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Introduction
The study will examine Marriott International and Premier Inn's advertising strategies. These two companies were chosen for numerous reasons. J. Willard and Alice Marriott opened the first Marriott hotel in 1927 in Washington. J. Willard Marriott designed the hotel and said most of Marriott's 7642 properties are outside the US Whitbread launched Premier Inn in 1987. One of the largest hotel chains in the UK and Ireland, with 650 properties and 54,000 rooms. Despite its quick expansion and 10-year reign as the "Best Budget Hotel," Premier Inn has been booming recently (Chung, and Byrom, 2020). However, this study will compare and contrast the two hotels' marketing tactics, including the items and services each offers, whom they advertise to, and how they employ the marketing mix. Incorporating this report into the research. Moreover, the study will assess the marketing longevity of both companies, their current market position, their market position during the COVID-19 epidemic, and their present market position.

Premier Inn and Marriott Hotel Comparison
Premier Inn and Marriott Hotel Market Position
Marriott International Inc. grew Total Revenue by 80% over the year of first quarter of 2022. Comparatively, competitors' sales grew 43.08 per cent during the quarter. 872 US firms manage 100+ properties apiece. Many hotel chains own their hotels, although most are privately owned. Most hotel owners can end their contracts for management if the performance of financial goals is not met (Mykola et al., 2020). Whitbread (WTB), Premier Inn's parent company, has prospered in the British hotel sector. In UK, Premier Inn Hotel has outperformed the hotel industry by 8.9%, improving Whitbread's market share from 4% to 12%. Premier Inn Alison Brittain (CEO) said the company is "well-positioned in the global market" and will invest in expanding its estate, especially in Germany. It is true even if she thinks the limits will last until February (Feng et al., 2021).

Figure 1: Number of Marriott International Hotels 2009-2021 (Source: (S. Lock & 22, 2022))


Figure 2: Number of Premier Inn Hotels 2012/13-2021/22 (Source: (S. Lock & 15, 2022))

Premier Inn and Marriott Hotels Marketing Strategy
The term "marketing strategy" refers to an organisation's overarching plan for attracting new customers and persuading existing ones to buy more of the company's products or services. It discusses the company's USP, mission, and values, as well as its leading brands and demographic data. Any effective marketing strategy's "four Ps" are product, pricing, placement, and promotion (Dumoulin and Giacomel, 2020).

Premier Inn and Marriott Hotel Target Market
Market targeting identifies and caters to a specific subset of the market's overall customer base (Bai et al., 2021). Identifying a market includes coming up with a product, settling on a price, crafting a marketing strategy, and setting up a distribution network.

Marriot Hotels Target Market
Psychographic Segmentation: Customers' happiness is the hotel's priority. High-end meals at Marriott hotels are always made using fresh ingredients from the surrounding area. After that, these elements are artfully arranged and presented (Arief and Pangestu, 2022).
Behavioural Segment: How well a consumer understands, uses, and responds to a product may be used to categorise that consumer. Individuals who use our services are sorted into classes based on their level of education. There is no more significant occasion than a wedding. There are many weddings held at the Marriott. The Marriott will take care of every detail, from setting the tables to archiving the event for posterity. The wedding facilities at Marriott guarantee a day to remember (Benslama and Jallouli, 2022).
Demographic Segment: There are numerous demographic subsets of customers. Guests travelling on business often stay at the Marriott. Hotels with brand names like Courtyard, Fairfield Inn & Suites, SpringHill Suites, Residence Inn, and Town Place Suites are popular choices for business travellers when the company's reputation is at stake and encompasses all of these types of accommodations (Woo and Mun, 2020).

Premier Inn Target Market
Behavioural Segmentation: The data integration identified correlations indicative of broad group characteristics. It produced shows that were both informative and fun. They all had a concern for saving money, flexibility in planning their vacations, a preference for staying in one or two-star hotels, and a penchant for purchasing extras (Papaioannou, 2022).
Mass Media Segmentation: Choosing the most helpful media for each purpose. Using this kind of targeting, the message will be sent to a subset of the intended audience, sparing the rest of the population. A more cost-effective medium for commercial promotion (Mykola et al., 2020).

Premier Inn and Marriott Hotels Marketing Mix
The marketing mix is the sum of a marketing strategy's numerous parts. The "four Ps," an often-used classification scheme, refer to the "product," "price," "place," and "promotion", respectively (Chung, and Byrom, 2020).

