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A comparison of marketing methods of two multinational hotel brands















                                          Introduction
The word "marketing" is used to describe a company's attempts to learn about its customers and then design, disseminate information about, and provide products and services that are tailored to their specific needs and wants. Traditional marketing methods have given way to newer, more effective digital ones as marketing has evolved over time. Direct sales, trade shows, radio, and television were all examples of offline methods of reaching customers and spreading the word about new items in the past (Sinelnikova, 2018). Businesses, such as hotel chains, have shifted to digital marketing strategies as a result of technological developments, using social media sites like Facebook and Google, and some others, to advertise their products through the use of videos, which in turn entice customers to stay at the hotels during their business trips or vacations. Both the Marriott and the Premier Inn will be briefly discussed in this article. The marketing strategies of two multinational firms will be examined and contrasted.
There are several factors that led to the selection of these two companies. The Marriott hotel chain was established in 1927 by J. Willard and Alice Marriott in the nation's capital. Marriott now manages 7642 hotels across the world, a large number of which are located outside of the United States. Premier Inn Hotel is another major competitor in the hotel industry. In the UK and Ireland alone, it manages around 650 hotels with over 54,000 guest rooms. Even though it has grown exponentially, the Premier Inn has consistently been voted the "Best value hotel" for the last decade.
 Marketing Strategies
Premier Inn has an extensive marketing strategy for each of its hotel chains. The company has devised a winning marketing strategy that accounts for the division of its clientele and its intended markets. The organisation focuses on catering to visitors and budget travellers, as well as companies and families on the lookout for cheap housing (Graziano, 2021). Before implementing any marketing strategy, the company ensures sure it is consistent with its primary mission of providing guests with a peaceful night's sleep. In the hotel rooms, for instance, a consistent physical approach manifests itself across brands via the usage of a regal purple colour to convey the luxuriousness and comfort of the establishments. There is a clear uptick in interest in different hotels amongst both current and future guests as a result of this kind of advertising. It establishes how the firm will produce profits and how customers will be treated, so that everyone is satisfied with the outcome.
There is a clear distinction between the "core," "actual," and "enhanced" levels of service that Marriott provides. The company's hotel brands are its main draw and are optimised to generate revenue. Marriott places a premium on customer pleasure and has thus devised marketing strategies to ensure this. The company takes an effort to learn about its customers so it can provide competitive pricing and the appropriate products at the right prices (Kingsnorth, 2019). Using the principles of supply and demand, Marriott can figure out how much money it can make. The review of the strategy also makes sure the company is not going to lose customers due to overcharging. The firm additionally pulls in clients by initiating digital promotional activities on social media websites to market its items, resulting in high brand rental yields.

Current Market Positions
Premier Inn has a commanding market share in the United Kingdom because it is the largest hotel chain there. It has more than 800 locations and more than 72,000 rooms. In 2009, for example, after the firm had separated from its parent company and adopted a new name, it generated more than 70% of Whitbread's earnings (Sufi, 2019). The firm is the most well-liked hotel chain in the UK because it consistently provides high quality at affordable rates. Consequently, it has a substantial following from people all around the globe. Premier Inn also has a competitive advantage over its competitors because of its unique brand position. As providing a memorable stay for guests is paramount to the hospitality industry, Any customer who feels that they did not get first-rate service is given the option to get their money refunded by the company. Premier Inn brands have a leg up on the competition since they are the only hotels that provide a money-back guarantee. It attracts a steady stream of customers because to the high expectations its patrons have for the quality of the services they will get.
Marriott International is not only a major franchisor, operator, and lodging licensee, but also the world's biggest hotel chain in terms of the number of rooms it offers. It has a commanding share of the market because of the breadth and depth of its asset holdings, management capabilities, and network of franchisees. As the pioneer in the hotel industry to offer customers the convenience of online booking, Marriott has reaped the benefits of digital marketing's potential to increase revenue. Despite keeping its original name, Marriott International Inc. acquired Starwood Hotels, the biggest hotel chain in the world. Katsikeas, Leonidou, & Zenti (2019).
Its strategic focus on affluent young tourists, technological superiority, and brand individuality has given it an advantage over other hotel groups.
Marketing Techniques in Use Today
	Premier Inn
	Marriot

