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Market researchers are convenient about effective marketing campaigns that consider measures of effectiveness in sustaining standard errors used to construct intervals for measures. This study comprises two hotels Premier Inn and Marriott where a comparison of their market strategy and market communication with the target audience has been considered.   
[bookmark: _Toc117936547]2. Discussion
Marketing choice and directions within marketing  
Premier Inn consider an innovative to establish two new hotels brand for different market segment. Further, Contemporary style in addition to greater connectivity can establish consideration of space-efficient in a digitally-advanced hotel for establishing a ZIP by this hotel. An increase in market share has been obtained in 2010 that raised from 6% to 11% with an ambitious network expansion program (Premierinn.com, 2022). Whereas, Marriot consider a web-based program that provides greater pricing in sustaining flexibility for reduction of time spent on rate program in considering an increased speed with an analysis in market of new service and products. Moreover, in 2021 72% of US hotel rooms were brand-affiliated which considers the owner pays in sustaining a  franchisor a fee with the use of reservation systems and hotel names (Marriott.com, 2022). Hotels believe in attractive hotels that seek management in considering a typical generate with higher “Revenue per Available Room” RevPAR with direct competition in most market areas. 
On the other hand, Premier Inn brought an “ invaluable mix of skills” with establishing digital transformation in general management that was gained from a range of businesses (Katsikeas et al. 2019). Integrated marketing campaigns can result in delivery with front-of-mind that result in consideration with higher conversion rates in business booker. This can also accept by business customers in broadening the reach of the proposition and increased the “business bookers”. Whereas, Marriot’s brand name and other intellectual property consider for representing a highest standard in dealing with quality, service and care that can result in giving value to guests and customers within travelling public. Based on lodging data 16% of share is used for the hotel market and approximately 4% is used for an outside share in the US (Sheth, 2021). The amount of timing in sales of certain products that can access with potential guests for substantial relationships within an individual in direct including of other companies with marketing individuals. 
Current market positions
Segmentation: Premier Inn maintain technically capable data processing that considers designing actionable customer segmentation. Thus, there arises an emphasis on role of carefully obtaining a roadmap with the implementation of business. This organisation maintain two segments, one comprises of leisure and one for business. This can also consider price sensitivity with a hotel stay in maintaining add-on services and products. On the other hand, Marriot’s segmentation is based on diverse bases of a market that include demographic and psychographic segmentation. This can also consider for attaining and engaging with customers by segment.
Targeting: Marriot targets over-the-road travellers that consider an excellent location with luxury guest rooms to establish a sophisticated reward system. Whereas, Premier Inn target specific people on mass media, which comprises online booking where customer can book rooms over the phone. 
Positioning: Marriot found to offer affordable luxury hotels that consider for customers to associate with firms with luxury. This can also access with room selling techniques for considering upsell, packages, local partnerships and promotions. On the other hand, Premier Inn captures growth for sustaining in a competitive market. This can also consider for personal performance in accounting for long-term economic success. 
Marketing strategies
Market strategies of Premier Inn and Marriott can be presented through the 4P model. In the case of Premier Inn, for their services and products the family accommodation services are well known in the UK market. Some interconnected rooms are there for kids that are beneficial for parents. Luxurious services are available along with a hair spa, 24 hours of wifi services and an on-site bar and restaurant services (Premierinn.com, 2022). The pricing strategy of Premier inn is included flex, semi-flex and non-flex rates. The "price discrimination strategy" is available at a lower rate on Friday, Saturday and Sunday (Ruziev, 2022). Customers can book the rooms on the website via third parties and the promotional process or communication process with the customers is done via the Facebook channels of the hotel. 
The Marriott hotel provides services in some core segments like hospitality, resorts and lodging. The hotel as a product is somewhere categorised with JW Marriott, BULGARI, Westin and many others. The pricing strategy of this hotel varies from the demands of customers. The average share of the company has been 17.4 during the covid19 (Marriott.com, 2022). This time the pricing category has been higher compared to other hotels. The mixed channel strategy is followed by Marriott hotel, which is included both direct and third-party channels (Lim and Ok, 2022). The critical audit process and mobile system is the main communication and promotional process for Marriott hotel. 
