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According to Ferrell and others (2021), Marketing is the practice of a firm or organisation for creating, delivering, communicating and exchanging offers that benefit clients, customers and society. The purpose of marketing is to bring attention to a business's offerings and to get people interested in the products or services of an organisation (Mohammed and Rashid, 2012). Business organisations conduct these types of marketing for creating demand for their products and services. At the same time, they also conduct marketing to generate a profit for the organisation and to create goodwill and a public image for the company. This essay highlights how vital it is for hotels to work with marketing strategies as maintaining the supply and demand of the company. 
The different organisation follows different marketing methods and strategy to create demand in the market but their purpose is eventually similar such as making a profit (Narteh and others, 2013). This essay observed the marketing strategies and methods of two different business organisations such as Sheraton and Premier Inn and try to relate their similarities and differences. 
Sheraton is an international semi-luxury hotel chain which operates its business operation in different countries of the world and in this company about 145,000 people work. On the other hand, Premier Inn is a British largest hotel brand with about 72,000 rooms and 800 hotels and they operate their services in a variety of locations including city centres, suburbs and airports. Both of these organisations follow some strategic formula in the marketing process to generate their demand in the market. 
Sheraton’s driving force behind making the demand in the market is their strategic marketing planning which gets people interested in their products and services. This effective result of marketing occurs due to their strategic market analysis and research which become helpful for the company to achieve their target goal (Khan, 2014). Sheraton uses television and print advertising for their marketing purpose and they also use digital platform for its marketing like video and banner ads on various digital platform like Facebook, YouTube, AOL etc. Sheraton pure almost 100 million euros for its marketing purpose and they are looking for young consumers and modern discerning travellers who are inventive and motivated. The company also use several marketing strategies which help the company to generate profit and to create demand in the market (Abrate and others, 2011). For instance, Sheraton develops unique designs, names and features to stand out in the market and they also keep attention to quality, variety and customers satisfactions which help the company to make a competitive advantage in the market. In pricing strategy, Sheraton follows a price penetration strategy and they always try to set their price lower than their competitors which helps the organisation win market share. At the same time, they also follow a skimming strategy where they communicate with their potential customers. While Sheraton makes its distribution plan, they have to make some significant decision so that they follow some strategies. For instance, while making a distribution plan they ensure the product availability of their services to their target customers and they also give importance to the convenience and easy availability. They also focus on online servicing so that customers can take their services without facing any barriers. Sheraton also focuses on competitors’ distribution strategies which help the company to implement an effective distribution plan. Another significant element of Sheraton's marketing strategy is promotion which plays a significant role to achieve its objectives. To promote their products and services Sheraton uses television advertising and print advertising where they clarify why consumers need the services and how this service is different from other competitors (Leonidou and others, 2013). To make promotional activities effective Sheraton collect the following target market information and filter out the promotional options according to the collected information. For instance, TV advertising allows the company to attract the mass market and increase brand awareness. Though this promotional activity is cost-effective they follow this strategy if it is suitable for attracting customer and Sheraton have an adequate resource for these types of promotional activities (Londhe, 2014).
Premier Inn is another largest hotel in the UK which operate its business operation in a different location in the country. Premier Inn follow several marketing strategies which in some cases are similar and they follow different unique strategy than Sheraton. The purpose of their strategic marketing formula for making a profit and to increase their brand image in the market (Doole and Lowe, 2012). Like Sheraton, Premier Inn also use Television and print advertising process to marketize their services and they also use several social media platforms for advertising. These types of advertising give several benefits to the company to make competitive advantage in the market and to stand strong in the market. Premier Inn focus on company product and services to attract target customers and to compete with the competitors. Premier Inn always try to make unique their services attract their customers like for example, they give different features in their hotel like a comfortable double bed with duvet and suite rooms and bathroom. The company also provide spacious family rooms at various discount to satisfy their customers. While making the price of their services Premier Inn hotel analyses the current economic position and set a suitable price so that customers, can avoid loss of customers. To promote their products and services in the market they also use some strategies, for instance, they give various discounts to promote their services like buy one get one, couple discount etc. They also use social media like Sheraton hotel to promote their services and they invest huge amounts every year in promoting their services. These activities help the company to create a strong position in the market and to create brand loyalty to customers (Chaffey and Ellis, 2019). For distributing services, they also follow some strategies because people buying decisions are influenced by the location so they focus on the position of their hotel. They always try to position their services in the centre of the city and various busy areas to boost their sales and to gain more profit.  
Due to the pandemic global hotel industry business has been severely disrupted for instance it led to a cut of 50 million jobs worldwide in the travel and tourism industry (Sanabria and others, 2021). Due to the pandemic global economy gradually falls and the hospitality and tourism industry revenue reduce. Travelling and visiting reduce at an alarming rate due to lockdowns and governmental restrictions which badly impact the tourism and hospitality industry (Hao and others, 2020). In such a situation to sustain itself in the market hospitality industry have to change its operational activities for the post-COVID travel spike. For example, to remove and change touchpoints they change the way of interact with the customers. To remove touchpoints, hotel industry implements touchless coolers in lobbies and the gym (Davahli and others, 2020). At the same time, they also implement a touchless check-in system in the hotel where customers can check in on their mobile devices. Hotels also implement hotel integrating operating apps to access hotel instruments like heating, air controlling system, heating etc. Premier Inn also implement duvet covers and decorative pillows which are easier to clean to reduce the spread of the virus. Premier Inn and Sheraton also redesign their eating spaces to maintain physical distance. For example, they implement QR code-based menu, antimicrobial surface and other attributes to reduce the spread of the virus and to ensure customer safety (Li and others, 2021). Premier Inn and Sheraton also add app-based check-in and control systems which help to maintain physical distance and it also helps to reduce manpower of the organisation. for example, they launch a digital key service which is app-based and help to link multiple hotels which also helps to reduce touch print and the spread of the virus. Premier Inn and Sheraton also ensure governmental cleaning certificates so that they can regain public trust and promote customers to stay with their services and all these changes help to sustain in this pandemic situation. 
Marketing is a very significant part of business it helps to engage people with the organisation and to create demand for their products and services. The business market is very competitive and to compete in this market with the competitor business organisation need to follow some strategic ways so that they can stand in the market strongly and can make competitive advantage in the market. Marketing strategy is said as the overall business game plan to attract customers and create demand for their products and services in the market (Hung and others, 2010). Marketing strategy help organisation to drive customer engagement and maintain the top mind of awareness towards the customers. So that it is never too late for the company to re-evaluate their marketing strategy and understand the demand of potential customers. If an organisation can do it effectively, they can achieve their desired goal and can make a demand for their products and services in the market. 
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