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Today’s customers of the hospitality industry are highly demanding and to meet the growing needs of the customers, hoteliers have to be taken different marketing strategies (Agarwal and Singh, 2018). A marketing strategy provides overall directions to a business to reach its prospective customers and develop a loyal customer base (Marshall and Johnston, 2019). Marriott International and Premier Inn are two well-known names in the hospitality industry around the world which marketing methods and strategies will be compared in this essay. Marriot International is a U.S.-based hotel chain that operates its operation in 131 countries across the world under 30 brands (Marriott, 2019). Premier Inn is a UK-based hotel chain owned by Whiteboard PLC that has over 800 hotels with 79000 hotel rooms across the world. 
Marriot International is chosen because it is operating successfully around the world with its premium pricing strategy for quality services and the other company Premier Inn mainly operates in the UK market with little operation in 3-4 countries outside the UK and follows a low pricing strategy. The two hotel chain giants’ marketing strategies will be analyzed in the essay. 
The environment where a business operates is changing day by day. Technology has brought a revolutionary change in the field of business. Now, businesses are adopting digital marketing strategies over traditional marketing strategies. Marriot International operates its business based on five core values including customer first, pursue superiority, adopt change, act in a trustworthy manner, and benefit the world (Marriott International, 2019). It focuses more on value innovation to serve the world in the best way considering that demands change with generation changes (George, 2021). In 1957, it opened the world’s first motor hotel in Arlington. From 1986, it adopted the strategy “one company, many brands” where it produces different services by targeting different distinct customers. In this digital world, social media became one of the most influencing factors of customer buying decisions (K, R and V, 2019). By considering the influence of social media, Marriot international shifted toward user-generated content (Nyangwe, 2017). It tries to leverage the benefits of digital and traditional media by integrating them into the marketing campaign. It created a TV travel documentary named “Snapisodes” by using the Snapshot influencers which exhibited its luxury properties which get maximum coverage in YouTube, Facebook, Snapchat, and other channels. Premier Inn started its journey in 1987 and now, it provides hotel services conjointly with Whitbread restaurants and its in-house F&B offerings. The strategy helps it in providing excellent food services along with quality room services. It maintains all types of digital media presence along with developing an excellent website to reach its customers. By creating marketing campaigns such as “Dad of the Year”tries to create appeal to the family segments. It posts regularly on social media to promote its new hotel services. 
Marriot International is one of the leading hotel chains of the world holding more than 7600 hotels and 1.42 million hotel rooms. It has 30 brands targeting different segments of customers which are operated in 131 countries across the world. It earned $422 million this year whereas it incurred a loss of $234 million the previous year becoming the world’s second-largest hotel chain (Baldwin, 2021).  Premier Inn operates mainly in the UK and maintains a small international presence in Germany, United Arab Emirates, and Ireland with 800 plus hotels and 79000 hotel rooms. It is the number one hotel chain in the UK which earned398 million British pounds revenue in the financial year 2020/2021(Statista, 2021). The comparison of the two hotel chains shows Marriot International is the world giant whereas Premier Inn is the national giant of the UK hospitality industry. 
By realising the existence of different customer preferences, Marriot International follows different segmentations strategies and targeted different segments of customers with different strategies. It developed different brands for different customer segments such as Ritz-Carlton Hotels for luxury travelers and Marriot Conference Centers for corporates, but it follows the same concept for all the brands.Premier Inn serves the customers under a single brand name all over the world accompanied by its parent company’s restaurants.The marketing mix can help a company better in developing a product offering to the customers that can meet the customer’s needs (Kotler et al., 2017). Marriot International’s product strategy is to provide guests the exceptional service at every customer touchpoint by dividing services into 3 core parts: core, actual, and augmented. It tries to integrate all technological benefits in its services and ensures WI-FI, TV with Netflix, and YouTube in every room. Premier Inn emphasizes providing its customer utmost comfort by ensuring a good night’s sleep to all guests and it also ensures quality food. In terms of services the two hotel chains provide, Marriot International is a luxury hotel whereas Premier Inn is a budget hotel. The comparison between pricing strategies says that Marriot International adopted premium pricing for its luxury services whereas Premier Inn adopted a reasonable pricing strategy for quality services. Both hotel chains charge different prices for the hotel services depending on the brand, location, time, etc. For maximizing bookings and net income, hotels need promotion. Promotion helps a company to make customers know more about the company offerings and tries to persuade them to be the customer of the company. For promotion, both companies want to leverage the benefits of social media for attracting new customers and both companies maintain a strong social media presence and try to develop content concentrating on social media. Premier Inn’s new marketing campaign “easing customer experience in all customer touchpoints” covers both traditional and digital channels including TV, Print, Radio, YouTube, and other social media. Premier Inn uses Google Ads to get more customer traffic on its site and it also sends newsletters to the customers whereas Marriot International does not use Google Ads to rank the website rather it focuses on SEO marketing. Place or distribution strategy of Premier Inn ensures seamless service by proving customers the opportunity to book hotelrooms via phone, app, or website. It developed its mobile app “Premier Inn Hotels” to make its service more easily available to the customers. Marriot International also developed its mobile app “Marriot Bonvoy” to make its service more convenient to the customers. Customers can also book a hotel by using the website.
Unplanned business operation is deteriorating the natural environment and endangering both the wild and human lives. Businesses should concentrate on sustainable operation to minimize the impact on the environment (Besharati et al., 2017). Marriot International is working continuously to ensure sustainable operation across the world to mitigate environment-related risks. It tries to source from sustainable sources and uses renewable energy. It adopted a science-based emission reduction initiative and it targets to produce zero emissions by 2050 (Dyson, 2021). Premier Inn also promised to cut carbon emissions by half by 2025 and net-zero by 2050 on Earth Day 2018. It wants to attain 100% renewable sources for energy and provides its employees with eco-friendly vehicles to reduce emissions. 
The Covid-19 pandemic has created a bigdisruption in the hospitality industry and now nothing is stable here,and the ongoing impact of the pandemic makes many hotels and restaurants failed to back to their track and lost competent workers(Wahab, 2020). Marriot International to tackle the disruption created by this pandemic it has formed the Marriot Cleanliness Council consists of experts (Schalk, 2020). It took all the necessary precautionary needed to prevent Coronavirus spread. It modified its mobile app to help guests in taking hotel service with the minimum possible physical contact and it conveys the message “Less Contact. More Convenience” to the guests to make them feel safe in taking its hotel services. Premier Inn has taken an “invest to win” marketing strategy where it wants to expand its digital footprint and it hopes the strategy will reduce physical touchpoints with the guests (Jefferson, 2021).It has taken the policy “CleanProtect promise” where it introduces new check-in rules, and changes in its customer service.
Marriot International–the world’s 2nd largest hotel chain and Premier Inn – the number one hotel chain of the UK: both are successful in their operations and making loyal customers base. Both hotel chains give priority to digital channels in implementing their marketing strategies but they follow different marketing strategies to attract and satisfy the customers. Marriot International promises to provide excellent service by charging premium price whereas Premier Inn promises to provide quality service at low prices. Marriot International has taken steps to use renewable energy and reduce its emission by a science-based initiative to achieve sustainable operation. Premier Inn tries to reduce carbon emission by taken different initiative such as providing eco-friendly vehicles to its employees. Because of the Covid-19 pandemic, both hotel chains had to be closed for a long time and they are back now with new policies to defect the spread of Coronavirus and their customers are responding to them positively. 
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