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Marketing is a very effective tool for any business organisation. A successful business always finds effective ways to sell goods, no matter how the situation is. To reach the target audience, every type of business needs some type of marketing strategy (Chaffey and Ellis-Chadwick, 2019). Like any other sector, the hotel industry has its ups and downs (Buttle et al., 2017). The marketing methods of Marriott International and Premier Inn, two well-known international hotel chains, will be analysed and compared in this essay. The tactics for both hotel chains' target markets will be covered in this article, along with an analysis of the marketing mix's 4Ps. Additionally, it will discuss prior tactics and how businesses are addressing the pandemic.
The American hotel chain Marriott International is the name of a well-known hotel chain in the hospitality industry throughout the globe. J. Willard Marriott was the one who initiated the venture all the way back in 1927 (Marriott, 2019). Its range of hotels and associated amenities is extensive. The business is well-known around the globe. There are almost 7,000 of its sites spread throughout more than 130 countries (Marriott, 2019). The brand portfolio is also quite robust. Under its name, it has almost thirty different brands.
Premier Inn is a United Kingdom-based hotel chain. In 1987, it was listed on the London Stock Exchange under the name "Whitebread" (Premier Inn, 2021). To remain competitive, it started operating as a hotel chain called "Travel Inn." The firm first bought Premier Lodge in 2004; as time went on, it added other hotels and the company progressively expanded via acquisitions (Premier Inn, 2021). There are more than 50,000 rooms spread throughout 700 hotels worldwide.
Due to careful planning and the execution of strategies to promote the services, these two businesses have advanced thus far. Let's look at the target markets of the firms to compare their marketing techniques. The target market reveals the kinds of clients with certain demographic characteristics that a firm is attempting to attract. Marriott International offers a number of brands and caters to different types of clients. Travellers seeking premium services are the main target market. The brand Marriott Courtyard caters to cross-country travellers. Additionally, Marriott Vacation Clubs cater to those looking to search for timeshares, and Marriott Conference Centers target business professionals who organise meetings. The business has a wide choice of products that help them stay competitive in the competitive industry. Premier Inn, on the other hand, did a fantastic job of analysing the target market segment. It is widely renowned for offering affordable lodging. Travellers and backpackers who often travel and like using cost-effective hotel services make up the company's broad target market. Also, a significant portion of Premier Inn's target customers is middle-class families seeking low-cost lodging for travel. Premier Inn also caters to business professionals who are on a tight budget and are searching for affordable accommodations.
Now let's talk about how these two businesses reach their target market. Examining each company's own marketing mix may provide insights into this question. It is often used to define the strategies businesses use to reach their target audience. Analysing the 4Ps of businesses is a highly common method (CIM, 2022). Product, Price, Place, and Promotion make up the 4Ps. Let's use the 4P analysis to compare Marriott International with Premier Inn.
Marriott International is well-known as a chain of a luxury hotels. Luxury travellers are a focus of the company's product strategy. They have more than thirty brands, including Renaissance, Ritz-Carlton, and others, which conveys information about the company's product strategy. Marriott International uses the labels "Longer stays," "Premium," "Luxury," and "Select." This aids clients in selecting hotels depending on their requirements. Premier Inn, on the contrary, focuses on middle-class tourists. It created its items in accordance with that. The items it sells across all of its brands are quite similar to the target group it is attempting to capture.
Marriott International, although being a premium hotel business, has a highly effective price strategy (ClickZ, 2021). The cost of hotels varies by location and offers the greatest services for the money that clients spend. The brands were able to do so because they had been effectively distinguishing their value propositions. In addition, Premier Inn's pricing policy resembles fundamental adjustments. Because it caters to middle-class visitors and travellers, rates are often on the lower end. However, the objective is the same for both organisations, and they are both succeeding in terms of price segmentation.
The Marriott International hotel chain is one of the most recognisable names in the hospitality industry worldwide. It has spread to more than 130 countries (Marriott, 2019). The hotels are located in major cities and communities. Premier Inn has a highly effective placement strategy. Due to the fact that it is targeting certain segments of the market, it is positioned in precisely the appropriate locations.
