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Multinational hotels practice proper marketing strategies while operating the business activities to achieve long-term sustainable success in the market. This essay will select Marriott International and Premier Inn as the two multinational hotels from the given list A and B. It will compare the marketing strategies and methods of the two hotels to analyze their market sustainability and green marketing policies. Also, it will discuss the possible position strategy in the market during COVID -19 pandemic and their current market positions. Marriott International is an American-based multinational hotel company and Premier Inn is a British-based multinational hotel company. Marriott International has been founded in 1927 by Alice Marriott and Willard Marriott and Premier Inn has been founded in 1987 by Whitbread (D. Parker, 2019). Premier Inn is a private limited company and Marriott International is a public limited company. The reason behind selecting those multinational hotel companies is their business structure and successful operations in the market for a long time. 
Marriott International works as an international partnership in the tourism industry. This multinational always ensures proper responsibility to the customers in the market by increasing the value of the business through a partnership of knowledge and development (Johnson, 2018). From the early days of market operations, Marriott International has been thought he customers as the most valued assets of the business and provides quality services (Marriott International, 2021). The tourism industry is very transparent to the competitors that make easy to the competitors to copy others business strategy in the market. In the early days, it has a marketing strategy to create a network as long as possible with high visibility that attracts the customers to the business (Pandey, 2019). Besides, Premier Inn has started its business while the global tourism industry is closely connected with technology. The marketing strategy of Premier Inn becomes so rapid action based in the early days of its business (Premier Inn hotels, 2021). It invests heavily in TV promotions to reach potential customers and to make a good place in the industry. 
While Premier Inn has started its business at a time when the total tourism and hospitality industry becomes so popular in the market. But the early days of Marriott International were different in the market (Peter, 2015). The tourism and hospitality industry was about one-tenth of the total industry at present and it was so difficult to reach the potential customers in the market. Marriott International has to create the market through promotion while Premier Inn started its business in the high growth market position (Shane, 2017). Besides these, the competition in the market was low in the early days that helps Marriott International to grow and become one of the most dominant multinational hotels in the international market where Premier Inn faces higher competition from its start to provide services in the market (Wernick, 2019). When the total cost was increasing, Marriott focused on cost-efficient market operations and Premier Inn started to drive out competition through high investments in promotion in the international market. 
Currently Marriott International has become one of the largest hotel chains in the tourism and hospital industry in the market. It has more than 30 brands and 81 hotels in different locations in the international market with an impressive asset’s portfolio (Teruel-Gutiérrez, 2020). It offers more than 1.3 million rooms across the different countries in the international market to choose from for the customers. It has achieved $10.57 billion in revenue in the year 2020 and the net worth of the business increasing continuously. T becomes the market leader because of its highly efficient market operations and happiest customers.  It presents biggest competitors are Hyatt and Hilton in the market (Marriott International, 2021). Besides, Premier Inn is one of the fastest-growing hotel businesses in the UK as well as in the international market. In 2020, it has achieved a total of $785 million as revenue. It has added a total of 141 hotels in its portfolio in 2004 that becomes 700 in 2020 and the business offers more than 85,000 bedrooms to the customers to select. About 35,000 employees work for the hotels to serve more than five million customers every month in the international market (Premier Inn hotels, 2021). 
With the increasing number of customers and market competitions, both of the hotels have been forced to change the marketing stagey in the market. More pressure forces to identify new ways of service to the people to make more content with the hotels' services (Kumar, 2016). The increasing importance and benefits of technology help the business to reach customers multiple times. Marriott International adopts with social media marketing strategy currently in the market that converts the potential customers into customers of the business (Premier Inn hotels, 2021). Though the business previously thinks that one size fits all in the market, it currently thinks the personalized service of the customers to create a more satisfied customers base in the international market (Jauhari, 2019). It targets the customers in the international market through their advertising and promotion in the market. Like Marriott International, Premier Inn adopts social media marketing to reach potential customers at a lower cost with a high rate of success. Both the traditional and non-traditional methods of promotion are applied by the management of Premier Inn in the market. 
Also, both of the hotel's companies’ implements proper segmentation, targeting and positioning in the market to run effective market and efficient market operations. Marriott International segments the total customers into three different segments (Peter, 2015). First segment forms with the customers who prefer a comfortable stay in the hotel, the second segment forms with the customers who prefer luxury rooms and suites and expensive foods, and the third segment forms with the customers who come from the local communities (Marriott International, 2021). Targeting and positing of the business occurs according to the segments of the customers. Besides, Premier Inn also segments the customers into two different groups as luxury customers and common customers (Johnson, 2018). Promotion occurs in personal selling, advertising, and sales promotion method most of the time in the market. Though the marketing strategy seems different for those businesses, both of the companies adopt technology-based promotional activities such as using social media.
Companies in the international market seek sustainability in the market with an effective green marketing strategy. Marriott International hotels always try to reduce the negative impact of business operations on the environment as much as possible (Reeves, 2018). It invests heavily in the sustainable management of its operational activities to build the hotels responsibly. Also, it minimizes the wastage of energy and reduces the carbon emissions in the market as much as possible. It adopts innovative technology and uses solar technology to produce electricity for the customers in the hotels. The business strategy is planned with proper green steps to maximize the value of the resources (Marriott International, 2021). Also, Premier Inn implements the marketing strategy of the business considering the sustainability and green environment policy in the market. From 2018 to 2020, it reduce carbon emission by 50% in its operational activities. It uses renewable electricity supply in a lot of hotels rooms and each of the electricity bulbs uses in Premier Inn hotels are LED bulbs that reduce the carbon emission in the environment (Premier Inn hotels, 2021). About 113 hotels rooms of Premier Inn run with solar panel energy across the market. Both the multinational hotels are very careful in terms of sustainability and green marketing operations in the international market.
The recent outbreak of COVID-19 has been declared a pandemic by World Health Organization (WHO). Each of the industries in the international markets faces a difficult time and most of the sectors face lower growth in the business during the pandemic time. Still, the outbreak of COVID-19 outbreaks across the world. The CEO of Marriott International provides a message to the professionals as well as customers (Teruel-Gutiérrez, 2020). He states the business will provide priority to the health of the customers and they are ready to combat the outbreak of COVID-19 coronavirus. Also, he states that whether the customers receive their services or not, safety and well-being will be the priority of the business. Also, the CEO of Premier Inn has provided messages to the market (Premier Inn hotels, 2021). He says customers will be the priority to the business and the health safety issues of the customers will be the first target to minimize in the future. Though both fo the multinational hotel business faces a lot of losses during the outbreak of coronavirus in the market, they always prioritize their customers demand in the business. 
Companies’ practices sustainable and green marketing strategy to achieve long term business objectives. With the changes of time, environment, and customers demand, both of the companies Marriott International and Premier Inn have changed their marketing strategy to cope up with the demand of the customers. Through their market operational strategy, both of the businesses implement different marketing strategies but achieve their business goal in the market. They implement operational activities with green planning and maximize the value of the resources as much as possible. Both of the companies reduce carbon emissions in the market as a part of green marketing and social responsibility to the market. The recent COVID-19 pandemic incurs a lot of damages to the industry as well as for the businesses in the market but both of the businesses give importance to the safety and security of customers’ health in the first place. Though their marketing strategy becomes different according to the different goals and objectives, they become successful in the international market through effective and efficient market operations. 
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