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This essay aims to comprehend the operation and substance of two influential hotels on the current market, Premier Inn and Marriott Hotels. 
According to Ari, A. (2018) in cities and resorts, global hotel companies such as Marriott and Premier Inn provide upscale accommodations. These brands are not limited to luxury hotels. These two renowned hotels have set the standard for hospitality throughout the globe, from innovative dining and drinking practices to destination-specific activities. (Chorley, M. 2019)
Marriott has about 7,000 sites in 130 countries offering upscale guest rooms, restaurants, bars, spas, and gyms. Marriott also earned Condé Nast Traveler's World's Best Hotel award for its customer service. Marriott innovates and customizes each guest's experience. With its loyalty program and vast array of services, Marriott is the hospitality industry leader. (Reeve, H. 2018)
There are 750 Premier Inn hotels in the United Kingdom, Germany, Ireland, and the United Arab Emirates (UAE). Premier Inn is renowned for its reasonably priced, high-quality rooms and suites. The restaurants and lounges of Premier Inn provide inventive cuisine and excellent service. Guests may receive discounts and other advantages via Reward Nights by accumulating points. (Elina, F., & Satu, L. 2017)
These two worldwide hotel brands set the bar for innovative guest treatment. Marriott and Premier Inn are renowned for their elegance and comfort, providing guests with a unique experience.
In 2014, Marriott International was able to successfully complete its purchase of Starwood Hotels for a total price of $2 billion, becoming the company with the most hotel properties throughout the globe as a result. Because of this significant shift in marketing, there was less rivalry between the two companies, and as a result, they were able to merge into a single, much bigger brand that had access to a far higher number of marketing resources. (Marriott, R. T. 2015). Members of both programs are now able to earn and redeem points at any of the more than 6,000 locations that are associated with Marriott or Starwood as a result of the merger of the guest loyalty programs of Marriott and Premier Inn. In addition, Marriott established the "Premier Plus" program inside the budget hotel chain Premier Inn's domestic network of properties in the United States. (McKee, C. 2015) This program was developed with business travelers as its primary target audience. With participation in this program, guests were given the opportunity to earn bonus points in conjunction with their stays at Premier Inns. Moreover, Premier Inn has included the mobile check-in technology provided by Marriott, which enables customers to check in using their own cellphones instead of the traditional check-in kiosks. (Khalili, H., & Soheil, K. 2019)
According to Flachner, T. (2018) both Marriott Hotels and Premier Inn have made adjustments to their marketing strategies in order to appeal to a wider variety of customer demographics and subgroups.
Through its loyalty program, which offers its members special discounts, one-of-a-kind experiences, and a variety of other benefits, Marriott has been focusing on attracting wealthy clients. Marriott hopes to attract clients who are looking for an experience that is more upmarket than the one they currently enjoy through the usage of its four- and five-star hotels as well as the use of cutting-edge technology, such as mobile check-in applications. In addition, Marriott has increased its use of content marketing by increasing consumer engagement via the use of social media and collaborations with influencers. (Hill, E. 2018)
On the other side, Premier Inn has shifted its focus to put a larger emphasis on pricing by placing an emphasis on wallet-friendly rates and unique offers. In addition, Premier Inn places a high priority on aiding families who are traveling together by providing family rooms, TVs specifically designed for children, and a promotion called "Kids Eat Free." Premier Inn has also grown its online presence by making an app, setting up social media accounts where customers can interact with the brand, and opening an online shopping platform.
In an attempt to boost its client base and maintain parity with rivals, hotel chains such as Premier Inn and Marriott have taken creative initiatives to strengthen their marketing strategies. These hotel businesses have made significant progress in creating and sustaining successful campaigns by adopting a variety of methods. (Cangero, R. 2018)
Both hotel groups have initially participated in a number of digital marketing campaigns. Premier Inn has a digital marketing team to create and execute campaigns across social media platforms to educate and persuade prospective consumers to book their services. This involves crafting campaigns for various audiences, organizing contests to attract people's attention, and developing compelling content. Premier Inn has also employed digital marketing to advertise its hotels and lodgings by collaborating with booking companies such as Expedia and Booking.com. Marriott Worldwide has adopted a similar strategy, using digital marketing to promote its services and products on social media channels. (Hall, M. 2015)
Premier Inn and Marriott have also implemented a variety of customer loyalty programs to promote client retention and satisfaction.
