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Introduction

The purpose of this paper is to provide a comparative analysis of the marketing methods of Sheraton Hotels and Premier Inn. Sheraton Hotels is an international hotel that operates a chain of hotels. The company is a subsidiary of Marriott International. The hotel brand was founded in 1933. As of today, this hotel brand operates 440 hotels with over 150,000 guest rooms (Sheraton 2022). The hotel operates in North America, the Caribbean, the Middle East, South and Central America, Asia Pacific and Africa. Premier Inn is the largest hotel chain in the UK and operates more than 800 hotels and 78,000 guest rooms (Premier Inn, 2022a). The company operates hotels in different locations, including airports, suburbs and cities. The company was established in 1987 by its parent company named, Whitebread. Originally, the hotel was established as Travel Inn. Later, Whitebread acquired Premier Lodge and merged with Travel Inn to form Premier Inn. The choice of these two hotel brands is based on their size, location, and positioning differences. These aspects of their differences in performance can be used to make recommendations to either of the two hotel brands. 

Current Market positions 

Sheraton is a luxurious hotel that focuses on attracting consumers with preferences for high-end luxury services (Sheraton, 2022). Their target consumers are between the ages of 25 and 54, passionate about travelling or doing higher education (Petri, 2021). Premier Inn, on the other hand, targets semi-luxury customers. Specifically, the company targets travellers and backpackers for consumers in businesses and families. The company offers comfort and quality for their consumers at a relatively lower price compared to its semi-luxury competitors (Premier Inn, 2022a). Therefore, Premier Inn and Sheraton have different market positioning, with the former targeting budget customers by offering quality and comfort. In contrast, the latter offers high-end services in the luxury market.

Current Marketing Strategies 

Premier Inn's marketing strategies are based on campaigns and the application of a marketing mix. One of the major campaigns that the company has run is the good night guarantee campaign which aimed at promoting their pricing of £29 per night (The Sun, 2022), although they insisted that this pricing could vary depending on the location. 
The campaign was also aimed at spreading awareness of their transparency in the pricing of their hotels, where they charge on a per-room basis instead of per person. This has given them a competitive advantage considering that most luxurious hotels adopt this per-person pricing model. Another campaign that has existed in Premier Inn is the easy rest campaign that was introduced in 2007 and now resurfaced in 2021 (Whitebread, 2021a). The campaign aims to create awareness of Premier Inn's consistency, comfort and choice. Premier Inn took the campaign to another level by introducing influencers such as Lenny Henry into the campaign. Using such influencers is beneficial in creating brand awareness, building trust and credibility and increasing sales (McCormick, 2020). Furthermore, the company uses traditional and digital media to reach their target customers. These include TV adverts, radio and social media channels. Premier Inn has also adopted Google Hotel Ads that help in capturing and reaching new customers. These ads have a direct link to their website, where customers can view more information about the services the company offers.
Similarly, Sheraton Hotel is using campaigns as its primary marketing strategy. The "tired brand" campaign aims to reinvigorate the brand, which the company budgeted for $100 million. The company's CEO had termed the brand a tired one following the brand's tainted name. According to Sheraton Hotels and Resort's global brand leader, Dave Marr, "the driving force behind the Sheraton brand's new marketing campaign comes to boldly communicate ongoing enhancements to the Sheraton guest experience, including a renewed focus on service, an elevated look, feel and design, as well as new products and partnerships for the flagship brand of Starwood Hotels & Resorts." 
Therefore, the brand is targeting to re-image the business. The campaign commercials will be aired on traditional media, which is TV platforms, specifically on CNN, CNBC, ESPN, and ABC (Petri, 2021). Sheraton is also embracing the use of influencers in their marketing. In a recent campaign by the company, 'Celebrate the Community', the hotel featured Chinese singer and actress Myolie Wu (Marriott International, 2021). The campaign is geared towards emphasizing people to reconnect again and share their experiences. This has helped the company to reinforce its commitment to its brand message of "where the world comes together."

Sustainability and green messaging 

Sheraton Hotel has made remarkable changes in the pursuit of sustainability and green messaging. For instance, the hotels use LED lighting instead conventional light to help on saving energy. Their apartments and rooms are fitted with window sensors that have helped to turn off air conditioning automatically. Kitchens and Bathrooms are fitted with faucets to help reduce water flow. The company's employees are also part of the sustainability and greening initiatives, whereby they play active roles in planting trees. For environmental protection from waste pollution, the Sheraton hotels have taken part in the use of ecological packaging, reduction in plastic cups and bottles, and use of biodegradable straws (Sheraton, 2021). All these activities have helped in upholding sustainable marketing for the company. According to Kohler et al. (2019), sustainable marketing helps attract customers by promoting core values that stakeholders, such as customers, value. 
Premier Inn is also the first UK hotel chain to reach zero carbon emissions by 2040 (Premier Inn, 2021). The parent company Whitebread Plc (2021b), has provided that the company "responsibly source all our fish and trace our famous steaks from farm to fork, and we have reduced our carbon emissions intensity by 39.8%." Social sustainability in the company has also been achieved through Charity programmes. For instance, the company has partnered with colleges such as Hereward and Derwen to provide financial support that can help individuals living with disabilities and other difficulties. Also, the company partnered with Great Ormond Street Children's Hospital, where they were able to raise over £17 million for new clinical buildings (Whitebread Plc, 2021b). This evidence shows that Premier Inn is more committed to sustainability and greening than Sheraton, especially on social sustainability. This form of giving back to society through social support can help promote the brand Image of Premier Inn. 

