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This essay will compare the marketing methods and strategies that Marriott International and Premier Inn employ in collaboration with their hotel chains to successfully achieve their target, aim and objectives. This essay will also reveal the marketing methods and strategies both hotels employ to get their customers.
Marriott International is an American multinational company that operates via franchises and licences. Its lodging is hotel, residential and vacation ownership. Marriott is the largest hotel chain in the world, it has thirty brands with seven thousand seven hundred properties containing one million four hundred and twenty-three forty-four rooms in one hundred and thirty-eight countries and continents. Two thousand one hundred and forty-nine out of these seven thousand six hundred and forty-two properties are operated by Marriott and the remaining are operated by others on franchise agreements. It also operates twenty hotel reservation centres. Starwood Hotels & Resorts portfolio is newly added to the hotel brands and some other hotels are newly added to Marriott International brands in year 2021 (marriott.com).
Premier Inn is a British hotel chain and the largest UK’s hotel brand with over seventy-nine thousand rooms and over eight hundred hotels. It operates hotels in separate locations that in city centres, suburbs, and airports. Apart from the Germany launch, there are over thirty hotels newly added to Premier Inn hotel chains across United Kingdom (premierinn.com). European hotels industry where Premier Inn is categorised, is controlled by a Subsidiary private limited company that own and run its hotels.
Premier Inn unlike Marriott International, is responsible for sourcing its goods like cottons for all its beddings and more(premierinn.com). Hotel chains for Marriott International and Premier Inn benefit from economies of scale via mass production, economies of scope where they enjoy access to international distribution as a group to share cost and economies of experience where access to knowledge is uniformly made available across the hotel chains (class note, wk. 5)
Marketing in hotel industry can be defined as the maximising of hotel’s revenues through engaging customers and managing profitable customer relationships on target of retaining customers (Martin et al. 2002, P. 5). Marketing can also be defined as the process of engaging customers and building profitable customer relationships through the creation of value and getting value in return (Philip K. et al. 2020, p. 28). 
The segments of customers that are targeted during marketing for Premier Inn and Marriott International reward programs brought about incremental sales and increased revenue. These two hotel chains use differentiated marketing to reach targeted customers and position their hotels at strategic location. Both hotel chains get their unique selling point through long history of quality service and competitive advantage due to their chains of hotel for varying customers. With their uniqueness, they continually strive to maintain customer's value and satisfaction (Philip K. et al. 2020, P. 8).
This operation within Marriott International and Premier Inn is complicated because of numbers of ownership, shareholders, multiple site operation and difference in location (craft.co/marriott-international and class note wk. 4).
In trying to employ experiential marketing at one of Marriott International brands, Ritz Calton the company is committed intuitively knowing customer’s need and very quick in meeting the need to create value and satisfaction for the customer that get the customers spread the good news about the company. Satisfaction makes customers loyal and do marketing for the company via recommendation and helpful reviews. Continuous patronage of targeted set of customers who are on constant patronage makes the company more profitable. (Philip K. et al. 2020, p. 15-16).
Depending on companies target, customer relationship can be built at many levels. A company with more low margin customers pursues primary relationship with them by lowering price below competitor’s or increase service but not to the point of bankruptcy (Premier Inn, an example but not at the extreme). Company with high margin low customer will want to create full partnership with principal customers by creating bonds through marketing tools like loyalty program (e.g.: give room upgrade to guests regularly, discount and etc) (Marriott International, an example). 
Marriott International has over one fifty million members on its global travel loyalty program rated the largest. Marriott International was able to achieve high customer loyalty by offering to reward for signing up free on its website. The reward is categorized into six membership level. The benefit of each membership is hard to overlook by any hotel/lodge lover. Every of these membership levels are part of the strategies to continuously create customer value for continuous and profitable loyalty. Becoming a member enables you to earn and use points, free nights, free room upgrades, priority check-in/out, free amenities, member discounts. Customers as well as Marriott International will always find this kind of experience favourable because of values derived. 
