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Introduction
Initiatives of proper marketing techniques are understood to be one of the important aspects of business operation as it provides the firm with the prospect of reaching the consumer audience and increasing operational revenue. The use of social media marketing is getting popularity among the businesses that are vying for their trade-in the accommodation sector as it is known for its credibility in influencing purchase behaviour significantly (Tatar and Eren-Erdoğmuş, 2016). In the study, Marriot international and premier Inn is going to be compared. The study will highlight the different segmentation and targeting strategies that are used by his hotel friends. In the study, social media marketing and traditional advertising will also be compared. The study will highlight the changes in their marketing practices and their adherence to green marketing.
Discussion
The two major brands within the Mariott Hotels are St. Regis and Residence Inn. St. Regis hotel is aimed at providing the opportunity to the high-end customers for experiencing their luxurious suites. Therefore, the target audience for St. Regis is premium customers. This brand has aimed to promote the marketing campaigns among the premium customers by depicting the luxurious spa and dining services within their promotional content. The prevalence of such initiative is in coherence with psychographic segmentation as the lifestyle variable signifies the importance of developing promotional content that depicts the premium experience of the service as it attracts the high-end consumer. Therefore, St. Regis of the Marriot international chain has adopted psychographic segmentation and has targeted premium users. On the contrary, Residence Inn has value-conscious users as the marketing campaign promotes the message of a longer stay at affordable prices. The prominence of such a campaign is in coherence with the Benefits Sought variable of the behavioural segmentation as the variable implies the significance of targeting value-conscious consumers by highlighting the affordability of the services. Gupta and Chopra (2015, p. 93) have supported that behavioural segmentation has a positive association in influencing value-conscious customers. Hence, the Residence Inn brand has implemented the behavioural segmentation strategy for attracting the target audience of value-conscious consumers. However, the premium inn hotel brands have particularly focused on targeting business travellers. It is evidenced by the fact that the drop in UK business travellers has reduced the pre-tax profit of premier Inn by 4.1%, which is one of their largest customer segments (Kumar, 2021). This is in alignment with the demographic segmentation strategy as it indicates the benefits of the business by categorising services concerning occupational types. Hence, the Residence Inn has integrated a demographic segmentation strategy by using occupation variables to select business travellers as the target audience.
Marriott International has been inclined to use social media marketing extensively for advertising its premium suites. The social media campaign on Facebook has generated a lot of interest and has influenced a significant portion of consumer behaviour to purchase luxury suites. It is supported by the fact that the Occupancy rate of Marriott international has increased to 51%, which values at 13-point rise from 2020 (Lapan, 2021). Furthermore, a quantitative study by Michopoulou and Moisa (2015, p. 310) support that the development of effective social media marketing campaigns has positively influenced the occupancy rate in the accommodation business. Therefore, the social media campaign of Marriott international has a positive association with the growth in occupancy rate at Marriot international. However, in contrast to the above findings, Premier Inn has indulged more in traditional marketing as compared to social media marketing. It is observed that the premier Inn has focused on launching the TV advertisement campaign "Rest Easy" after appointing Leo Burnett as an advertising partner, which is one of the famous traditional advertising firms (Lbbonline, 2021). Hence, it is observed that Marriott international has emphasized social media marketing whereas premier Inn has adhered to traditional marketing by focusing on TV advertisement.
The marketing techniques in both hotels have changed significantly with time. In the initial years of the 21st century, Marriot international chain has been predominantly has been using the print advertising technique as the advertising campaign of the newspapers played a key role in attracting a large target audience and increasing revenues. It is supported by the fact that the average room rate of Marriot international increased from $137 to $142 in 2010 (Lock, 2021). Similar findings have been accounted for in the works of Hilmi and Ngo (2015, p. 62), as the authors indicate the solitary dependence of the hotels on newspaper and print advertising to attract customers. However, the introduction of digital marketing techniques has been responsible for changing the advertisement campaign dramatically in the last decade. According to Glucksman (2017), Social media marketing and influencer marketing are the two vital components that elevate the concept of digital marketing. Marriot International has been observed to respond to these changes effectively as it has adopted social media marketing and influencer marketing techniques extensively. It is evidenced by the fact that the social media marketing campaign has been immensely successful as the market share in the Asian economy has increased significantly. It is observed that the Marriot international market share in Greater China has increased to 56% (Raj, 2021). Furthermore, to attract young travellers, Marriot international has collaborated with the likes of Shaun McBride and Casey Neistat to appeal to the millennials on Snapchat and deliver on the facets of influencer marketing (Ablee, 2015). Therefore, it is observed that Marriot international has been able to adapt to the changing marketing techniques adeptly. In contrast to Marriot international, similar assertions cannot be accounted for by the Premium Inn as the hotel has been lagging in terms of adopting digital marketing techniques extensively. It is because the hotel chain has only considered the TV advertising campaign when it comes to utilizing digital marketing techniques and has failed to venture into the other aspects of digital marketing techniques such as social media marketing and influencer marketing. It is evidenced by the fact that the Premier Inn has focused on launching the TV advertisement campaign "Rest Easy" after appointing Leo Burnett as an advertising partner. Furthermore, Premier Inn is looking forward to investing £15m for a multi-channel digital marketing campaign to make up for its lacklustre campaign in the previous attempts at social media promotions (Johnson, 2015). Therefore, it is understood that Marriot international has been more successful in changing marketing techniques than Premium Inn. 
In terms of green marketing practices, Marriot hotel has taken significant initiatives by launching the “Commitment To Go Green” campaign. This campaign focuses on the message of reducing the energy usage at rooms of Marriot International by 20%. It has been implemented as the promotional message for the campaign as the reduction of energy usage at hotels is deemed as one of the effective methods of reducing global warming. Similar observations have been drawn from the research of Abdou et al. (2021, p. 9263) as the author implies that the 36% of the hotels have adopted the reduction of energy usage practices as the promotional message for their green marketing campaigns.  Furthermore, the promotional message has also focused on reducing carbon footprint. Therefore, marketing at Marriot hotels has been significantly influenced by the green message as the hotel has launched a “Commitment To Go Green” campaign to promote the message of carbon footprint and energy usage reduction. However, the premier Inn has not been effective when it comes to promoting the green message. It is because the hotel has not invested significantly in developing extensive green marketing practices and illustrates their commitment towards sustainable development. It has only used its official website to promote its goals of reducing carbon emission by 50% within 2025. Therefore, it is analysed that the marketing practices at Marriot International have been more influenced by the green message than the Premier Inn. 
Marriott International has launched a social media marketing campaign during COVID-19. The marketing campaign is “we will travel again”. In this campaign, the hotel has shared the message of staying safe during the pandemic and has urged people to prevent staying at hotels during Covid-19. This campaign has been widely appreciated by consumers as it reflects the hotel's concern about the customer's wellbeing at the expense of their financial loss. Therefore, the social media marketing campaign of we will travel again is one of the major marketing changes that is influenced by Covid-19.


Conclusion
From the study, it is concluded that Rogers and the residence Inn of Marriot hotels have adopted psychographic and behavioural segmentation respectively. It is also observed that social media marketing practices are more prevalent at Marriot international as compared to premier Inn. From the above discussion, it is stated that Marriott international has adapted to marketing changes more efficiently than Premier Inn. The study highlights that the marketing practices at Marriott international have been greatly influenced by the green message as their commitment to go green campaign has been successful immensely.
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