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Introduction
This article will provide comprehensive information on the marketing methods of two well-known global hotels, Marriott International and Premier Inn. There are several reasons to choose these two businesses. 
In 1927, J. Willard Marriott and Alice Marriott opened the first Marriott in Washington, D.C. With 7642 hotels worldwide, most Marriott's properties are found outside the United States. Similarly, Premier Inn hotel, founded by Whitbread in 1987, is one of the largest hotels in the United Kingdom and Ireland, with over 650 hotels and 54,000 rooms. Even though it has expanded rapidly and been crowned "Best Budget Hotel" for ten consecutive years, the Premier Inn continues to do well (Ferrell et al., 2021). In this research, it will examine the marketing tactics of these two hotels, including their target audiences and marketing mix. In addition, their present market position, their market position during the covid19 pandemic, and their marketing-related sustainability will be reviewed in this research.

A comparison of the marketing methods of Marriot Hotel and Premier Inn
During the first quarter of 2022, Marriott International Inc.'s total earnings increased by 81.3%. In the same period, the revenue growth of Marriott International Inc.'s competitors was 43.08 percent, which was higher than the company's sales growth this quarter. In the United States, 872 management companies of accommodations oversee more than 100 properties. Some national hotel brand own and operate hotels, while the majority are private management groups. Most hotel owners could cancel their management contracts if financial or operational goals are not met (Morgan et al., 2019). While Premier Inn CEO Alison Brittain expected the restrictions to last at least until February, she said the firm was "well positioned against the global market" and would It intend to invest in expanding its property portfolio, especially in Germany.
A company's marketing strategy is its comprehensive plan for reaching out to potential consumers and convincing them to purchase its goods or services. It incorporates the company's value proposition, important brand messaging, consumer demographic information, and other high-level components. The "four Ps" (product, pricing, location, and promotion) include a comprehensive marketing plan (Jones, 2014).
Targeting the market is the process of picking a certain set of clients from the rest of the market. Defining a target market involves product development, price, promotion, and distribution network planning.
Marketing Strategies for Marriott Hotels: 
Psychological Segmentation: Marriott puts customer satisfaction first, fresh, locally sourced food is expertly prepared and presented with a joyful attitude at Marriott luxury hotels with unforgettable dining (Potter, 2019).
Behavioural segment: Consumers are categorized based on product understanding, usage and responses. Graduations and weddings are significant, Marriott is a place where both weddings and graduations are held. Marriott will take care of everything, from setting up the table in such a way that it still is in the memory of the customers. Marriott wedding facilities make the big day enjoyable (Bowie and Buttle, 2013).
Demographic Segment: segmenting consumers based on demographic criteria, Marriott is the centre of business, business travel: Courtyard, Fairfield Inn & Suites, SpringHill Suites, Residence Inn and TownePlace Suites are among the company's brands that offer business meeting services.
Marketing strategies for Premier Inn
Behavioural segmentation for Premier Inn when the data were combined, correlations were found that indicated key characteristics of the section, resulting in segments for business and leisure, which shared four main variables: price sensitivity, booking, the number and location of hotels and other purchases.
Mass media segmentation: Find the most effective methods of reaching each demographic group. With this type of targeting, only the specified market segment receives the message. Compared to television advertising, it costs less (Armstrong and Kotler, 2018).
A marketing mix consists of several components of a comprehensive marketing strategy. The four Ps are a typical categorization system (product, price, placement, and promotion). (George, 2021).
The primary product of Marriott is hotels, resorts, motels, and other forms of accommodation. Marriott uses the same location, atmosphere, and consumer convenience for all its brands to achieve global success.
