





[bookmark: _Hlk116246694]Marriott Hotel and Premier Inn
Student Name : Bijaya Dip Karki
Student id number :2207937
Course ID : Marketing Essentials BMIH4005
Lecturer’ name : Luciana Suardi
Date : 04-11-2022



Marriott Hotel and Premier Inn
Introduction
This research will analyse and evaluate the advertising strategies of two major hotel chains: Marriott International and Premier Inn. Several factors led to the selection of these two businesses. In 1927, J. Willard and Alice Marriott launched the first Marriott hotel in Washington, DC. Most of Marriott’s 7642 hotels are located outside the United States. Also established in 1987, Whitbread’s Premier Inn now boasts over 650 hotels and 54,000 guest rooms, making it one of the largest hotel chains in the United Kingdom and Ireland (Wirtz, 2021). Premier Inn stayed successful despite its rapid expansion and has been recognised as the “Best Budget Hotel” for a decade. However, this piece will contrast the two hotels’ marketing approaches, looking at factors including target demographics, the effectiveness of each hotel’s unique marketing mix methods, and more. The marketing sustainability of the two companies will also be analysed in this study, taking into account aspects such as the companies’ current market position, their market position during the covid-19 epidemic, and others.

Current Market Positions
Marriott International Inc.’s Total Revenue climbed by 81.3% compared to the previous year’s first quarter. Marriott International Inc.’s competitors’ sales increase in the same period was 43.08 percent, the best quarterly revenue growth of any firm. In the United States, 872 hotel management businesses are in charge of more than 100 hotels (Wirtz, 2021). Some of these businesses are enormous national chains, but individual management firms run the great majority (Ibrayeva, 2016). Most hotel owners have the right to terminate management agreements if predetermined financial or operational goals are not attained.
The Premier Inn hotel chain, owned by Whitbread (WTB), has outperformed the entire industry in the United Kingdom. Whitbread states that Premier Inn UK has outgrown the market by 8.9 percent, from 4.1% to 11.4% of the UK hotel industry. As of 2019 (Shykina). Alison Brittain, CEO of Premier Inn, has stated that despite the difficulties, the company is “well-positioned in the worldwide market and would continue investing in expanding its estate, particularly in Germany.
Marketing Strategy
A firm’s marketing strategy is its entire plan for recruiting new clients and encouraging them to buy the goods and services (Rosenbloom, 2021). It contains the company’s value proposition, the messaging that defines the brand, and the data you need to know who to sell to. A comprehensive marketing strategy will consider the product, price, location, and advertising.
Market Targeting
Picking a certain sector of the market’s overall consumers is called “market targeting.” Finding your consumer base is an important first step in producing your product, pricing it competitively, effectively promoting it, and establishing your distribution networks.
Target Marketing of Marriot Hotels
· Psychographic segmentation
The satisfaction of its clients is Marriott’s top priority. The meals in Marriott’s upscale hotels are known for their excellent preparation and friendly service, both of which begin with using high-quality, locally produced ingredients (Chao, 2018).
· Behavioural segment
Consumers are classified depending on how well they know the product, how they use it, and how they react to it. Consumers are divided into groups based on their educational level. Getting married is a significant event (Sampetua Hariandja & Sartika, 2022). The Marriott is a popular wedding site. Marriott will handle everything in this situation, from setting up the tables to archiving the memories. Marriott’s wedding amenities are excellent and allow you to relax and enjoy the day.
· Demographic segment
Customers are classified based on demographic information. Marriott is largely a corporate hotel chain (Rosenbloom, 2021). Travelling for business is very common. Popular hotel chains include Courtyard, Fairfield Inn & Suites, SpringHill Suites, Residence Inn, and TownePlace Suites.
Target Market of Premier Inn
· Behavioural segmentation
Data were combined to form linkages that hinted at significant segment features. Work and recreation marketplaces were created separately (Brown & Thompson, 2022). They were all similar in four ways: their pricing sensitivity, proclivity to book ahead of time, the locations and numbers of hotels they visited, and the number of extras they purchased.
· Mass media segmentation
Determining the most efficient path to each region This kind of targeting ensures that only people from your intended audience hear your message (Landau, 2020). When compared to television advertising, the cost is far lower.
Marketing Mix
The term “marketing mix” refers to several components that comprise a strategic marketing initiative. The “four Ps” form a common structure for information organisation.


