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Whether it is about a product or service, a business always needs a proper marketing method. The present study has illustrated a comparison of the two most important hotel brands that is Marriot and Premier Inn. Both these branded hotels are well known due to their marketing strategies and effective services along with that both hotels have their reputed historical background. Respectively, this essay is going to represent ample information about running and maintaining a business effectively. This study would mainly focus on marketing in the context of sustainability, green messaging, and the impact of covid-19. 
[bookmark: _Toc118422429][bookmark: _Toc118478154]Nature and scope of marketing
Marriott International, a hotel that caters to hospitality services, this hotel has been established in 1927, and it operates, and licenses hotels, and franchises lodging which includes residential, timeshare, and hotels. Jobber and Ellis-Chadwick (2020),  opined that this hotel always intends to do something extraordinary. Apart from that this company offers the most powerful portfolio in the hospitality industry. There are around 30 brands and 8000 existing properties present across 139 countries. On the other hand, Premier Inn is an international hotel that was established by Whitbread in 1987, it started with the launch of Premier lodge and merged with Travel Inn. According to Kotler et al. (2020), both hotels are determined to attract their customers and facilitate effective hospitality services. Since Marriott is much older as compared with Premier Inn, there is a difference between their market position, macro environment, turnover, and marketing plan.
[bookmark: _Toc118422430][bookmark: _Toc118478155]Marketing plan strategies and productivity
Based on Marriott’s marketing strategy, taking care of customers should be the prior thing, this hotel is leading for more than 95 years (marriott.com). The organizational culture has consistently encouraged to achieve awards and create market value along with position, which influenced people to recognize Marriott positively. According to a news report, Marriott has recently launched “Travel by design” this is a designed-focused platform, Marriott always uses to integrate the benefits of innovation in its marketing strategy to facilitate the most effective services (news. Marriott, 2022). However, during the pandemic era, almost all of the hotels faced hard times whether Marriott or Premier. Since there was enough restriction regarding international travel, all of the hotels have to focus on domestic areas and customers. In that case, Marriott set opportunities to meet the changes of people that they require based on the F&B (food and beverage) strategy. It connected people with the hotel, Marriott management system started to adopt the scrum workflow marketing method to start this F&B strategy. This collaboration made the day for people and respective hotel members who gave their efforts to overcome with pandemic effects. 
On the hand, Premier Inn has a unique ownership model that provides a competitive advantage in the challenging market. This hotel uses a vertically integrated model, that combines property related to ownership, hotel operations distribution of inventory, and that strategy and effective marketing plan have enabled Premier to move at a faster pace (Bowie et al. 2017). However, during the Covid situation, this hotel has also faced enough hard time market due to no connectivity with international travel. Respectively Premier Inn made a strategy to capitalize on pent-demand in the context of staycations. During the lockdown period, Whitbread announced a 1bn loss for the financial year of 2020 (marketingweek.com, 2022). With the all-over challenging situation, Premier Inn proceeded with a unique operating model, that market-leading direct distribution model, this model allows continuing to provide strong market share gained among the UK. According to the report, this model influenced to continue growing with innovation throughout using powerful competitive advantage in the context of the organizational brand. 
[bookmark: _Toc118422431][bookmark: _Toc118478156]Marketing mix role
Currently, Marriott has created a market position that caters to the luxurious facility. This organization has followed the 4Ps marketing mix strategy, the core product of Marriott in the marketing mix is providing hospitality services. On the other hand, Premier Inn uses a 7ps marketing mix strategy, this organization mostly operates across the UK. In terms of products and services, this hotel offers rooms as per customers’ requirements. 
Marriott decides the price by keeping the product value and quality framework. Both hotels favor digital promotion through social media (Chaffey and Ellis- Chadwick, 2019). Since Marriott and Premier both belong to the hospitality industry, these organization prefers people, process, and physical evidence.
[bookmark: _Toc118422432][bookmark: _Toc118478157]The implication of macro analysis and overview
In the recent past (2021), covid has affected badly to the entire hospitality industry, however, hotel Marriott had overcome the situation and operated over 20 reserved hotel canters, in which 7 of which were situated across the U.S, and the rest of them were in other countries. During the last year 2021, Marriott has employed around 1200000 associates in terms of properties, including service of customer care and above property operations (Marriott. gcs, 2021). The hospitality industry has faced a critical challenge due to the impact of covid-19, in response, the most organization has taken a better marketing strategy to overcome business loss and maintain their market position. Similarly, Premier Inn had lost its staffing facility due to the existence of Covid and across Britain, staff shortage was one of the problems at that time due to the health crisis. On the other hand at the same time Britain was facing challenges due to Brexit, this impacted loss of EU workers that caused staffing issues. 