Positioning since Covid-19

The Covid-19 pandemic brought challenges to the hotel industry due to the travel restrictions that were imposed. Since the economy's re-opening, most hotel industry companies have struggled to recover and regain their customer base (Gursoy et al., 2020). Premier Inn reintroduced its 'Rest Easy' campaign in 2021, whose mission was to help consumers overcome the fear of Covid-19 through a series of assurances. According to Whitebread Plc (2021a), "rest Easy launches as the business prepares to fully re-open Premier Inn hotels to all guests – offering the brand prime-time visibility at a crucial pre-summer booking moment as well as an exciting internal rallying cry for its 30,000-strong team members as they gear up for re-opening." The campaign targets summer holiday consumers by offering them flexible booking rates where consumers can cancel or amend their hotel stay based on circumstances surrounding the pandemic in their places (Premier Inn, 2022a). 
Sheraton's positioning since the COVID-19 period is geared towards ensuring the safety of the consumers as they visit their hotels. For instance, the company ensured rigorous cleaning protocols whereby they used hospital-grade disinfectants frequent times a day. Still, the company ensured that they maintained the contact information of the guest to help with contact tracing and communicating with them about their company's efforts. To ensure food safety, the company is training their food supervisors and handlers in the best food preparation and services (Marriott International, 2022). Analysis of this covid-19 positioning of the two companies indicates that Sheraton's positioning was poor because they did not focus on targeting new customers through assurance campaigns like those adopted by Premier Inn. Sheraton was concentrating on ensuring safety which may not grant them the already lost customers. 

Conclusion

In conclusion, this paper aimed to assess the marketing strategy and methods of two multinational hotel brands, Sheraton and Premier Inn. The paper has revealed that Sheraton offers high-end luxury services while Premier Inn offers semi-luxury products. Sheraton's main marketing strategy is based on campaigns that are run through traditional media, especially on TV and radio. Premier has a similar approach. They combine traditional and digital marketing channels, including TV, radio, websites and websites. During the pandemic, the essay revealed that Premier Inn adopted campaigns targeting summer holiday bookings. Furthermore, Premier Inn is using the services of influencers to attract new customers. On the other hand, Sheraton did not involve any form of marketing. Instead, they communicated to their consumers about the steps they have undertaken to ensure the safety of their clients. Overall, Premier Inn is performing well in terms of marketing. However, both companies need to tap into opportunities brought by social media marketing.



References

Gursoy, D. and Chi, C.G., 2020. Effects of COVID-19 pandemic on hospitality industry: a review of the current situations and a research agenda. Journal of Hospitality Marketing & Management, 29(5), pp.527-529.
Kotler, P., Kartajaya, H. and Setiawan, I., 2019. Marketing 3.0: From products to customers to the human spirit. In Marketing wisdom (pp. 139-156). Springer, Singapore.
Marriott International 2021. Sheraton Brings People Together Again with the New Brand Campaign Across Asia Pacific, “Celebrate the Community.” 
Available at: https://news.marriott.com/news/2021/11/10/sheraton-brings-people-together-again-with-the-new-brand-campaign-across-asia-pacific-celebrate-the-community [Accessed 27 October 2016]
Marriott International 2022. Travel with confidence during Covid-19. Available at: https://clean.marriott.com/?_ga=2.138567984.2087559208.1666863615-248277288.1666863615
McCormick, L., The Benefits of Building Long-Term Relationships With Influencers.
Petri, A. 2021. Sheraton Has a $100 Million Marketing Campaign to Revive the 'Tired Brand.' 
Available at: 
https://skift.com/2015/09/22/sheraton-has-a-100-million-marketing-campaign-to-revive-the-tired-brand/ [Accessed 27 October 2016]
Premier Inn 2022. https://www.premierinn.com/gb/en/home.html [Accessed 27 October 2016]
Premier Inn 2022b. oronavirus (COVID-19): Premier Inn update. 
Available at: https://www.premierinn.com/gb/en/covid-19.html [Accessed 27 October 2016]
Sheraton 2021. Sustainability. Available at: https://www.sheratoncascaisresort.com/en/sustainability/ [Accessed 27 October 2016]
Sheraton 2022. Treasured Destinations.  
Available at: https://sheraton.marriott.com/destinations/ [Accessed 27 October 2016]
The Sun 2022. COME ON INN Premier Inn has rooms from £29 per night, unlimited breakfast & kids eat FREE. 
Available at: https://www.thesun.co.uk/travel/19480154/premier-inn-cheap-rooms-unlimited-breakfast-kids-free/ [Accessed 27 October 2016]
Whitebread Plc. 2021a. Premier Inn reveals the new 'Rest Easy' brand platform in the first integrated campaign from Leo Burnett. 
Available at: https://www.whitbread.co.uk/premier-inn-reveals-new-rest-easy-brand-platform-in-first-integrated-campaign-from-leo-burnett/ [Accessed 27 October 2016]
Whitebread Plc. 2021b. Environmental, Social and Governance Report 2020/21. 
Available at: https://www.premierinn.com/content/dam/pi/websites/desktop/why/force%20for%20good/final-esg-report-v3.pdf [Accessed 27 October 2016]