Marketing Mix of Marriot
Product
The hospitality business is Marriott’s bread and butter, thus, hotels, resorts, motels, and other lodging establishments are the company’s primary focus. All Marriott brands utilise the same infrastructure and offer comparable services to customers is crucial to the company’s global success.
Price
The hotel, the client, and the location determine the cost of a Marriott stay. Finest products at rock-bottom prices (Landau, 2020). Marriott can maximise earnings while maintaining the hotel’s image by striking a favourable quality-to-price ratio. Prices are determined by demand, advertisement, and supply and demand. Marriott’s pricing fluctuates according to supply and demand.
Place
Marriott hotels are typically placed near transportation hubs such as airports, motorways, and retail malls. Customers like Marriott hotels close to transportation hubs, shopping centres, and major thoroughfares (Siakalli et al., 2016). Marriott’s goal is to grow both directly and indirectly. As a result, infrastructure inventory costs are reduced.
Promotion
Marriott promotes their brand on the internet. Those who want to stay at one of their hotels ahead of time can do so through the company’s website. Commercials, online videos, and social networking sites are used as forms of media (Landau, 2020). Marriott Bonvoy members receive rewards. Marriott employs deals and new goods to keep customers returning.

Marketing Mix of Premier Inn
Product
Word will get around when customers are delighted with a company’s products. Premier Inn rooms have a bathroom, a duvet, a TV, an iron, and a hair dryer. Rates for family-friendly rooms are quite inexpensive. It is critical to keep customers happy (Pulido Polo, 2018).
Price
Customers like a brand are more inclined to tell their friends about it. Premier Inn suites have stoves, microwaves, ironing boards, and hair dryers (Shykina, 2019). The pricing for family-friendly rooms is quite reasonable. Maintain your clients’ satisfaction. This hotel provided us with an excellent stay.
Place
This location acts as a business hub. People frequently visit markets. Geographic proximity influences purchasing behaviours (Granito, 2010). The United Kingdom, not Saudi Arabia, is where Premier Inn must develop its hotel network.
Promotion
Text ads, new products, or reintroductions are all possibilities. My responsibilities have expanded to include a new position of responsibility. Advertising might take the form of emails and product promotions (Srivastava, 2012). Client retention is important.
Marketing Sustainability
The efforts of the Marriott Global Cleaning Council will improve cleaning, hospitality, and health and safety. Inns helped non-profits scale to meet demand while staying in compliance with social distance rules (George, 2021). American Express and JPMorgan Chase contributed $10 million for doctors’ lodging expenses. Marriott has a history of making diversity, equity, and inclusion its highest goals by actively engaging its personnel and partnering with community partners.
If the Premier Inn chain is serious about showing its dedication to environmental sustainability, it should highlight that it opened the first battery-powered hotel in Edinburgh (Shykina, 2019). Grid electricity was used at off-peak hours to put the batteries through their paces. Maximum production for three hours straight. Approximately 20%-25% of the product was returned.

Position during COVID-19
Marriott has reduced the spread of the coronavirus. Even if COVID-19 creates disruption, these preventative steps are critical. The prompt intervention will benefit GlobalData. According to Rheanna Norris of GlobalData, approximately half of Marriott’s $4.5 billion revolving credit line is still available (Malykh & Sitnikova, 2021). Having COVID-19 bring in money is beneficial to Marriott. Because the Marriott brand is recognised in more than 130 countries and 30 organisations, brand loyalists have several chances to explore the world while reaping the advantages of the Marriott Rewards program (Arthur et al., 2022). Marriott is doing well. It’s no surprise that Marriott is the largest hotel corporation in the world. Marriott’s strong brand and market position enable it to combat the coronavirus.
The safety of the Premier Inn’s personnel and customers was of the utmost importance. Customers have high expectations, and hotels must match those expectations by offering a safe and sanitary atmosphere (George, 2021). Because COVID-19 emphasises cleanliness, the Premier Inn devised the CleanProtect cleaning technique, which is employed daily. Check-in has been delayed till 3 p.m. due to the necessity to clean the rooms before guests arrive.

Conclusion
Introducing, promoting, selling, and providing a product or service to consumers and enterprises is referred to as “marketing.” A product can be promoted in a variety of ways. A great marketing plan includes the value proposition, brand message, and demographic information. Companies in Marriott International Inc.’s competitive set grew their sales by 43.08 percent. Premier Inn UK’s total performance in terms of room sales was 8.9% points ahead of the rest of the hotel industry in the UK, with a growth of 4.1% to 11.4%. COVID-19 provides support to Hotel Intercontinental. We are delighted to have 30 brands in over 130 countries! Premier Inn prioritised the safety of its employees and customers. Hotels that try to keep their surroundings clean tend to attract more guests. Premier Inn CleanProtect was created in response to COVID-19’s emphasis on cleanliness.
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