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[bookmark: _Toc1725703654]Introduction
This written essay will be a comparison of two different hotel organisations, Marriott International and Premier inn. These are two vastly different organisations with different marketing methods and different target audiences, though there are plenty of similarities between these organisations. Which will be covered within this essay. Marketing is a vital skill for every business but marketing your business in the right place is even more important, this is shown in this quote - “The art of doing business” (Marriot 2019).
The marketing mix consists of the four p’s, Price, Product, Place and Promotion, it states, “the four Ps are the four essential factors involved in marketing a good product or service to the public” (Alexandra Twin 2021). This essay will compare the similarities and difference how Marriott and Premier inn utilise the 4 P’s. Firstly, price and product, the Marriott is often considered a higher-class organisation meaning, they often market their products towards a certain age demographic, middle age to over 55’s at a higher price than regular hotels. With their wide range of different brands, all offering a different service they are able to appeal to a wide range of different customers, for example, the Ritz-Carlton as described on the Marriott website “Legendary service creates experiences so exceptional our guests can return simply by closing their eyes.” (Marriott, N/A) .Whereas Premier inn are only a budget hotel brand, they have selected one niche and they stick to it. They are able to justify this higher mark-up price due to their products, according to Sid Yu “We don’t want to be trendy or ultra-hip because it’s hard to maintain that. We want to be a top global brand” (Sid, Y 2001) the reason that they don’t want to change their entire image to fit into a trend is because they are big enough to hold their own image, also some of their customers may not be aware of these trends - due to their age demographic and their business clientele - and a sudden change may discourage them from booking with Marriott, so by keeping similar products and their price they can appeal to their target audience. 
The premier inn has also decided to follow suit, the Premier inn owned by Whitbread has always managed to keep its low price and has been consistent in recent years (Lock, S, 2021). As seen in the graph during the years 2009/10 to 2012/13 the price of an average room stayed within the range of £54.19 - £55.13, then from the years 2016/17 - 2018/19 the average price stayed within the range of £61.5 - £62.91. Within the last financial year, the average price for a room dropped to £46.2. this shows us how the Premier Inn has kept their products the same, whereas Marriott have changed their pricing. In comparison, Marriott keeps their prices high and don’t tend to change their products, this can also be a reason why they don’t change their brand to be “hip or trendy” (Sid, Y, 2001). This could be a factor as to why Premier Inn is credited as being the world's strongest brand (The Caterer, 2017) and Marriott isn’t even the most valuable brand, as stated by Brand Finance “Hilton remains world’s most valuable brand but lead over Marriott shrinks 74%” (Brand Finance 2018) we can see how Marriott have not changed their price or product and yet they are still not the world's most valuable brand, whereas Premier Inn “swaps price-led ads for ‘comfort’ stance” (Brandwell, J 2012) this may be a factor as to why Premier Inn are the strongest brand, they have swapped their original marketing strategy from “price-led” to a “comfort-led” marketing strategy. As these articles are six years apart, we are able to see the growth and the effects of the change in marketing strategies.
Promotion, one of the four p’s in the marketing mix, what is promotion? It is described as “the action of transmitting information between the seller and potential buyers or other members of the channel to influence their attitudes and behaviours (McCarthy and Perreault) so how does Marriott do this? It is no secret that Marriott market their products and services to business clients, but how to they promote this? Marriott International has introduced a new travel programme, ‘Marriott Bonvoy Business Ready’ (Business Traveller Middle East 2020) this is a programme that is designed for small-to-medium-size businesses in the Middle East and Africa, it is designed to make travelling easier for businesses they can also earn Marriott Bonvoy points for when they need to travel again. In contrast, the Premier Inn also has an app (Cooper, Will 2011) although, this app is designed to target a general audience, the app allows you to find your nearest hotel, book remotely from your phone and there is also a gallery where pictures of that hotel are displayed, whereas Marriott have aimed their app at business customers, they also have a reward system which implies that they are expecting their customers to use this service semi-regularly, they also offer a ‘one-stop' booking platform with benefits I.e. an eight percent discount on standard rates, including breakfast. These are all promotional techniques that have been included to entice business customers, whereas Premier Inn do not offer this level of service with their app, it is purely a booking app that is there to make booking easier. 
In continuation, the final ‘P’ in the marketing mix is placement. Placement refers to the placement of marketing (Mind Tools Content Team). The Marriot and Premier Inn also have similar hotel placements, I.e., they are strategically placed to meet the needs of their customers. Although, Premier Inn mainly choose their hotels to be placed near motorways, in cities and near major points of interest. They understand that their clients are on a budget and place their hotels where It would be most convenient for their customers. Whereas Marriott is an international brand, and strategically place their hotels in places where they know their clientele (Business Clients and over 55’s) will feel most at ease, they understand that their visitors have money and that they are able to travel to their destinations. For example, “Marriott International, Inc. today announces the opening of the Courtyard by Marriott Tokyo Station. Located in the Kyobashi commercial district, the 150-room hotel is just four minutes on foot from the bullet-train-serviced Yaesu side of Tokyo Station.” (Mena Report, 2014) the heading in the article even describes it as a prime location, it is a prime location due to its direct link to the bullet-train-serviced Tokyo Station, this would make it easier for visitors to travel to and from the accommodation making it an ideal location. Marriott knew that this would be a prime location as they know most of their visitors are business travellers therefore, they will need good transport links. Premier Inn understand this, in their ‘Annual Report (2012)’ they specifically mention London as an important focus (Whitbread PLC, 2012). “Accessibility. It sounds simple but, whether it’s accessing new markets, customers or resources, transportation is crucial for not just your people but everyone you work with to get around effectively.” (JLL, N/A) this is the ideal that both of these organisations carry, location is key. If your hotel is in a good location people will visit, though it does matter where you place your accommodation, for example, if you place a Marriott-Ritz Carlton hotel in the rural countryside and charge the same prices as you would normally, then it would not have as many customers, although Premier Inn often place their hotels in retail parks or close to motorways in places that have good transport links. 
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