Marriott International has had great success with its advertising. The company's name is self-explanatory and requires no explanation. The business has a well-designed website that is simple to browse and provides all the necessary information for hotel reservations, which is quite helpful for users (ClickZ, 2021). Marriott International founded Bonvoy, a customer loyalty programme that offers members several advantages. Additionally, Premier Inn features a well-designed website that guests may use to learn important details. Moreover, it started a variety of campaigns to reach the target audience. TV commercials like "The Presentation," which shows a woman succeeding in an important challenge, and "The Bridesmaid's Tail," which pays homage to Bollywood, are effective examples of Premier Inn's promotional campaigns (Premier Inn, 2021).
Let's now examine the many marketing programs that these two businesses have run to see how they are heading in the right direction. The products and services that Marriott International offers are the focus of its marketing initiatives. Marriott International's #GoldenRule campaign highlighted four of its brands to demonstrate how they are related to one another and how the services they provide are founded in interpersonal relationships. Additionally, the business launched the Marriott Bonvoy loyalty programme to provide rewards for patronage. Customers may accumulate points and use them to gain further rewards. Many marketing initiatives are also being carried out by Premier Inn (Ryan and Jones, 2012). To add a few more to the preceding list, it invited renowned comedian Lenny Henry to participate in a number of initiatives, such as "weekends," which encourages consumers to make the most of the weekend by taking quick journeys. Additionally, the "Pedal squad" television advertisement demonstrated the company's cyclist-friendly attitude.
Many firms nowadays are having a harmful impact on the environment. People are becoming much more conscious of this truth nowadays (Jobber and Ellis-Chadwick, 2019). Because of this, it's crucial for companies to take responsibility for their actions and send a clear message to consumers (Ryan and Jones, 2012). This is something that Marriott International and Premier Inn are both aware of, and it shows in how they handle sustainability and green branding. The "2025 Sustainable & Social Impact Goals" are a highly steadfastly determined set of objectives for Marriott International. "Nurture Our World," "Empower Through Opportunities," "Sustain Responsible Operations," and "Welcome All and Advance Human Rights" are the four primary goals. By 2025, the firm aims to decrease footprints across its whole portfolio by 50%, have 100% of its hotels certified as sustainable, and ethically source 95% of its products. The clients at Premier Inn are also receiving a clear environmental message. On Earth Day in 2018, it made a commitment to reduce its carbon emissions by half, with the goal of reducing them by 88% by the year 2050. Additionally, it is transitioning to green gas in all hotels, using efficient instruments to lower gas emissions, committing to using zero gas in new construction, and more.
Following the COVID-19 epidemic, green messages and sustainability gained more relevance (ClickZ, 2021). The epidemic affected every sector of the economy, and the hotel sector suffered the greatest losses. Worldwide travel limitations led to a drop in revenue creation for the sector. Marriott International was likewise affected by the crisis' seriousness (ClickZ, 2021). Arne Sorensen, who was the company's late CEO and President, recorded a video message in which he expressed his deep concern for the state of the business. To reduce layoffs, he gave up his salary. The message of this occurrence resonated deeply inside the emotions of thousands of individuals. Additionally, the corporation introduced the straightforward statement "we will travel again" to connect as a brand. The travellers were inspired by this and felt hopeful. However, Premier Inn has also engaged in a significant amount of effective marketing throughout this epidemic. With the slogan "Rest Easy," it launched a campaign to reassure and soothe travellers during the shutdown (Ghauri and Cateora, 2014). The owner took advantage of the chance and spent £20 million in UK marketing as the lockdown became less difficult. The goal was to increase its digital footprint.
Any large business must have effective marketing plans for a range of challenges and situations (Ghauri and Cateora, 2014). The study provided a comprehensive picture of how marketing methods are used by Marriott International and Premier Inn. They place their trademarks in accordance with the demographics of their target market. The strategy for achieving sustainability is likewise of extremely high quality. They have specific objectives in front of them, and they are steadily succeeding. Additionally, it sends the target audience a very clear message about the need of taking an environmentally conscious stance. These two businesses are utilising their positions to not only support the community and send a powerful statement about the history they have established in the sector but also to aid the various industries that are being impacted by the epidemic. The main reason they have such a solid reputation in the sector is due to their aggressive marketing strategies for both their goods and services.
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