Marriot Hotels Marketing Mix
Product: Hotels, resorts, motels, and other types of accommodation establishments make up the majority of Marriott's products. To guarantee the worldwide success of each of its brands, Marriott consistently applies the same standards to the hotel environments, site choices, and service offerings across the board (Dumoulin and Giacomel, 2020).
Price: Prices at Marriott establishments vary depending on the hotel, the client, and the area. Lowest possible prices without sacrificing quality. By striking a balance between quality and affordability, Marriott can boost profits without compromising the value of its name. Demand, promotion, and maintenance are only a few variables that go into setting a price (Bai et al., 2021). Prices at Marriott may shift at any time in response to changes in supply and demand or the intensity of competition.
Place: Marriott hotels are conveniently located near major airports, motorways, and commercial districts. Marriott hotels near major transportation hubs and tourist attractions tend to attract more guests. The goals of Marriott's growth strategy include both direct and indirect development. Thus, infrastructure stock costs are reduced (Arief and Pangestu, 2022).
Promotion: Marriott does Internet marketing. As an international company, they provide a convenient online platform for booking accommodations in advance. Publicity materials, films, and online social networks are all acceptable. Advantages are available to Marriott Bonvoy members. Hotels like Marriott use promotions and novel offerings to keep customers coming back.

Premier Inn Marketing Mix
Product: If consumers are pleased with a company's offerings, they will likely spread the word. The Premier Inn has amenities such as televisions, irons, hair dryers, bathtubs, and duvets in each room. Family rooms are available at a very reasonable price. Meeting customer needs is paramount (Mykola et al., 2020).
Price: Customers that buy a company's products and are satisfied are more inclined to tell others about it. Each suite at Premier Inn has full kitchens, ironing boards, microwaves, and hair dryers. The prices for the family rooms are fair. Keep the customers happy. Among the best hotels in the world, this one is beyond question (Feng et al., 2021).
Place: The demand is out there. Some go to the market. The location has a significant role in determining which stores are chosen. Instead of expanding in Saudi Arabia, Premier Inn may build additional hotels in the United Kingdom.
Promotion: Words, new information, or even revisiting an old topic are all fair game for advertising. Newly promoted product offerings and electronic mail marketing fall under this umbrella. Maintaining current clientele (Papaioannou, 2022).

Premier Inn and Marriott Hotels Market Sustainability
Marriott Global Cleaning Council improves hotel cleanliness, guest satisfaction, community well-being, and individual security. Accommodation providers addressed client needs while following non-profit social distance criteria. CAFB has a 40,000-square-foot area at Gaylord National. JPMorgan Chase and American Express gave $10 million to pay medical staff housing costs. Marriott has prioritised diversity, equality, and inclusion by integrating employees and partnering with community partners. Several methods were used (Arief and Pangestu, 2022). Premier Inn built Edinburgh's first battery-powered hotel. In 2019, the hotel owner will investigate the lithium-ion battery's effects on energy efficiency, energy costs, and carbon emissions. The battery can hold 5 tonnes and produce 100 kW. Off-peak grid electricity charged and drained batteries. Three-hour production increase, 25% of the stock was returned (Bai et al., 2021).

Premier Inn and Marriot Hotels Market Position during the Global Pandemic
Marriott has made it less likely that the coronavirus would spread. These measures should be taken regardless of the impact that HAV-19 has on daily life. The ability to respond quickly is a boon to Global Data. Rheanna Norris of Global Data reports that $2.5 billion of Marriott's $4.5 billion revolving credit line is still available (Mykola et al., 2020). The accomplishment of COVID-19 is advantageous to Marriott. Since Marriott's name is known in 30 industries and 130 countries, loyal customers may take advantage of travel opportunities and the loyalty programme. Success is typical for Marriott. After Hilton, Marriott is the biggest hotel chain in the United States. Because of its dominant position in the industry, Marriott is well-equipped to combat the coronavirus (Chung, and Byrom, 2020).
At the same time, the company gave worker and visitor security the utmost importance. Guests have a right to a safe and sanitary stay (Benslama and Jallouli, 2022). In response to the stricter hygiene regulations introduced by COVID-19, Premier Inn developed its own Premier Inn Clean Protect programme, which serves as the basis for the company's daily cleaning process. Please note that the new check-in time is 3 p.m. to allow for a complete cleaning of the space. Their guarantee was developed in collaboration with Diversey, a healthcare and hospitality cleaning and hygiene solutions leader, so guests can book confidently (Arief and Pangestu, 2022).

Conclusion
It concludes that besides promoting and selling a product, marketing also involves getting that product into the hands of its eventual buyers, whether individual customers or commercial enterprises. There are several avenues to pursue when planning a product's marketing campaign. A solid marketing plan will include a value proposition, brand message, and demographic data. Sales at Marriott International Inc.'s rivals rose by 43.08 per cent. Premier Inn UK's overall lodging sales performance was 9.1% higher than the industry average, raising the company's market share from 8.9% to 11.4% in the UK hotel industry. Marriott receives money from COVID-19. As of now, Marriott operates 30 hotels in 130 different countries. Premier Inn has always put the security of its employees and customers first. Hotels must maintain a high standard of cleanliness to attract guests. As a direct result of COVID-19's focus on environmental cleaning, Premier Inn Clean Protect was established.
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