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[bookmark: _Toc135328243]Introduction 
Marketing strategy is highly affected by the budget type value proposition standard customer resource of the organisation and others highlighting the customers will receive services from an organisation. This paper has compared marketing techniques of two of the quiet significant branches in United Kingldom Premier Inn and The Dorchester that contrast in target market and positioning. Premier Inn is highly recognised for their budget friendly and sustainable options while The Dorchester is valued for that discrete luxury offerings to the effluent individual focusing on unparalleled experience and prestige. Irrespective of differences in marketing targeting and position strategists these organisations successfully positioned themselves in a distance trip position for different customers with consistent marketing and effective strategies differentiating themselves in their respective position in the hotel industry and attaining success. 
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Marketing Mix of Premier Inn 
The first example of one of the significant hotel chains in the United Kingdom is Premier Inn, which is based on low-cost marketing techniques to ensure its maximum market share in the hotel industry. The influential marketing makes of Premier is given as follows:
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Image: The budget-friendly Premier Inn (Yelkur 2020)
Products: inducing with affordable accommodation, clean and comfortable rooms with amenities at a cheaper rate. The hotel's amenities exchange for a comfortable bed, free Wi-Fi, and a suit bathroom design with simple and basic comfort levels and functionality that can be affordable to customers and do not require luxury offerings (Yelkur 2020). 
Price: Since the hotel offers hotel rooms and other services at a lower cost, offer price stars with a mere £29 pound per night through promotion and discounted rates. The organization constantly offers coupons and mega deals to attract tourists. Premier Inn has become a popular budget-friendly destination offering substantially lower cost service compared to the upscale hotels in the market.
Place: the premier inn has established a strategic position in a major area to attract tourist business programs casual night stay to capture both low-cost and business parties spawning their branch at local gas stations, airport areas, corporate areas, etc.
Promotion: Digital marketing, big data analysis, and social media promotion engagement to capture The eligible audience looking for low cause budget-friendly hotel rooms for the best service (Waterschoot & van den Bulte 2021). Offering online campaign social media events, collaboration with different organisations, especially travel agent's online bloggers booking platforms that liberate the affordability and brand value to attract customers. The company also maintains customer relationships with individualised services such as offering coupons, reward points, free stay, complimentary dinners, or other casual offerings. 
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People: Premier Inn has positioned itself as a loyal affordable brand to customers looking for budget-friendly and assistive services (Jacobs & Lilien 2019). To intensify customer support organisation, offer assistance with manual and technological advances. The organisation has retained will rain stop and check in and check out process two organise prompt services to the customer such as instant inquiries, food service cleaning service comfortable stay services opportunities within the budget limit.
Process: Premier Inn has a strategic process planning to ensure effective and low-cost support to the customers that include offering regular house cleaning maintenance, utilisation of AI to offer customer support, optimisation of the trained staff, and self-service functionality to provide similar services that accelerate their chances of getting high ratings from the customers and receiving mode services from the regular customers. 
Physical evidence: Premier Inn incorporates high-level functionality and cleaning service in order to maintain its brand image across different areas in which it has positioned itself to attract customers recording low-cost service (Lim, Jee & De Run 2018). The company's competitive advantage in the industry is offering the best cleaning room services and amicable support from the staff. Moreover, the hotel's services are highly standardised, which isn't close to luxury; however, the services appear more compared to the charges a hotel offers.
Marketing Mix the Dorchester
[image: ]The second example concentrates on a luxury brand  The Dorchester : 

Image: The luxury brand The Dorchester (Boulding & Lee 2020)
Product: the hotel is a luxury brand based in London that attaches stylish and opulent room cleaning services, recreational offerings, pool, suits, and penthouses entertainment, among premium amenities, exclusive pieces of furniture, and luxurious foods. Customers here visit the family to have the best experience. 
Place: the hotel position itself in higher areas, such as commercial establishments, to reflect premium pricing to target customers looking for a luxury experience and have luxurious services entirely focused on maintaining a balance between value proposition customers' expectation and sustainable support.
People:  the hotel emphasises on delivery of high customer service to keep customers. All the customers of the hotel are highly influential. The hotel requires the customers to have personal life support and exclusive services to offer the closest attention (Dawson et al. 2019). As hotel depends on a loyal customer base, they allure customer through different rewards programs, customer award recognition program, and appreciation events, which are tailored to the preference of the customers.