Premier Inn does not only reward customers but also its affiliates who market Premier Inn on their own websites. “Premier Inn Passport” launched in 2018, was exclusively to visitors who booked on Premier Inn’s official website to stay at any of its hotels in Abu Dhabi and Dubai. Inside of this passport are discounts without restriction in terms when offer can be used at partner outlets.
During Covid 19 lockdown and restrictions across the globe, reward offered by Marriott International expired, and extension was offered. Customers that already had their Premier in Passport resumed use after covid 19 lockdown without need for any extension.
Reward programme of Marriott International offers opportunity for cash-in at all membership level across all its hotel brand as well as free luxury hotel stay. Reward programme of Premier International on the other hand only applies to its hotels in Abu Dhabi and Dubai. 
The reward programme of both hotel chains is similarly via online booking as one of the conditions attached.
 It should not be surprising that the reward offered by Premier is for its luxury hotel as Premier Inn serves low and mid class. Marriott International is luxurious in all its brands and hotels and therefore had made its own reward program cover all level of customer membership.
 In terms of entering foreign market with goods and services, there four game plans, that is: international trade, licencing, mutual beneficial project (trade by barter) and direct foreign investment (Ekeledo and Sivakumar, 2004).
There is different between entering a market, be among top at that particular and continuous employment of marketing strategies and the four-marketing creating values for customers for these hotel chains to remain in the market and at the peak. 
Marriot International’s understanding of the marketplace it the brain behind the operation of its thirty brands in one thirty-eight countries and territories. Marriott International perceived possibilities of the market and are furthering opening of more hotel's chains. Soft services offered by Marriott International makes it possible for it to enter foreign markets through licencing and direct foreign investments. Licencing or contact management makes it possible for Marriott International to be able to penetrate foreign market (Bradley,2001, p.281; Johansson, 2006, pp. 127-129).
Findings has specified that there are strategic factors that influence successful penetration of hotel chains like Marriott International into more market. Services provided by Marriott International is not affected by high risk because it does not produce goods for its hotels, the franchised source their goods. Other factors range from origin of the hotel, its size, number of stars over time and the older the hotel chain is the better.
Premier In on the other hand, is by virtue of its unique ownership having a competitive advantaging that is affording it opportunity to expand to Germany because of their similarity in market features.
In this present world, there are still difference between some generational group. From the “baby boomer,” “Generation X”,” the Millennials” to “Generation Z,” one thing in common is the understanding of social media (online shopping). Although the rate at which social media and online is being embraced is higher, the importance of traditional marketing cannot be brushed aside because there are still people that do not have capacity for internet and therefore still must be reached through phone, direct mail, billboards, and the like (Philip K. et al. 2020, p. 78).
No one wish to be challenged health wise and does happens. Only people with sound mind can be captured by internet marketing. Therefore, traditional marketing cannot be totally ruled in the present generation and one to come.
During and after pandemic, Premier Inn hotels use a measure to the protect the staff and customers from covid19. This measure is called “the 3G rule of Getested-Geimpft-Genesen”. In English translation it means “Tested-Vaccinated-Recovered.”
Marriott International like every other business was affected by the pandemic. Its revenue per available room jumped by sixty four percent in 2020 from 2019, global sales crashed. The company staggered to earn eighteen cents a share down from six USD the previous year. Though things are not yet back to normal, signs of improvement have started to be seen in some its brand and hotels’ location.
Marriott International green message has been “We believe the future of business is green because we’re all guests on this planet.” Premier In green message has been “Force for Good, enabling people to live and work well.” These green messages remain what it has been and may or may not have had influence on customers.
In conclusion, aside improving quality of services to retain customers and get more customers, hotel chains should strive to improve quality of relationship with customers because the cost of gaining new customers is as high as loosing existing ones. An hotel by the help of marketing strategy unite the marketing mix to maximise customer satisfaction for profitable relationship. The target should be that the relationship should be continuous, and this can be guaranteed by the number of loyal customers.
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