Costs at Marriott vary by hotel, customer, and region. The best products at the lowest costs. By striking a balance between quality and price, Marriott optimises revenue without compromising its brand. Demand, advertising, and upkeep dictate pricing. Marriott's pricing is influenced by market conditions and competition. Marriott hotels are near airports, roads and markets. Airports, roads and markets attract consumers. Marriott's goals include direct and indirect expansion. This minimizes infrastructure inventory costs (Camilleri, 2018). Marriott promotes online. As a global brand, they offer a website where hotel rooms may be reserved. Utilized are ads, videos, and social media. Members of Marriott Bonvoy are rewarded. Marriott offers discounts and new items to keep their clients.
Premier Inn's marketing mix consists of the following: Those that enjoy the company's products will spread the word. Premier Inn offers suites with bathrooms, duvets, televisions, ironing boards, and hair dryers. The cost of a family room is low. Important are satisfied consumers. Those that appreciate the products of a firm, spread the news to others. Premier Inn suites are equipped with kitchens, microwaves, ironing boards, and blow dryers. The prices for family rooms are reasonable. Maintain customer happiness, hotel is fantastic (Kotler et al., 2015). There is a market here, and some people attend marketplaces. Purchasing decisions are influenced by location. Premier Inn should open other hotels in the UK, not in Saudi Arabia. Words, products, or reintroductions can be used to promote. New acclaim. The marketing process includes sending emails and offering products. Retaining clients is one of their priorities.
The efforts of the Marriott Global Cleaning Council will help the cleaning, hospitality, and health and safety industries. In compliance with social distance standards, hotels were authorized to help non-profit groups in satisfying demand. The Gaylord National Resort and Convention Centre generously provided CAFB with 40,000 square feet of space. American Express and JPMorgan Chase supplied a contribution of $10 million towards hotel accommodations for physicians. Marriott has a strong record of making diversity, equity, and inclusion key priority by actively engaging staff members and collaborating with community partners (Belz and Peattie, 2009).
That if something is said about Premier Inn's devotion to the environment, it should be mentioned that the business opened Edinburgh's first battery-powered hotel. Using a lithium-ion battery with a capacity of five tonnes and one hundred kilowatts, the hotelier will evaluate its impact on energy efficiency, energy costs, and carbon emissions during the trial period in 2019. During off-peak hours, grid energy was used to evaluate the batteries. A spike of maximal production that lasts for three hours. There was a return of between 20 and 25 percent of the item (Jones et al., 2008).
Marriot Hotels and Premier Inn during COVID-19
Coronavirus is decreased by Marriott. Despite the disruption caused by COVID-19, these precautions should be taken. A prompt response would help Global Data. Global Data’s Rheanna Norris estimates that Marriott still has around 50% of its $4.5 billion revolving credit line. Marriott benefits from COVID-19's finances. Travel and reward programs are available to Marriott's loyal consumers in 30 organizations and 130 countries. Marriott prospers. Marriott is the second biggest hotel group worldwide. Marriott is able to tackle coronavirus due to its strong brand and market position (Forbes, 2022).
Employee and guest security is a priority at Premier Inn. Customers want hotels to be clean and safe (Wilson, 2021). As a result of the stress placed on sanitary standards by COVID-19, Premier Inn has designed its daily cleaning method, Clean Protect. Check-in has been postponed to 3:00 p.m. to allow for complete cleaning of the room. Their commitment, developed in partnership with Diversey, a global leader in cleaning and hygiene solutions for health and hospitality, provides peace of mind so guests can book and stay with confidence (Romppanen, 2021).
Conclusion
Marketing involves advertising, sales, and product distribution to customers or businesses. Marketing a product can take various shapes. A successful marketing strategy includes the value proposition, brand messaging, and demographic data of the business. The sales of Marriott International Inc.'s competitors increased by 43.08 percent. Premier Inn UK outperformed the market by 8.9%, gaining 4.1% to 11.4% of the hotel business in the United Kingdom. Marriott receives funds from COVID-19 (Schlegelmilch, 2022). Marriott has 30 businesses in 130 countries. Premier Inn stressed staff and guest safety. Customers want hotels that are tidy. Premier Inn Clean Protect was created because of COVID-19 prioritized cleanliness.
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