Process: the hotel offers services through individualised support from trained staff and AI support. The hotel has discrete policies for checking and checking out for distinctive guests, including dining experience, pool service, customise amenities, concert services, etc.
Physical evidence: the hotel not only provides service to enhance the value of the brand but also to magnify the experience of the individual customers through distinctive support based on the requirement of the customers, along with the sophisticated design of the rooms amenities outside scenario and physical infrastructure (Boulding & Lee 2020). The architecture, exterior and interior decor, and all other things have been a mark of the hotel service that provides the greatest vacation day through the concentrated ambiance.
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Targeting & Positioning of Premier Inn
Target market segmentation: 
Premier Inn caters to business studies with comfortable lodging options in the branch's location in corporate areas districts or natural industrialised areas. Premier Inn also focuses on students looking for accommodation at a budget option. There are different packages for student couples and families to have a nice low-cost stay with the best ambiance. The hotel has established a significant accommodation facility near the airport to attract tourists with single-room lodging and suit.
Positioning:
Premier Inn has positioned itself as the standard accommodation provided with affordable price attracting with budget-friendly pricing proposition (Gummesson 2015). The other positioning strategy includes:
Quality and comfort: following checking into Premier Inn, the customers will achieve quality and comfort along with clean and friendly service from the staff with integral services such as private bathrooms, free Wi-Fi, a self-service option, automated bathroom support, affordable beds, and so on.
Sustainability and social responsibility: Premier Inn is one of the few hotels that signifies the commitment to ensuring sustainable operation through the usage of sustainable tools in bathrooms, electricity, and environment-friendly tools and amenities to attract socially conscious tourists (Jacobs & Lilien 2019).
Significant brand value: when a traveller with a minimum budget has two think of staying UK, they visualise the logo of Premier in the first place. The hotel has achieved consistent brand recognition by offering the tourist the best experience with a limited budget. 
Digital foothold: the hotel has invested a significant portion of its capital in increasing its presence in digital channels along with traditional media to attract new generations with its user-friendly websites and mobile apps.
Targeting & Positioning of The Dorchester 
Target market 
The Dorchester mainly focus on customers who are highly affluent, influential, recognisable bloggers, celebrities, journalist, high net worth individuals, business magnets, and similar-minded customers. The hotel offers high customers services to high-profile celebrities, business executives, and individuals who hold the power to influence others to promote the brand.
Positioning:
Prestige and heritage: Dorchester has leveraged their architectural heritage brand value and popularity as a historic brand for the glamorous and associated with elegance, history, and tradition. The organisation has a highly appreciative architecture that attracts people with class and tastes who are able to put any figure on the table to experience the best service from a hotel.
High-end luxury: luxury is synonymous to Dorchester emphasising sophisticated luxury furniture amenities services and customer support to the guests that make the case feel special and exclusive (Dawson et al. 2019). The exclusiveness frequently entices the guest to book a room, penthouses, or suit in the hotel.
Exclusive cuisine: another recognised brand offering is the excellent cuisine that appeals to the regular guests enticing them to visit frequently. The hotel manager to hire the best chef to organise distinctive food from different parts of the world, allowing the guest to experience the exotic and native perspectives of the foods.
Exclusive events: in the process of increasing the brand value and highlighting its brand recognition, the organisation focus on showing events and parties, sponsoring award shows, and gathering celebrities, bloggers, critics, and other influential personalities, which is essential for public relation (Gordon 2020).
Privacy and security: Dorchester focuses on offering a secure and private environment to high-end customers who are often asking to receive private service to dodge the spotlight of the general public. Dorchester has become a very popular destination for celebrities.

[bookmark: _Toc135328246]Conclusion
The core concept of marketing mix is to promote a brand and increase visibility among the target customer. Following the evaluation of two different hotels, Premier Inn and The Dorchester it is highly noticeable that budget target customer, resources quality of service another element differentiates the marketing offering of these organisations as the former realise on offer providing budget friendly experience and the letter invest in enhancing customers experience through luxury. Each of the organisation has achieve success in the respected area leading in the same hotel industry.
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