Towards sustainability and green messaging
The Sustainability programme of Premier inn has been able to reduce carbon emissions by 58% in 2018 and the target has been set to reduce this by almost 50% in 2025. The carbon strategy of this company has improved their process in Carbon disclosure project (CDP). The financial initials have been taken by the name "Green bond" for this hotel to enhance long-term environmental sustainability (Sahin, Baloglu and Topcuoglu, 2020). They have targeted to reduce unnecessary plastics by 2025. Reducing the food waste in 2021, almost $19.93m to the healthcare sector. The CDP project has been able to engage almost 7% more supply into the project for increasing the green messaging in the UK.
The SBTi project of Marriott has targeted the emission of reducing the temperature by 1.5℃ and also a long-term target for reaching the net-zero value in GHG emission by 2050 (Martínez et al. 2019). The sustainability strategy of this hotel has focused towards a wide range of risk assessment processes, renewable energy, climate change issues and reducing water and energy consumption. An investment of almost $18 billion has been made by this company to the sustainable approach regarding the green messaging process (Ho et al 2021). Their green messaging is included with the projects of Marriott Disaster Relief fund to maintain the ecosystem restoration and it focuses on local sourcing. 
Position during Covid-19 and marketing messages towards customers300
During the civud19 hotel, Premier Inn invested almost $35 million to enhance its marketing position in the UK. This has been able to tackle the challenge of lockdown and the hotel occupancy rate was 23% in January and in February it was 29% (Han, 2021). The structural opportunities of this company have been able to refill its position in the UK market hospitality industry. The new business model of this company was efficient in response to the changing market rapidly. However, almost 6000 job cuts were done in endemic situations from this hotel (Aharon et al. 2021). The message that Premier Inn showed to its customers included the assurance of a clean and hygienic atmosphere, safety and extra precautions in the hotel yard. Introduction of the CleanProtect project has been launched by this hotel to ensure a more hygienic atmosphere for the customers and guests. 
Managing the franchises globally has been difficult during the Covid19 situation. The revenues of all the branches have been affected. The RevPar growth of this hotel has been lowered by almost 1.3% in January 2021 and the yearly revenue has dropped down by 3.2% (Liu et al. 2021). Occupancy rate has also been lowered by almost 25%, where the actual rate is almost 70%. The spending and investment rate has been managed by lowering it by $100 million since the pandemic situation (Davahli et al. 2020). The message has been sent to the customer about the health stay in the hotel and assurance of hand cleaning hygiene and cleaning protocol in advance. The benefits of credit cards and annual choice benefits are there in this company. 
Recommendation
Both the hotel should focus on risk assessment process and management structure that result in the climate change process. Financial reports also affect due to environmental targets that can result in an inclusion of greater change. As suggested by Ali and Anwar (2021), post-booking arrangements should be done to maintain a personal touch and maintain property's bottom line. Hotel point donations and local shelter support can result in establishment and creation of advanced change in dealing with multiple communication channels. Further, creating omnichannel communication establishes creation with associated change. Creating a greenery view can result in establishment of an association in sustaining a better process that attracts more customers. As per the view of Soegoto and Utomo (2019), earning respect and admiration also consider for generating hotel staff that leads to manager hotel staff understanding a better staff member. The accumulation of going green can maintain not damaging future generation resources. This can also result in manufacturing the production process in establishing a sustainable change. This can also accept for acquiring a general discussion for constantly monitoring to improve the sustained process. 
[bookmark: _Toc117936548]3. Conclusion 
In this study, a comparison between Premier Inn and Marriott was analysed in order to gain an understanding of each company's marketing strategy, positioning, and response towards Covid19 and environmentally friendly features. It is possible to draw the conclusion that the marketing approaches utilised by these two categories of hotels are distinct from one another, as is the positioning responsive utilised by each of these categories.
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