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At the heart of making customers aware of organizations' products, engaging them, and facilitating their purchasing decisions is marketing. Marketing has been variously defined in the literature. Essentially, it is a process through which an organization develops its market plan, conducts research, and assesses activities geared towards continually satisfying customers' needs, wants, and expectations as well as meeting the organization's goals (Ferrell, Hartline, and Hochstein, 2021). In other words, marketing can be considered a strategic and tactical tool that is instrumental in facilitating the way an organization ascertains its best opportunities in the market, in light of its goals and available resources. 
Over the decades, the nature and approach to marketing have evolved. In the 30s, most organizations placed much emphasis on increasing sales, and customers' needs become secondary (Kumar, 2015). In the 60s, customers had more choices in products and organizations and shifted their focus to how to effectively meet their customers' needs (Kumar, 2015). This saw the development of marketing departments and agencies. According to Kumar, (2015), the 70s saw the emergence of social responsibility in marketing, characterized by the predominant use of print media and TV advertisements and organizations increasingly taking cognizance of their contribution to societal welfare. 
Today, the emergence of e-commerce and digital marketing technologies has radically revolutionized virtually all industries. For instance, hospitality service providers employ these online tools to connect their brand with people, and facilitate transactions (Bowie et al., 2016). Hospitality marketing transcends meeting consumers' needs. It encompasses how a firm structure its business model to provide real value to its target customers, boost sales, remain competitive, and provide solutions to customers' problems.
This section presents a comparison of the marketing strategies of two multinational hotel brands- Premier inn and Marriot hotel chains. The two have employed hundreds of thousands of employees and are among the largest, and most successful hotel brands in the world. The selection of the two multinational hotels was to explore and gain insights into how they employ their marketing strategies to remain competitive, create customer value, and how they position themselves in the international market.
[bookmark: _Toc126097816]2.0 Overview of the multinational hotels 
Premier inn is an international brand that provides hotel and resort services. It is headquartered in the UK. The hotel has over 800 hotels and 70000 rooms across the globe. It was founded by Whitbread in 1987. Its mission is to become an easily accessible hotel and make significant and meaningful contributions to its shareholders (WHITEBREAD, 2022). On the other hand, Marriot hotels is an international hospitality brand with more than 500 hotels and 200000 rooms. It is headquartered in Bethesda, Maryland. It was founded by William Marriot. Marriot has more than 8000 locations across the globe and has employed more than 100000 employees (Marriott, 2020).
[bookmark: _Toc126097817]3.0 Marketing strategies 
Marketing strategy is integral to accomplishing the marketing goals of an organization. At the heart of marketing strategy is choosing the target market and gathering the marketing mix (Ryan, 2016). The two hotel brands have marketing strategies that help them position themselves competitively in the market and achieve their business goals. Marriot products are predominantly hospitality services. These services are divided into core, actual, and augmented, encompassing hotel services, hospitality management, as well as room services. Its core products, that is, hotels include but are not limited to JW Marriot and Renaissance hotels (Marriott, 2020). Each hotel has a style that differentiates it from the rest. However, the brand's concept concerning convenient location and ease of access by customers cuts across its chain of hotels. The brand focuses on providing exceptional service experiences to its visitors. Similarly, Premier Inn's core products offer include hotel, and lodging services across hotels such as Surry and Suffolk hotels (WHITEBREAD, 2022). Premier inn positions itself as a low-budget hotel targeting travelers as well as business functions.

[bookmark: _Toc126097818]3.1 Pricing strategy 
The Marriott hotel's pricing depends on several factors. The chief goal is to provide the best services at reasonable prices. Prices differ from hotel to hotel and depend on customer demand, location, as well as competitors' behavior (Marriott. com,2023). In addition to a flexible pricing strategy where pricing of services is done in response to market conditions, Premier inn utilizes a price discrimination strategy, where room services are charged at lower rates during weekend days (Premier inn.com, 2023).
[bookmark: _Toc126097819]3.2 Place and distribution strategy
Marriot's hotel chains extend across more than a hundred nations in the globe. Hotels are strategically located in cities, near airports, and highways (Marriott, 2020). The hotels can therefore be easily accessed, giving Marriot an edge in attracting customers. Premier inn hotels are strategically located near major towns such as Oxford, and London (WHITEBREAD, 2022). Both hotels can also be easily accessed through, for example, direct hotel bookings on their respective websites and apps. 
[bookmark: _Toc126097820]3.3 Promotion and advertising strategy
Marriott hotel brand utilizes an Omni channel cross-platform in advertising. This platform enables the hotel to provide curated content and offerings to its visitors. Marriot Media Network and Digital promotion of services include the use of mobile, visual displays, videos, as well as emails to ensure that visitors have a fulfilling experience. For instance, the brand utilizes its website, and social media platforms such as Snapchat, YouTube, Facebook, and Instagram sharing to attract the attention of visitors and display its offerings (Marriott, 2020). Besides, it has loyalty programs that severs to maintain its loyal customers through promotional schemes.
