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A comparison of the marketing methods of two multinational hotel chains
Especially in today's cutthroat business world, marketing can't be ignored. Successful businesses never stop innovating new ways to market their wares, even when they confront challenges. Kotler (2017) claims that all companies, regardless of industry, need a marketing strategy to get their wares in front of customers. Also true in the hospitality industry (Mansour, 2016). This paper will examine the marketing strategies of two internationally recognised hotel chains, Marriott International and Premier Inn. In this article, we'll analyse the marketing strategies of two different hotel chains concerning four main factors: product, pricing, location, and promotion. In addition, it will describe the companies' previous preparations for and present reactions to the pandemic.
Marriott International is a huge American hotel chain. In 1927, J. Willard Marriott established the hotel chain that bears his name. It owns several hotels and other housing facilities. Company name recognition is high all across the world. It has hotels in more than 130 countries and employs more than 7,000 people. A strong assortment of brand names is also at your disposal. To the tune of thirty distinct brands, it serves as an umbrella. The United Kingdom is home to the Premier Inn hotel chain. It was listed on the London Stock Exchange as a public company in 1987. (with the brand name "Whitebread"). To remain competitive, the hotel company adopted the moniker "Travel Inn." After acquiring Premier Lodge in 2004 (O'Fallon et al., 2016), the company grew rapidly via a series of mergers and acquisitions, eventually becoming a significant hotel network. Over fifty thousand rooms are available in its approximately seven hundred hotels.
The success of these two companies may be attributed to their forethought and use of effective advertising methods. Let's take a look at the companies' target markets to learn more about their advertising strategies. When establishing its target market, a company seeks to attract buyers who share specific traits. Marriott International's numerous different brand identities allow the company to appeal to a large cross-section of the population. In this case, the target audience consists of vacationers who need luxurious treatment while on the road. Travellers looking for a Marriott hotel when visiting a foreign country may choose from many that are branded as Courtyards. Luxury travellers are targeted by Ritz-Carlton Hotels, timeshare seekers by Marriott Vacation Clubs, and business VIPs by Marriott Conference Centers. The company can thrive despite the intense competition in the industry because of the breadth of its offerings. Meanwhile, Premier Inn has done a fantastic job of gauging its potential clientele. Its affordable rates attract a sizable clientele. The firm mostly caters to tourists and those on vacation on a tight budget who cherish good deals. Hotels like Premier Inn often attract middle-class families on vacation because of their reasonable rates. Premier Inn is an excellent choice for business travellers on a budget.
Here, we'll compare and contrast the two companies approaches to reaching their target demographic. Maybe we can figure it out by looking at how different companies use marketing to attract customers. It's a common way to talk about how brands communicate with their intended customers. The "4Ps" model is a popular framework for assessing organisations (Kotler et al., 2017). You may think of the "4Ps" of marketing as being product, pricing, placement, and promotion. We'll evaluate both Marriott International and Premier Inn using the 4P approach.
Marriott International hopes that when people hear the term "Marriott," they would think of luxurious hotels. The target market for the company's wares is luxury travellers. With over 30 different brands under its umbrella, including Renaissance, Ritz-Carlton, etc., you can get a sense of their product approach. Marriott International's hotels may be broken down into Extended Stays, Premium, Luxury, and Select. Visitors may now choose the motels that best meet their needs. On the other side, Premier Inn welcomes travellers with more modest budgets and spending limits. It put that knowledge to use in developing its products. All of the companies provide products that are quite close to what the target audience already buys.
Marriott International has a very successful pricing strategy, despite being a luxury hotel chain (Shykina, 2019). The best hotel values may be found at a wide range of price ranges throughout the globe. To succeed, brands continuously differentiated their value offers. Premier Inn's pricing strategy is very reflective of fundamental changes in the market. The target audience consists mostly of middle-class tourists, thus prices are maintained low to attract them. But ultimately, the goal is the same as with Marriott International, and both companies are thriving because they can zero down on certain price points.
Hotels with the Marriott name may be found in almost every country. Today, almost 130 countries may use it. Recent research (Mansour, 2016) found that all of the hotels are situated in major urban centres. Location is also a strong point for Premier Inn. It has been placed intentionally since it caters to a certain audience.