MyPremier, the Premier Inn loyalty program, rewards clients for staying with the company with savings on their services and access to special offers and discounts. In addition, the loyalty program enables clients to accumulate points with each booking, which they may subsequently redeem for a range of benefits. (Jones, A. 2016). The Marriot Rewards program of Marriott Worldwide enables consumers to earn points in a number of ways. As a result, members are rewarded for each stay and are able to redeem their points for free stays and other perks. (White, M. 2016)
Premier Inn and Marriott have also partnered with other companies to increase their consumer bases. For instance, Premier Inn has partnered with Odeon Cinemas to provide clients with ticket savings when they book a room and an evening meal. (Ward, S. 2018). This allows Premier Inn to reach a larger audience and attracts people to Odeon theatres. Similarly, Marriott International has partnered with American Airlines to provide its clients with perks such as free flights when they stay at select Marriott hotels and resorts. (Banks, A. 2017)
Premier Inn and Marriott have established engaging marketing ideas that have helped to boost their positions in the hotel sector by using a number of methods and activities. As a consequence, these two hotel chains are among the most significant participants in the industry due to their innovative marketing and promotion strategies. (Murphy, K., & Feltner, G. 2015)
Both the Marriott and Premier Inn hotel chains take a variety of different considerations into account when it comes to promoting the sustainable and environmentally friendly concepts that guide their operations. Not only do the hotels realize the significance of ecologically responsible and sustainable business practices and policies for the environment, but they also acknowledge their significance for their guests. As a direct result of this, businesses are making concerted efforts to lessen the negative impact that they have on the environment. These efforts include decreasing their carbon footprint, conserving energy and water resources, cutting waste and pollution, and providing assistance to communities that are nearby. The Marriott and Premier Inn hotel chains have incorporated sustainability and environmental messaging into every facet of their marketing strategy in order to increase customer knowledge of the programs that they provide. This includes everything from the content of their websites and posts on social media to the printed items they sell and the actions they engage in related to public relations. In addition, both hotels have made a commitment to a number of global sustainability projects and have begun taking a variety of actions in order to work toward accomplishing their goals. Increasing the energy efficiency of their buildings, producing environmentally friendly products and services, and investing in renewable energy sources are some of the things that are included in these initiatives. All of these activities have been brought to light in order to demonstrate how seriously they take their obligations toward the environment and to assist in developing a positive perception of the brand among the general public.
With the onset of the COVID-19 pandemic, Premier Inn and Marriott hotels have made proactive attempts to promote themselves as safe, reputable enterprises without compromising the quality or spirit of their hospitality services. Owing to the hotel's stringent adherence to health and safety regulations, guests may stay at the facility without anxiety. (Rhea, R. 2020)
The marketing for this hotel company emphasizes that customer safety is a key concern and that customers can rest easy when staying at a Marriott.
The marketing for Premier Inn emphasizes that, regardless of any changes, the brand's signature warmth and friendliness will always be available to customers. By emphasizing their dedication to providing clients with the exact same level of luxury and service they have come to recognize from the brand, as well as the measures they have taken to ensure the safety of their guests and employees, the company is transmitting a clear message that they value the well-being of all involved parties.
During pandemics, hotels like Marriott and Premier Inn are recognized as specialists in providing travelers with secure lodging. Its advertising aims to persuade potential clients that they can provide the five-star service and secure environment that their clients need. (Coulter, R., & Erasmy, J. 2020)
According to Puja, S. (2020) PremierIn and Marriott Hotels are both prosperous hotel brands with robust marketing strategies that compete with one another. Both businesses have used digital marketing effectively, with an emphasis on making clients feel special and providing them with one-of-a-kind experiences. When it comes to promotions, PremierIn's emphasis on creative, original destination content and their "Feel Welcomed" program are excellent instances of how they have effectively bridged the gap between the online and physical worlds. The digital ads of Marriott Hotels are more conventional and emphasize client loyalty, which is vital to their consumers. These firms demonstrate that there is still opportunity for excellent marketing in the digital age. This is due to the fact that many consumers rely on the quality of their interactions as well as the brand's digital presence.
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