their biggest ever loss, but have now regained confidence and promise to be back on top. With the new safety measures face covering is still mandatory when entering and exiting the hotel, anti bacterial gel must be used at all times, keep a 2 metre distance from other users of the hotel. A Premier Inn spokesperson has quoted “As ever, duty of care to our teams and guests is our top priority. It’s one of the main reasons check-in is from 3pm, so that our teams have enough time to fulfil our Premier Inn Clean Protect cleanliness promise and ensure our rooms are cleaned to the highest of standards. Also, to keep our hotels running as smooth and safe as they can, we’re continuing to stick to all Covid-19 protocols too. We won’t rest easy until you can”. (Premier Inn, 2021).
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