Marriott International has had a lot of success in advertising because of its varied strategies. In this case, the company's name serves as its introduction. The company has an easily navigable website that is fast and easy to use, and it contains extensive information on booking hotel stays (Peter et al., 2016). Members of Bonvoy, Marriott International's (Marriott's) customer loyalty programme, enjoy a variety of advantages. Premier Inn also provides its guests with a comprehensive and simple-to-use website. Several initiatives were launched as well, all to reach the target audience. Commercials airing on Premier Inn's TV channels include "The Presentation," which features a woman successfully performing a difficult assignment, and "The Bridesmaid's Tale," which pays tribute to Bollywood.
Let's evaluate the development of these two businesses by contrasting the many marketing campaigns they've launched lately. The products and services offered by Marriott International are the focal points of the company's promotional efforts. # With the "golden rule" campaign, Marriott International aimed to underscore the company's interconnection and the humanistic foundations of its services by highlighting four of its brands. In addition, the company has introduced a loyalty programme under the Marriott Bonvoy brand to recognise and appreciate its most loyal clientele. Members may sign up, earn points, and redeem those points for rewards. Premier Inn also has several advertising initiatives (Peter et al., 2016). The famous comedian Lenny Henry appeared in several commercials, including "weekends," which urges viewers to make the most of their free time by going on day trips on the weekend. Commercials featuring the "Pedal squad" on television emphasised the company's welcoming attitude toward bicyclists.
In today's world, environmental deterioration is aided by a wide range of sectors. A very elevated level of consciousness of this exists in today's culture (Kerin, 2016). As a result, companies need to take responsibility for their actions and send a clear message to their customers (Peter et al., 2016). Several major hotel chains, like Marriott International and Premier Inn, have recognised this and are working to become more sustainable and ecologically friendly as a result. In its "2025 Sustainable & Social Impact Goals," Marriott International has laid forth four overarching objectives: "Welcome All and support Human Rights;" "Nurture Our World;" "Empower Through Opportunities;" and "Sustain Responsible Operations." By 2025, the firm aims to have reduced its overall footprint by 50%, to have 100% of its hotels certified as sustainable, and to have responsibly sourced 95% of its goods. Guests of Premier Inn hotels will also get a clear statement about the brand's commitment to sustainability. On Earth Day 2018, it committed to cutting its carbon production in half, with the ultimate goal of cutting it by 88% by 2050. In addition, hotels are taking steps toward the use of green gas by phasing out the use of fuel in all new construction, pledging to utilise renewable energy sources, and using efficient techniques to reduce gas emissions.
Messages concerning environmental conservation and long-term sustainability gained urgency in the wake of the C19 pandemic (Groenewegen et al., 2021). Some of the worst devastated industries by the pandemic include hotels. Restrictions placed on people all around the world meant less money coming in for the company. Not even Marriott International was immune to the economic downturn (Bondarenko et al., 2020). Former CEO and President Arne Sorensen recorded a farewell video message in which he discussed his views about the company's current situation. To cut down on layoffs, he missed out on payments. Thousands upon thousands of people's lives were impacted by this. We will travel again is another corporate marketing phrase. With this, hope was spread throughout the wanderlust people of the planet. During this pandemic, Premier Inn has actively advertised its high standards of cleanliness and safety. Following the lockout, a campaign was developed with the tagline "Rest Easy" to calm and reassure travellers (Bondarenko et al., 2020). After the lockdown was lifted, the owner spent twenty million pounds on advertising in the United Kingdom. We wanted to make it more well-known on the web.
A strong marketing plan is essential for every company that wants to succeed in today's climate of constant change (Goede, 2020). This article provided a comprehensive comparison of the advertising strategies used by Marriott International versus Premier Inn. They've pinpointed their ideal customers, and their brands are positioned to appeal to them. Notable, in particular, is the focus on sustainability over the short term. They have set clear goals and are working steadily toward them. It also shows prospective customers that the business values environmental protection. Many companies have been hit by the pandemic, but these two are using their notoriety to both help the community and make a bold statement about their standing in the market. Their dominant market share may be attributed to their innovative marketing campaigns.
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