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The Marriott International and Premier Inn hotel brands have been chosen from Groups A and B, respectively. A well-known American multinational organisation known as Marriott International, Inc. is in the business of issuing licenses and permits for hotels as well as other forms of accommodation. The Marriott is one of the greatest alternatives available to you if you are seeking for a huge number of rooms as well as a broad selection of facilities. John Willard Marriott and his wife Alice opened their first company together in Washington, District of Columbia, in 1927. It was a root beer store, and from there, the Marriotts went into the hotel industry (Neves, 2022). Premier Inn, on the other hand, is the most successful hotel chain in the United Kingdom and provides its services to tourists from all over the globe. This hotel network contains establishments located inside major airports, as well as in the core business districts and surrounding neighbourhoods of the world's most important cities. The Premier Inn network is a brand of hotels that was established in 1987 by Whitbread and has its headquarters in the area of Dunstable in the United Kingdom.These two hotel chains were selected in large part due to the volume of data accessible for each of them, in addition to the fact that both of these hotel chains are successful within their respective businesses. Using this, one may construct an excellent essay that is packed with a lot of relevant material.
[bookmark: _Toc118973932]Marketing Choice: Marriott International Hotels
When it comes to advertising, the Marriott chain has never failed to prioritise the needs of both the individual visitor and the surrounding community. The high level of service that the hotel provides to its guests is one of its most compelling selling factors. The Marriott Hotel's marketing and promotional activities revolve heavily on digital advertising as its primary focus. It would seem from this that the hotel is making a significant effort to promote itself by using its own website as well as several other internet platforms (Madar, 2017). In light of the fact that, historically speaking, the hotel industry as a whole goes through huge changes whenever there is a pandemic, these advances have created a tremendous amount of attention in the marketplace. In addition, individual items belonging to guests, such as tastefully put together photo albums, are sent to the Marriott hotel. This takes into consideration the need for unique material that is also easily accessible as a motivating force in the chase of online influencers, bloggers, and A-listers.
Marketing Choice: Premier Inn
The hotel's promotional related tactics result in considerable cost savings when compared to conventional marketing channels such as billboards, radio, newspapers, and television. These cost reductions may be attributed to the fact that the hotelspromotional related strategies. Premier Inn is well aware of the need to adapt, and as a result, the hotel chain has committed to reducing its spending on advertising by £20 million by the year 2022 (Nozdreva and Churakova, 2021). A particular focus will be placed on expanding the hotel's presence online. Premier Inn additionally made use of Google Hotel Ads in order to reach new clients, attract site visits of a high quality, and raise the total number of reservations made via the direct booking function included on the hotel's website. When individuals are looking for somewhere to stay, advertisements for hotels seem to appear wherever they look, including on desktop computers, tablets, and mobile phones. Because of this, it is reasonable to state that the hotel is spending in promotional as well as customer-related services in order to get an advantage over its competitors(George, 2021).
[bookmark: _Toc118973933]Current Marketing Position
Marriott International, headquartered in the United States, manages and franchises a sizable collection of hotels and other types of lodgings across the world. The company has expanded greatly since its inception. Marriott International, Inc., the hotel chain's parent company, made around $10.6 billion in revenues in 2020. Marriott International, Inc. is a major employer across the globe, employing over 120 thousand people at its 7,642 properties. The average occupancy rate of Marriott hotels across the world is 32.6%.
One of the most well-known hotel chains in the United Kingdom is called Premier Inn. Before the company extended to Germany and other countries, its trading activities were first established in the United Kingdom (UK), which continues to account for a large amount of the overall income generated by the company. Premier Inn, which has 817 sites throughout the UK, anticipates having an occupancy rate of 29.4 percent in both 2019 and 2020. The firm has provided employment for over 34,000 individuals.
[bookmark: _Toc118973934]Marketing Strategy
The company now knows its goods and services inside and out and can determine which ones will bring in the most cash. To maximise profits, Marriott has been developing products that can be used by other businesses. Marriott's pricing strategy is on providing the best possible value to its guests. The firm employs a pricing strategy based on market forces of demand and supply(Madar, 2017). The company also employs a pricing technique called "competitive pricing," which implies that the company sometimes bases the rates at which its hotels are offered on the actions of its rivals. For as long as I can remember, Marriott has been a chain that only exists in certain places. Every one of their hotels has been strategically placed to guarantee a steady stream of visitors. The Marriott chain has always placed a strong emphasis on online and social media advertising to market its properties worldwide (Alvarez-Risco and Del-Aguila-Arcentales, 2022).
Premier Inn, on the other hand, has made it a priority to ensure that its visitors have a restful stay. Premier Inn has a deep familiarity with its clientele, allowing it to confidently promise them a restful night's stay while meeting their specific demands. They provide everything from cushions to furniture to room decorations to beds, all of which have been carefully vetted and chosen. The company has a straightforward price structure in which consumers are charged on a per-room rather than per-person basis. The hotel falls within the "Budget" category. The company advertises its new hotels and locations through social media and email (Bower, 2016).
[bookmark: _Toc118973935]Environmental Sustainability and Green Messaging
Marriott International has formed the Marriott Global Cleanliness Council in order to better address the security and health issues brought on by the current pandemic environment. Marriott's commitment to positively and sustainably impacting business operations to bring value to customers, owners, employees, communities, and the environment is reflected in the company's sustainability and social impact platform, Serve 360: Doing Good in Every Direction (Ezeh, 2017). In 2017, the company will begin the process of achieving the Sustainability and Social Impact Goals it established in 2015. Just three years into their plan, they had already crossed all four locations.
Premier Inn has taken some risky new approaches in its quest to find more efficient means of cutting down on, reusing, and recycling waste materials (Camilleri, 2018). The company has pledged to reduce the intensity of its carbon emissions by half by 2025, an industry-leading environmental goal, in honour of Earth Day. All newly constructed hotels have made the switch to utilising zero gas. In order to encourage the use of sustainable energy sources around their property, they have also set up solar panels (Mani and Mishra, 2022).
[bookmark: _Toc118973936]COVID 19 Pandemic and Marketing Strategy
Marriott Hotels have prioritised catering for local guests and have defended their partnerships with technology, digital partners, and the business community in order to better understand and address the demands of locals. They have also prioritised online-to-offline metrics, which have aided in media campaign optimization and increased return on investment. The organisation has worked with the appropriate digital partners to collect data and insights to gain a genuine picture of the requirements of the people, allowing them to react to the diverse demands of the customers even if they are changing at a rapid speed during the pandemic (Wei and Jingyi, 2021).
Premier Inn has used a direct distribution approach to improve the efficiency and effectiveness of its direct digital marketing. In order to increase its client base and profit from structural openings, the company has been expanding and improving its offerings by capitalising on the strong competitive advantages of its brand (Ertuna, et al., 2022). The company's unconventional business approach has served it well during this challenging time, allowing it to increase its share of the British market by a factor of b.
[bookmark: _Toc118973937]Conclusion
This article does a fantastic job of detailing the marketing strategies that both Marriott International and Premier Inn utilise. Both companies are in the hotel business. It was successful in developing a robust strategy that both hotels were able to implement in order to escape unharmed from the crisis that they had been experiencing during the covid-19 time period. It has also been able to hone in on environmental sustainability and green messaging strategy at both hotels, which has thrown light on the different ways in which each establishment goes about projecting a greener, more environmentally friendly image. The research was also fruitful in characterising and determining the hotels' current position in the market for lodging accommodations.
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