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Marriott Hotel is a worldwide firm that delivers full-service hotel products and services (Hormby et al., 2020). The company was established in 1957 and has successfully managed to establish its operations in seventy-eight countries with nineteen hotel brands. In 2013, the Marriott Hotel firm owned over five hundred hotels in various nations. The success of this company in the global hotel industry can be attributed to its adoption of proper marketing management measures like franchising (Hormby et al., 2020). On the other hand, Premier Inn, a British hotel chain and the largest hotel brand in the UK, has more than seventy-two thousand rooms and eight hundred hotels distributed in different countries (Bowie et al., 2018). Premier Inn operates other hotels in various places, including suburbs, city centers, and airports, which exposes it to stiff competition from companies offering similar services. Premier Inn chain began trading as a Travel inn in 1987 and has successfully managed to provide its services today due to its flexibility and effective marketing strategies (Bowie et al., 2018. I used these two multinational hotels for this work because they have well-laid and defined marketing structures that operate in different countries. 
[bookmark: _Toc108915146]Marketing Strategy 
	The marketing strategy element of Marriott Hotel reflects the solutions to the customers' needs. Marriott Hotel chains have continuously developed unique product designs, features, and names to stand in the competitive hotel industry. The company's product strategy mainly focuses on features, variety, quality, brand name, packaging, and augmented services (Aaker, 2019). On the other hand, at Premier Inn, a good night's sleep is the cornerstone of the entire room-rental experience. In recognition that not everyone values comfort, in the same way, a variety of pillows are available (Slootweg & Rowson, 2018). The colors, furniture, and décor are all identical throughout the rooms, and the beds have been carefully chosen after being tested. The confidence to guarantee a good night's sleep signifies that Premier Inn is aware of its guests' needs and offers value in its most practical form.
	The pricing strategy at Marriott hotels mainly focuses on providing the right products at an affordable price to the customers of the company. The company uses the demand and supply pricing strategy together with the competitive pricing strategy, which implies that it sometimes determines its hotel prices through its competitive behaviors (Dev et al., 2021). Incorporating the franchising approach has increased Marriott's success when entering new markets. This action has made it possible for the company to open recent locations across the globe. Additionally, Marriot Hotels has been able to aggressively expand its market at a minimal cost because of the incorporation of brand extension. Although Premier Inn  is considered a "budget" hotel, Premier Inn do not promote itself as such; instead, they emphasize its good night guarantee. Hotels are included in sales deals on specified nights starting at £29, and prices change depending on the time and location. In order to ensure there are no additional costs, fees are calculated per room rather than per person. Even while Premier Inn room prices are more expensive than those at cheap lodging alternatives, they are still less costly than those at fancy hotels, indicating some level of quality among its competitors.
Digital promotions are central to Marriott's an advertising and promotion strategy. This shows that they put a lot of effort into marketing their hotels using their website pages and through social media.  In order to successfully use this strategy, the business creates a code of promotion that the hotel guests can use and publish on the social media, or on the page of promotion of the hotel website.. In addition, they receive user-generated content like attractive pictures of visitors shot at their hotels. As a reward for aspiring bloggers, influencers, and internet stars, this enables unique content to receive more exposure. A circumstance when everyone benefits (Groucutt et al., 2021).
On the other hand, the marketing mix is used by Premier Inn in a consistent, focused, and fluid manner. An email with an early preview of the TV advertisement was sent to Premier Inn's mailing list members when it first debuted. Premier Inn aims to appeal to the family market segment by holding a dad of the year competition and utilizing social media to promote getaway destinations and new hotels. With a strong presence of the brand across the board, email newsletters, promotions, and a superb website, Premier Inn efficiently uses all platforms (Khalimova, 2020). Even Lenny Henry, the well-known Premier Inn ambassador, offers video tips on how to get a good night's sleep.