Premier inn predominantly uses digital channels for promoting and advertising its services. The hotel brand appeals to consumers looking for quality services and affordable prices. The brand uses digital platforms such as social media and mobile apps to keep abreast with changing digital consumer behavior (WHITEBREAD, 2022). For example, apart from social media channels like Instagram, Twitter, and YouTube Premier inn uses ads that are location specific to target different customers across 100 nations in the globe.
[bookmark: _Toc126097821]3.4 People 
Marriott brand places significant emphasis on enhancing its customers' experience. According to Nobar and Rostamzadeh (2018), a favorable customer experience in the hospitality industry enhances brand image and customer loyalty. The hotel has employed over a hundred thousand staff across its hotel chains (Marriott, 2020). The staff is well trained to deliver outstanding services to the visitors. Similarly, Premier inn invests in the development and training of employees to enhance customer engagement and satisfaction (WHITEBREAD, 2022).
[bookmark: _Toc126097822]3.5 Segmentation 
Market segmentation serves to identify the different target groups of customers and develop products that are appealing to each target group (Jobber and Ellis-Chadwick, 2019). Marriot positions itself as a low-budget hotel. Its hotels target different groups depending on location. Over-road travelers, luxury travelers, corporate meetings, as well as individuals targeting month-long accommodations (Marriott, 2020). For instance, Marriot Courtyard and Ritz-Carlton brands target en voyage and luxury travelers respectively. Similarly, Premier inn hotel targets travelers and backpackers including businesses, and families seeking low-budget accommodation (WHITEBREAD, 2022). For instance, Premier in hotels located at Roadchef service stations in the UK, target travelers.
[bookmark: _Toc126097823]4.0 Green messaging and sustainability 
Green messaging serves to emphasize the centrality of environmental conservation by organizations and customers. Green advertisement is influential and can shape visitors' behavior in the hospitality industry (Amoako et al., 2022). Premier inn is committed to ensuring environmental protection through its sustainability program such as Force for Good. The multinational brand pledges to dispense with single-use plastics from its hotels across the globe in the next five years. The hotel is gradually reducing non-recyclable food packaging materials and replacing them with recyclable alternatives. Besides, Premier inn offers electric car charger stations, as well as parking for electric automobiles as part of its efforts to minimize carbon emissions. The multinational brand endeavors to reduce its carbon emission by half by the year 2025 (WHITEBREAD, 2022). Premier Inn pledges to raise its staff awareness of green practices as well as environmental protection practices in its policies. Besides, the hotel is committed to taking cognizance of environmental considerations in design, construction, as well as energy conservation in its operations.
Marriott multinational hotel group is also committed to going green. The multinational hotel has established several practices that serve to enhance environmental protection. For instance, it strives to reduce energy and water loss per hotel room. Design and construction whilst considering green standards, and educating staff on environmental conservation. Besides, Marriott variously engages visitors in environmental conservation and green practices. This is manifested by several Recycling bins throughout the hotel; encouraging visitors to reuse towels to reduce water consumption during laundering; and installation of timers in bathrooms to reduce energy and water use.
[bookmark: _Toc126097824]5.0 Covid 19 pandemic implication in marketing 
The pandemic instigated unprecedented impacts on the hospitality industry (Davahli et al., 2020). At the height of the pandemic, Premier inn and Marriott hotels were affected, as visitors could not travel due to lockdowns and travel restrictions. As a result, the organizations experienced significant financial losses. Besides, they had to adjust their business models including marketing approaches to accommodate the impacts brought about by the pandemic. There was a shift from traditional advertisements- radio, TV, and print media to extensive use of social media and digital platforms. Advertisement message was predominantly visual- videos, photos, texts (website), and images. Customer relationships, engagement, and research were achieved using digital marketing tools.



Recommendations 
Owing to the increasing popularity of metaverse and virtual reality (Tayal et al., 2022), multinational hotels can consider advertising their products by for example organizing virtual hotel tours.
[bookmark: _Toc126097825]6.0 Conclusion
Marketing plays a significant strategic and tactical role in facilitating the way an organization determines its best opportunities in the market, in light of its goals and available resources. It is integral to an organization's profitability and enhances its competitiveness and the brand's image. This paper explored the marketing strategies of two multinational hotel brands- Premier inn and Marriot hotel chains. Marriott hotel pricing hinges on customer demand, location, and competitors' behavior. Premier inn utilizes a price discrimination strategy. Both hotels use digital channels for promoting and advertising their services, a development that was fueled by the impacts of the pandemic. Target consumers include en voyage travelers, luxury travelers, corporate meetings, as well as individuals targeting month-long accommodations. Both hotels are committed to ensuring environment protection through their sustainability programs. The height of the pandemic saw a shift from traditional advertisements- radio, TV, and print media to extensive use of social media and digital platforms in both hotels. With the increasing popularity of metaverse and virtual reality, multinational hotels can consider advertising their products using these technologies. 
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