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[bookmark: _heading=h.30j0zll]This assessment has included a comparative discussion of the marketing practices performed by two global leading hotel chains. This assessment has discussed the marketing mix strategies, segmentation, targeting, and positioning strategies of Marriott International and Premier Inn. Various marketing initiatives and responses toward COVID 19 and sustainability have also been included in this essay (Gursoy, 2018). Marriott International is an American multinational corporation that sells lodging and hospitality services across the globe (Marriott, 2021). Marriott is the largest hotel chain having 7642 properties and 20 hotel reservation centres. The parent company of Marriott International Inc. is Marriott Corporation. On the other hand, Premier Inn is the largest British hotel chain that employs more than 72,000 rooms within 800 hotels across the world (Nugroho, 2018). 

[bookmark: _heading=h.1fob9te]Marriott International has expanded its business in 131 countries across the globe through franchising, lodging and direct investment activities. The company gave priority to the market expansion rather than market penetration or product development strategies. The company strictly follows the differentiation strategy according to the Ansoff Growth strategies (Kotler et al, 2018). However, before 2005, Marriott International used to focus on the cost leadership strategy because at that time the target customer group of most of the developing countries were asking for lower price service from Marriott International. The company took the strategic decision for expanding business through acquisition and merger due to having a huge capital base (Šerić and Šerić, 2021). After 2012, the company decided to expand its business through licensing, and franchising arrangements. The company used to target both the middle income and high-end customers before 2010 but afterwards, the company had decided to target only the premium customers through acquiring JW Marriott Hotels (Gursoy and Chi, 2020) and The Ritz-Carlton Bulgari Hotels & Resorts etc. On the other hand, Premier Inn has targeted both high-end and budget customers since its journey. The company had segmented its market based on income, social class, profession, personality, and value. The company has also given priority to the market development strategy for global expansion (Fyall et al, 2019). It has selected strategic locations in various popular cities across the globe therefore allowing them to obtain maximum exposure in order to increase the success rate of the brand. Compared to the Marriott international, Premier Inn has a relatively lower level of engagement in the acquisition and direct investment, but still has over 800 hotels across the UK (Premier Inn, 2021).

[bookmark: _heading=h.3znysh7]Marriott International has developed its brand image as a premium hotel brand across the globe. The quality of the service, the interior and exterior designs, and the facilities provided show it is a premium hotel brand. The positioning has been set based on the differentiation of the service in terms of service, distribution, people, quality, and comfort. Some of the franchises of Marriott International are offering services considering the customer value (Nyangwe and Buhalis, 2018). On the other hand, Premier Inn has positioned the business as a value-based hotel chain across the globe for which it provides both economy and premium services according to the customers’ needs and has set unique positioning in some developing countries as a budget hotel brand (Ghoshal, 2020). In the UK, Premier Inn’s market share growth rate is 4.1% in 2020. Providing quality hotel stay service at an affordable price is its value proposition. On the other hand, Marriott International’s value proposition is to provide a comfortable, safe, and pleasant hotel stay experience. Marriott International has attended 12.75% market across the globe and Premier Inn has captured a 27% market share in the hospitality industry in the UK (Camilleri, 2018).

Marriott International’s core offering is to provide premium and luxury quality hotel stay services to high-end customers whereas Premier Inn provides both luxury and budget hotel stay services. The core product strategy of Marriott International is to provide the highest quality of services. The company charges a premium price for the regular services and considers the price settings of the other luxury brands’ hotels to win over the competition (George, 2021). The company has expanded its business in 193 countries and follows a selective distribution strategy. The company spends millions of brands on celebrity endorsement and influential marketing activities. The social media engagement is very high for this brand and the target customer base can communicate with the company interactively through the social media pages and the company website (Liang, 2018). In 2019, Marriott spent 24.56 million for the advertisement activities for promoting the brand image. More than 60% of the advertising and promotion are used in the digital marketing platforms especially in SEM, SEO, banner, and display ads etc. Marriott International has a separate social media marketing team that works to develop and share creative content on social media platforms. 
[bookmark: _heading=h.2et92p0]Premier Inn offers both budget and premier hotel room service across the globe. The service line of Premier Inn includes the hotel room stay, food, parking, swimming etc. to both high and low-end customers. Premier Inn hotel follow the price-quality relationship for which it offers different ranges of price to the different category of services (Baum and Hai, 2020). Being a cost-effective hotel service brand, it does not spend a huge amount on promotional activities. It gives the advertisement in the magazine, newspapers, radio, television, and social media sites. Premier Inn focuses on the use of persuasive messages in order to form an emotional connection with the target audience when creating the promotional content (Johnson, 2014). The brand provides career opportunities and periodic training opportunities to its employees as there are around 90,000 people are working in Premier Inn across the globe (Gursoy, 2018). The process of booking the hotel room for both hotels are similar as they allow various methods of booking for example through websites, mobile apps or in person. Premier Inn allows customers to pay with cash, credit card, and other forms (Premier Inn, 2021). The only difference being Marriott hotel only allows cash payments at the end of the stay, therefore a credit card would need to be shown at check in (Marriott, 2021). The process of booking at Marriott may seem inconvenient to some customers due to the high demands (Davahli et al, 2020). 

[bookmark: _heading=h.tyjcwt]Marriott International has increased the priority to sustainable marketing to protect the interest of the environment, society, and business at the same time. In 2018, the company has declared that it will eliminate the use of non-renewable energy by 50% within 2023 (Nyangwe and Buhalis 2018). The company is very careful regarding the waste management process and already has eliminated the use of papers to support environmental protection. The public relation and publicity campaigns of Marriott International attempt to create public awareness regarding the use of green materials and inspire to consume green foods other than taking GMOs (Ghoshal, 2020). On the other hand, Premier Inn has also eliminated its carbon emission and paper use. The company has installed an EDI system for keeping business records. To promote sustainability and the use of green resources, Premier Inn collects more than 40% of the ingredients of the food from the local farmers. The company demotivates the customer to use polythene and plastics and inspires them to use biodegradable packages (Camilleri, 2018). 

[bookmark: _heading=h.3dy6vkm]During the lockdown period in 2020, Marriott International had stopped its service but the marketers consistently communicated with their target customers for creating awareness regarding the social distancing. After the lockdown, Marriott International did not allow the clients to use the common washroom and to eat at the same tables (George, 2021). The company did not rent half of the hotel rooms to restrict the spread of COVID 19. Currently, Marriott International is inspiring their client to take the vaccine, to use masks and PPE, to sanitize hands and to remain fresh all the time. Almost the same forms of messages are spread by Premier Inn Inc. This hotel is consistently giving social awareness related messages through its website, app and social media pages (Šerić and Šerić, 2021). During the lockdown period, the service of hotel stays was completely stopped by Premier Inn for supporting the social distancing. The company also develops and spreads promotional content that suggests the customers use hand sanitiser, PPE, vaccine etc. 

In this assessment, the core focus has been given to various marketing strategies and the strategic actions that have been undertaken over time regarding the creation of a unique position in the global market. It has been found that Marriott International and Premier Inn both are successful hotel chains, but there are differences in marketing strategies. Marriott International targets high-end customers and positions itself as a luxury brand. On the other hand, Premier Inn has positioned itself as an affordable hospitality brand. Both brands prioritise sustainable practice and both reinforce the awareness creating advertising regarding the COVID 19.
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