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A comparison of the Marketing Methods of Two Multinational Hotel Brands

Introduction
Marketing is the overall process of creating value for customers to create sustained profitable relationships with customers which will result in value creation for the business itself (Lee, 2017). For a service-centric business like the hospitality industry, the concept of marketing becomes more vital because customer satisfaction and experience are the key sources of success in this industry. The service of the hospitality industry cannot be differentiated from its personnel and in-house activities. So, marketing activities play a vital role in their success. 

Overview of the Hotel Brands
Ritz- Carlton is a luxury hotel in the United States. The hotel is in existence since the 1990s. The service standards that the hotel brand set has become one of the global benchmarks for all other luxury hotels. Ritz Carlton revolutionized the hospitality industry with their innovations and operations ( Mathew, 2021). They were the first ones to bring in private bathrooms, used lighter fabrics, and used professional attire and time-based attire for their staff, natural decorations in the public areas, customized dinner options, and options for the customized personal guest experience. The success of the hotel chain caught the eyes of the world from its initiation in 1983 and later in 1998, the brand was purchased by Marriott International but kept on operating under the original brand name. 
On the other hand, Premiere inn is a budget hotel that prioritizes the affordability of the customers. The business is owned by the group Whitbread and has more than 800 hotels operating in the UK (John, 2021). It is one of the biggest hotel chains in the UK. The hotel chain started as a middle-budget hotel but as the demand for budget hotels grew, it shifted its business model to gain a better market share. In 2007, Premiere Inn was created through the merger of Premiere lodge and Travel inn (Lee, 2017). The hotel brand has become a place of reliability for a comfortable sleep and experience amid their journey or time away from home. The major competitor of the business is Travelodge and IBIS. 
These two have been selected due to their difference in nature and market position in their specific strategic groups. Ritz-Carlton is a market leader in luxury hotel services and the marketing strategies used by this company have been based on the specific customer base they prioritize. They have one of the most innovative and revolutionary hotel chains in the world. The operational practices of this chain have been adopted by many hotel chains in the hospitality industry. On the other hand, Premiere Inn has shifted its business model to gain market share. They have switched from a middle-budget hotel chain to a budget-friendly comfort cantered hotel chain. This has helped them to establish their expanded geographical presence and become the biggest hotel chain in the UK (D. Zaridis and Soldatou, 2021).

Marketing choices of the businesses
The marketing strategies of a business can be identified and explained from various angles. They could be discussed by looking at the marketing mix offered by the business. They could be discussed by looking at the customer base the businesses target or the overall market position that the business wants to identify itself with (Ali, 2021). Ritz- Carlton and Premiere Inn, are two different types of businesses who have can be easily differentiated through the marketing strategies they undertook for their business. Yet both have excelled in their respective markets even after using different measures and strategies.

Positioning strategy
 Businesses position themselves either with differentiated services or with low-cost services. They could provide unique service with higher quality which would easily differentiate themselves in comparison to others or they can provide a similar service but at the lowest possible cost. Both positioning strategy allows businesses to gain a competitive advantage. They can also use a niche marketing strategy which allows them to focus on a certain segment of the target market only. Businesses use differentiation or a low-cost strategy to serve this niche market based on the market needs. Premiere Inn has been following the low-cost strategy and positioned itself as a low-cost and budget-friendly hotel which provides their customer with a reliable, affordable, and comfortable experience away from home (D. Zaridis and Soldatou, 2021). Premiere Inn shifted its business model from a middle-budget group to a low-budget group in 2007 and built the current empire they have. However, Ritz-Carlton has been using a differentiation strategy from the very start of their business till today.  They have positioned themselves as the provider of the highest quality service in the hospitality industry. They have also won the Malcolm Baldrige National Quality Awarin 1992 as a result of their obsession with quality service (Alrweih and Djafarova, 2022).

Segmentation and targeting
Businesses cannot serve the whole population of a country in the same way. People differ among themselves in terms of their demands and their needs. Different businesses serve different needs of the population and specialization allows businesses to achieve better profitability and competitive advantage (John, 2021). Segmentation is the process of dividing the total customer base on their shared unique characteristics and targeting is the process of serving a particular segment or different segments based on their unique needs. Ritz-Carlton offers a differentiated quality service that cannot be afforded by everyone. So, they target the upper middle class and upper-class people only. They create their advertisements and marketing activities based on the needs of the upper class and upper middle class (Mathew, 2021). They would not use a discount or offer-based marketing strategies for them, but they would try to communicate their differentiated and enhanced quality to them. On the contrary, Premier in provides low-cost budget-friendly services targeted toward the lower middle class or cost-conscious people. The upper middle class won't use the service as they prefer quality over affordability. To provide a presence of affordability and comfort, Premiere Inn has its hotels established all around. They have more than 800 hotels serving throughout the UK. They offer discounts and offers. They do not provide distinguished or highly differentiated service so that they can pass down the cost cuts to their customers. 

Building blocks to competitive advantage
The major focus of Ritz-Carlton is to achieve a competitive advantage by ensuring quality service and superior innovation in their services. To do this they train their employees highly to being customer-centric, ensure diversity to create value, and create incentives that push the employees toward achieving total customer satisfaction. Their marketing operations are directed towards communicating their value to the customers and finding out the hidden needs of their customers. Ritz-Carlton has a history of providing services that the customers could not even guess that they need in the first place but gradually those became a part of the industry norms (Wood, 2020). Premiere Inn focuses on efficiency to achieve its competitive advantage. They use emotionally led campaigns that prioritize the need for a home-like sleep. They have built up familiarity among the customers with their spread-out hotels and provided value-for-money services. To efficiently manage all these, they optimized their overall management and operations. 

Sustainability and green messaging
Premiere Inn has focused on the sustainability of the world. They have 800 hotels in the UK powered by renewable energy coming from Scottish power. They have pledged to reach zero carbon emissions yearly and have been able to cut down carbon emissions by 50% in 2021(Alrweih and Djafarova, 2022). They have improved efficiency in their operations to do so. The use of technology in their hotels ensures better safety for the customers also. They provide their extra meal to the community around them, and they ensure minimum waste of food in their operations. Their partnership with Fare Share and The Real Junk Food Project shows a resemblance of their resilience. 
Ritz Carlton has a green policy in place to ensure sustainability. They are reducing energy use by 3% every year. They placed goals of reducing water consumption by 20%, sourcing products from environmentally friendly sources, they are building green hotels for their customers and encouraging the parties connected with their hotels to use more conservative measures (D. Zaridis and Soldatou, 2021). 

COVID and the hotel brands
COVID had a drastic impact on the hospitality industry. The restriction on physical interactions has reduced the revenue for businesses. But the hospitality industry is back on track as the restrictions have been reduced somewhat and the companies operating in this industry have also come up with health safety protocols (Wood, 2020). Though they increase the overall cost of the industry they must ensure safety protocols to keep on operating knowing the existence of COVID-19. 


Conclusion
The hospitality industry has gone through ups and downs due to the COVID pandemic and its restrictions. The pandemic has brought about many changes in the industry as to how to operate. Businesses should focus on incorporating technology into their operations so that they can offset the increased cost of health protocol maintenance with increased efficiency. 
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