	Premier Inn has devised plans to make up for the losses incurred as a result of the coronavirus pandemic. The company has adopted a "spend to win" marketing approach to take advantage of the expected increase in demand for staycations. Premier Inn plans to spend almost £20 million in a digital strategy to expand into new markets (Sufi, 2019). UK coronavirus restrictions have resulted in a decrease in the demand for recreational activities, which the government has helped alleviate. Premier Inn's new branding initiative seeks to spread the word about the company's convenient services, from making a hotel reservation to sleeping well on the company's top-notch bedding. The new website makes it easy for customers to book rooms for business and pleasure, which should boost bookings and income. Premier Inn's strategy for digital transformation aims to raise brand awareness and expand the hotel chain's exposure to the public, which in turn will boost revenue.
	Marriott's marketing strategy is largely responsible for the company's success. Businesses will need to adjust their marketing strategies as a result of the coronavirus pandemic's effect on customer behaviour. In light of these changes in customer behaviour, Marriott International has developed a new loyalty programme called Marriott Bonvoy. Clients value unique adventures more than five-star accommodations, therefore the firm has developed a new travel-centric platform. Marriott Bonvoy is a loyalty programme that promotes frequent visits to its 129 different brands (Sinelnikova, 2018). This strategy is meant to consolidate Marriott's several reward programmes into one.








Green Messaging and sustainability
The Premier Inn places a premium on meeting the needs of its customers. The company has developed strategies to cut down on its use of natural resources, maximise the value of those it already has, and recycle or repurpose what it can not reuse. In order to establish itself as a leader in corporate sustainability, Whitbread plans to implement a programme to cut its carbon emissions intensity by at least half by 2025. (Papadas, Avlonitis & Carrigan, 2016). (2017). Each Premier Inn establishment is committed to being green by converting to renewable energy, installing solar panels, and replacing gas-powered delivery trucks with electric ones to eliminate harmful emissions. One example of the effectiveness of Whitbread's environmental approach is the fact that all of the company's UK locations run on renewable energy, and another is that 112 of the company's Premier Inn Hotels have installed solar panels to produce their own power. Because of the efficiency of LED lighting, they have avoided emitting around 10,000 tonnes of carbon dioxide. (Sufi, 2019).
In order to better serve its customers, Marriott International is extending a proactive environmental strategy that includes new components targeted at greening its meetings. The company's mission is to provide eco-friendly products that enable event planners and attendees to reduce their negative impacts on the natural world. They generate tonnes of waste, including kilowatt-hours of energy consumption, gallons of water, and water waste, all while holding their meetings (Graziano, 2021). Switching to fluorescent lighting, placing solar panels on roofs, and not washing towels before the first use are just a few of the environmentally friendly initiatives that Marriott has successfully implemented. Six million gallons of water each year are thus conserved. The Marriott brand has made strides in the environmental movement over the last several years because to its commitment to reducing emissions of greenhouse gases.

The Pandemic of 2019 COVID-19
Because of the epidemic, the hotel and travel businesses took a major hit. In light of the new normal, this industry is seeing a revival. In order to adjust to the new standard, both of these multinational hotel chains strictly adhere to a few criteria. According to the notice placed on the Premier Inn hotel websites, the check-in time has been moved forward. Openings are being made at all of the chain's hotels in the United Kingdom and Germany. Check-in time is 4 PM on weekdays from July 7 through September 30. The most current government laws related to COVID-19 state that all visitors must hide their faces and maintain a set distance. The hotel administration implemented new policies in order to better handle existing bookings. The ability to change dates or cancel bookings is now included in the standard lodging rates. Additionally, all Premier Inn hotels in Germany strictly follow the 3G standard. The 3G rule refers to the three steps of testing, immunisation, and recuperation. Premier Inn hotels in Germany require guests to produce evidence of a recent PCR test, a test result stating that the guest is covid-19 negative, or a certificate of vaccination for the second dose. Marriott takes similar precautions, since the safety of its guests and employees is its first priority. Regarding these covid-19 issues, they follow completely to guidelines made by the WHO and local governments. They utilise electrostatic sprayers and air purification equipment fit for a hospital to clean the air and disinfect the surfaces. Face covering is no longer essential for persons who got their second dose of immunisation. All applicable laws pertaining to the protection of consumers' health while eating are strictly followed. Workers and managers in charge of the kitchen's food supply have received enough training from the World Health Organization to address customer complaints.
Conclusion
Profitability in business is directly related to the marketing approach used. It has to use efficient advertising techniques, such as pricing and promotion tactics, to keep its competitive edge over rivals. In this paper, we looked back at the origins of two international hotel chains—Marriott International and Premier Inn—and compared them. They both become major players in the hotel sector. Both of these hotel chains have used innovative marketing strategies to get to the top of the hotel industry. The hotel chains in both nations work diligently to achieve the Sustainable Development Goals. Finally, it can be said that the hotel and tourist businesses, while taking a major hit during the pandemic scenario, are on the upswing once again. Premier Inn and Marriott International have both been very good about following the new coronavirus restrictions.
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