[bookmark: _Toc118422433][bookmark: _Toc118478158]Elements of the internal analysis
Currently, Marriott hotel is one of the leading luxurious hotels among international platforms. Based on the report, Marriott had acquired annual revenue of 13.770 billion dollars, which declined by 34.08% (Marriott. gcs, 2022). The most important strength of Marriott is its creativity and innovation, loyal consumers, acquisitions, obeying rules and regulations, creating a global brand, and leadership in the context of the market. According to the internal analysis, there are some weaknesses such as company lawsuits, negative marketing, strictness, data transparency, and its family business. Now the opportunities for Marriott are its expansion services, customized services, economic development, and changes in demography. Throughout the internal analysis, certain threats have been identified such as the risk of terrorist attacks, tension among trading, competition with reputed brands, and economic recession. 
On other hand, Premier Inn’s internal analysis can be shown as follows:
Strength: numerous sites that customer satisfaction
Weakness: increase in the number of competitors 
Opportunities: a variety of strategic mergers, digital marketing, and positive customer experiences
Methods used for segmenting, targeting, and positioning within markets: since Marriott and Premier Inn both are international hospitality industry, both use similar ways for segmentation, targeting, and positioning. Following is a certain set of rules, that those organizations follow:
Segmentation: identification of a meaningful group of customers
Targeting: Selection of a particular segmentation
Positioning: the building of improved brand equity in the context of a target
[bookmark: _Toc118422434][bookmark: _Toc118478159]Marketing information system need
With the presence of MIS in the hospitality industry, it is possible to create planning, operational control, and management, seamlessness by providing appropriate reports along with information (Shniekat et al, 2021). This information system provides proficient data effectively that helps the organization to be more flexible in the context of customer needs. 
[bookmark: _Toc118478160]The role of databases in information management
The database provides appropriate and synchronized data regarding existing or new customers. According to Dieguez et al. (2021), an updated form of information technology facilitates to retrieval of older data. Since the system works through a cloud system there is no chance of data loss, each single piece of data is protected with a data security system by using certain applications (Malware, SQL, DoS, etc system). 
[bookmark: _Toc118422435][bookmark: _Toc118478161]Digital marketing; the role of social media technology
Based on a study by Kotler and Kartajaya (2017), nowadays social media plays a vital role in any kind of marketing, this platform creates general awareness among the customers and the organizational members as well. This is the best place for proceeding to the market hub without many expenses, as many people will share information through social media channels, and more customers would approach the organization easily Yorkulov et al. (2022). Social media create an effective market hub for the hospitality industry and created a bridge between the customer and the marketers. 
[bookmark: _Toc118422436][bookmark: _Toc118478162]The nature of marketing research, methodologies, and tools
Before entering any hotel group it is essential to check all the required information regarding the hotel. Respectively social media is there to serve. According to Canhoto, and Wei (2022), there are four types of market research methods and tools used as guest satisfaction reviews and online website user experience.
[bookmark: _Toc118422437][bookmark: _Toc118478163]Importance of stakeholders for Sustainable marketing
Since sustainability represents society and stakeholders are the ones who act as a representative in that society. In the context of the hospitality industry, when it comes to corporate social responsibility, stakeholders are the ones who can better take care of society, since they are related to the ecosystem (Smith and Zook, 2020).  
[bookmark: _Toc118422438][bookmark: _Toc118478164]Communication Mix activities including social mediaH
Communication mix is known as a tool that is being used to communicate with respective customers. According to Tanveer et al. (2021), social media is a channel through which all communication is done, social media is used to share information by creating advertisements, product packaging, website events, exhibitions, and direct marketing. 
[bookmark: _Toc118422439][bookmark: _Toc118478165]Conclusion 
The present study has concluded how a reputed branded hospitality industry has effectively derived its businesses. This paper would have represented a complete understanding marketing direction that has been chosen by Marriott and Premier. The current market position along with current marketing strategies has been discussed, throughout the impact of covid-19. Social media has played a great role in general awareness among people respectively, people are more concerned now regarding choosing the best. 
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