Regarding place and distribution strategies used by the two hotels, Marriott constructed its hotels in a place that will inevitably draw visitors. The company's building is mainly close to an airport, highway, or market (Floričić, 2019). The presence of a hotel near a popular destination is meant to draw tourists to its establishments. On the other hand, there are approximately 800 Premier Inn hotels in the UK and other nations, including Germany, the United Arab Emirates, Ireland,  and the United Arab Emirates (Premier Inn, 2021). Guests can make direct reservations for rooms through the hotel's website and app. In the same way, people can do it through third parties like Lastminute.com, Booking.com, and others. Although calling in to reserve a hotel is an option, Premier Inn encourages online reservations. 
[bookmark: _Toc108915147]Sustainability
	Marriott Hotels ensures that all its activities are effectively conducted based on various integrated sustainability principles. While Marriott hotel is integrating sustainability in its entire chain as it mitigates the climate-related risks, the company works toward reducing the severe impacts of its activities on the environment (Terence, 2022). The company is also working towards building and operating sustainable hotels and sources effectively and sustainably. On the other hand, Premier Inn highly values its business teams, environment, and communities, which is its crucial sustainability measure (Diabe, 2015). Because the company is a Force for Good, it is at the center of all its activities, from providing communities with surplus food to raising over £17 million for the amazing causes at GOSH to ethically sourcing the cotton for all of our cozy bedding. As the largest hotel chain in the UK, the company has been celebrated for setting sustainability targets at the industry's forefront (Mani & Mishra, 2022). Customers can rest easy knowing that the hotel is about making significant improvements and contributing to the world in which they live.
[bookmark: _Toc108915148]COVID-19
	Marriott Hotel is committed to providing a safe environment to all its customers by effectively aligning with the expert protocols that aim at containing and defeating COVID-19. The Marriott Cleanliness Council is working toward defining the company's hotel operations, infection prevention, food, and water safety, and the general hygiene of the hotel (Jiang & Wen, 2020). Additionally, Marriott will use signage to inform visitors of updated procedures following public health recommendations and local authority standards, reducing the risk of COVID-19 infection through individual contact. The organization collaborates with supply chain partners to provide associates with personal safety equipment (Atasoy et al., 2022). Besides the front desks, elevator banks, fitness centers, and conference rooms, more hand sanitizing stations can be found throughout Marriott hotels.
	At the Premier Inn, the company is continually re-examining its hotel and restaurant regulations to ensure that it opens and operates in compliance with the various COVID-19 regulatory restrictions in different regions of the UK. With this in mind, before traveling to England, Scotland, Northern Ireland, Germany, the Republic of Ireland, or Wales, customers must ensure that they examine the guidelines or legislation that apply to their destination.
[bookmark: _Toc104768908][bookmark: _Toc108915149]Conclusion
After a thorough analysis of the marketing strategies used by the Marriott Hotel and the Premier Inn, it can be said that Marriott has implemented more effective and innovative approaches to lure travelers. In contrast, Premier Inn offers several discounts, including senior deals, military discounts, and the Apple Pay system. Additionally, Marriott has increased the scope of its marketing and advertising campaigns by spending money on TV and social media. The quality of Premier Inn's brand positioning across all facets is largely responsible for its success. The devotion to the brand idea and the seamless uniformity across all platforms are advantages for all brands. Their brand's ongoing development demonstrates exceptional market sensing abilities, which means the business will keep expanding and providing customers with fantastic value. The Premier Inn paid attention to this principle as well, but not as much as Marriott did. It has been determined from looking at the 4P's policy for Marriott and Premier Inn that Marriott has more points than Premier Inn. Every sector or hotel chain has a status with regard to its workplace, it has come to be known. If worried about the "global network of hotels, "Their progress, values, and reputation depend on how they treat visitors or customers. More guests will stay at the hotel if the tourist or client is treated correctly. Otherwise, they won't book a room at the same hotel the next time, and they risk distracting the other person's attention from the hotel. Therefore, it would stand to reason that the hotel industry's tourist trade is an important central component. 
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