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This essay will offer a complete information about the marketing strategies of two well-known multinational hotels, Marriott International and Premier Inn. There are numerous motives for selecting these two brands. Marriott was founded by J Willard and his wife Alice Marriott in Bethesda, Maryland, USA. It all began as a A&W artisanal beer stand. Sometime later they included hot food in their menu, and were known as ‘’ Hot shoppes’’. The first world motor hotel was opened in 1957 and was administrated by J Willard Marriott’s son, Bill. In 1969 Marriott launched their first international hotel in Acapulco, Mexico. In 2015 they bought Delta hotels and resorts and in 2016 Starwood hotel and resorts. At the moment Marriott has more than 8000 hotels in the whole world, and a lot of them are outside the USA (Marriott website).
Likewise Premier Inn was founded in 1987 by Whitbread, but was called Travel Inn. In 2004 Whitbread acquired Premier Lodge and joined it with Travel Inn, he named it Premier Travel Inn. In 2007 the name was condensed to Premier Inn.  In 2008 Premier Inn had an £100M enlargement in the next 3 years. 2011 came with the opening of its 600th hotel at Stratford-upon-Avon. Following that year, they have sold a few of their smaller hotels to Good Night Inn. According to their website, it is the UK biggest hotel brand with more than 40,000 rooms in over 580 hotels and they are determinate to rise those figures. Most of its hotels are in UK; though they cand be found in other countries as well (Premier Inn 2021).
Marriott is using the 4P’s of the marketing mix: Product, Price, Place and Promotion.
PRODUCT STRATEGY 
Marriott’s product strategy is to put the luxury tourists in the centre of attention. With more than 30 brands that are categorized as: Luxury, Premium, Select and Long Stays the company’s goal is to help their clients to pick the right hotel based on their travel plans and convenience. They are evolving continuously by creating new brands with diverse topics for their new and current clients.
PRICE STRATEGY
The company is one of the few that was able to keep their rates against all the price reductions. Locations, clients, and hotels make Marriott’s costs to be diverse. They focus on delivering the best services that will beat their client’s expectation regarding the price.
PLACE STRATEGY
Marriott’s role since it was first founded was to select the perfect place to start their activity. They have hotels that are based in or nearby big cities in more than 131 countries world-wide. 
PROMOTION STRATEGY
Marriott associated with Snapchat influencers with big number of followers that are presenting what’s new and luxury in Marriott’s hotels. All the videos are only 2 ½ minutes and contain 10 second preview of next one.
Marriott’s campaign is effective because is going further than Snapchat to You Tube, Facebook, and other social platforms. Their videos are attractive and do not look like a commercial. Marriott done that to show the young generation a better picture of their brand. They have created a live show on social media called M Live and a client app. With Marriott’s app buyers can go directly to their room without checking in and open the door with their phone and was the same when they checkout. Their constant clients are rewarded through a program named Bonvoy.
Marriott advertised their hotels and resorts at television where they showed the deluxe rooms and extraordinary services, but also the comfortable ambiance in 60-seconds and 30-seconds commercials. In 2017 they relaunched this campaign. They have implemented a campaign called ‘’Golden Rule’’ that was putting together 4 of its brands for the first time – Courtyard by Marriott, Fairfield Inn & Suites, Four Points by Sheraton, and Spring Hill Suites. This idea was created to show the similarities between their 4 brand and services, and individual bonds. In 2020 they associated with Mumbai Indians and advocated Bonvoy in Indian Premier League (IPL).
On the other hand, Premier Inns marketing strategy is based on the 7Ps: Product, Pricing, Place, Promotion, People, Process and Physical evidence.
PRODUCTS AND SERVICES
Premier Inn are offering a diverse range of rooms based on each individual requirement. For example, a family room comes with a king size bed, two pull-outs or sofa bed and a travel cot, if necessary (Premier Inn,2021). Their rooms are classified as single, double and accessible (for wheelchair access); but they have interconnecting rooms also. 
In all Premier Inn hotel there is free Wi-Fi 24/7 and Freeview TV, tea and coffee machines, a bar and a restaurant that make their guests stay enjoyable.
 The safe and wellbeing of the guest is very important for them that is way they have a strict cleaning routine. But the customer’s comments on Trustpilot varies from bad to excellent (Trustpilot,2021). 
PRICEING STRATEGY
Their customers can choose from 5 price scheme: Flex, Semi-Flex, Advance, Standard, and Non-Flex. Flex allows customers to cancel or amend their stay until 1pm on the day of their booking. They are known for their low rates offered for rooms booked on week-end nights (Premier Inn).
However, they only have few rooms with promotional prices which make their clients criticise this fact.
PLACE/ DISTRIBUTION CHANNELS 
Premier Inn’s hotels can be found in UK, Ireland, United Arab Emirates, Qatar and Germany, and count over 800 hotels (Premier Inn,2021). Customers can book a room online, on the hotel website or app, on different booking platforms, or on the phone.
PROMOTIONAL STRATEGIES
The hotel’s intention is to invest £20m into marketing by the end of 2022, focusing on expanding its digital reach. They are promoting on radio, digital, social media, prints & outdoor platforms (Jeferson,2021).
 They have over 325 thousand followers on Facebook and around 22 thousand on Instagram. Those numbers show that premier Inn needs to get more involved in social media platforms.
Premier Inn embraced Google Hotel Ads to reach new customers and capture high-quality traffic while increasing direct booking on its website.
PEOPLE OF PREMIER INN
In Premier Inn’s hotel and restaurants work over 35,000 people that are attending over 5m customers each month (Whitbread,2021). To demonstrate its implication in social duty, the company offers thousands of apprenticeships and work placements for young people.
PROCESSES IN PREMIER INN
The process of booking a room is easy and it can be done online. Within a search, clients can easily customise travel dates, examine hotel reviews and photos, and compare available rates. Once they have decided on the hotel, they can proceed to book a room.  After the room is booked, customers receive information about check-in. However, rooms can be booked over the phone. Groups that want more than 10 rooms need to email the hotel before booking.
PHYSICAL EVIDENCE OH PREMIER INN
Good physical atmosphere is offered to clients through their king size Hypos beds, warm duvets, adjustable chairs, comfortable armchairs, and many others.

In response to COVID-19 pandemic, Marriott applied a wide range of new protocols and elevated practices in maintaining the high quality of hygiene and assurance to give the best service. 
The company is asking their customers to respect social distancing and wear a face covering. In order to respect the public regulations Marriott improved contactless experience.
Similarly Premier Inn considers that the safety of their clients and staff is a priority. They have implemented flexible rates that allows customers to change or cancel their stay due to changing circumstances caused by COVID-19.
The company placed hand sanitiser dispenser in all public areas and build protective screens in the reception area.  They changed the check-in time to 3pm to allow the teams to clean the rooms to the highest standard.
Both hotels were assuring customers that all the government advices were followed and that their safety is important.
CONCLUSION
Marriott hotels and resorts and Premier Inn hotel are successful in commercial terms. However, they focus on different customers groups, provide different types and levels of services to their guests by working under many types of systems and operation.
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