A comparison of the marketing methods of two multinational hotel chains.
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Premier Inn and Marriott are a multinational organisation which provides their service to more than 100 countries. So, they have to maintain different marketing approaches also they have to make different changes in their marketing approaches. In the time of COVID-19, safety issues, technological development is anticipated. Besides, they belong to society so social development, cleaning system, sustainability of the environment can be done by the activities of hotels. Besides, competition is huge in the market so changing approaches with the need of customers can be done by multinational organisations. 
[bookmark: _heading=h.1fob9te]Marriott International is a multinational hotel chain system that provides its service to more than 100 countries in this world. They are serving the taste of every kind of person around the world. So, they have to change their tactics, approaches regularly to get the best market return. Porter’s model, marketing mix, product system, pricing, etc. are changed continuously by Marriott to receive better feedback from the market (Wang and Zhang, 2020). Their strategic move, a competitive analysis can give more knowledge about the business market so this is chosen by the student for marketing analysis. Besides comparing companies will be highlighted for better feedback.
Premier Inn is another company that offers 40000 rooms with 578 hotels for the comfort zone of customers. Their rooming service includes mind-blowing equipment, safety measures, clean clothing and all together these things give an elegant look. They give high privileged support to their special customer. They offer different packages for their different types of customers. They try to make their service more comfortable for their customer (Yang et. al, 2020). They may follow their structure to take care of their stakeholders. They try to make different offers to hold the market for every kind of people. 
Marketing is the related action done by organisations to increase the market value of a product according to the customer’s choice. Marriott is a company to serves its service to the world almost but they started from the very beginning period (Pandey, 2021). They segment their market according to a demographic variable so they focus on the income level, age, ethnic rate of the UK at first. Then. They decided to do everything for the market growth of Marriott. So, they follow the globalised trend. They started introducing approaches for the international market (Font et. al, 2018). They promote several changing offers to induce business customers. They used to give their service for the rich people only but nowadays they focus on improving their strategy for the business customers especially. 
Premier Inn started their business by providing facilities like Gym and swimming pool to the upper-class people only. Then, they invested a huge amount in the expansion of their business as a hotel industry (Stringam et. al, 2020). They follow the globalised trend and they get an enormous response to their facility. They focused on the only business person that is reducing their market value. People can come to enjoy their vacations etc. but Premier Inn is changing their approaches for business class people only. Marriott is following globalisation by changing its approaches for a business class person, family, etc. So, they will reach out to the market the most.
Marriott International has a high brand value a global leading capability that is counted as their strength. Premier Inn is providing service to the whole world almost but their global leading power is a little weak as their focus is on business movers only (George, 2021). They can focus on their promotional offers that are only made for business persons. Website’s availability, more franchise also attractive rooms, and other services are provided by both organisations to the whole world (Strielkowski, 2020). They are giving training to their staffs regularly to behave properly with customers. As a result, the company can ensure satisfactory service to the customers. 
Marriott is providing some packages for dine-in in their hotels with promotional offers so that they can get attraction from their customers who belong to the lower-earning class. Premier Inn is not doing any kind of activities to get attention from lower-class earning members because they target the upper-income class population (Stringam et. al, 2020). Besides, a business person gets a comfortable service from Premier Inn and as a result target market size of Premier Inn is much narrower than Marriott. 
in terms of types of services provided, both organisations have shown that diverse rooming is not the only thing that a guest usually needs. Premier Inn is focused to give high ranges room service for the business movers. They have made an excellent environment for the eye view of customers (Sharma and Kaushik, 2021). Their food system, lounge system, gym system, pooling system is so beautiful with luxurious glamour. Besides, Marriott International is providing service to the customers with their food facility, room facility. The pricing system by Marriott is they try to change pricing based on product types. So, they give a price list for foods, accommodation and customers chose based on their needs (Kim and Liu, 2021). Premier Inn sets pricing based on the competitive situation as they face too much competition in the market. 
Locations are set by Marriott as per the beautification of nature. So, they set locations, where eye sights are more beautiful also tourists can see heel view, sea view, etc. Then they will be attracted by the customers (Hsieh et. al, 2020). Besides Premier Inn sets places based on natural views. They focus on their internal service the most. They try to create places near the airports and business organisations then business comers will get the best service from the Premier Inn. Based on the target market, Premier Inn and Marriott set their marketing mix.
Premier Inn is focused on the environment cleaning system more as they want a green environment for every country. Marriott is also dedicated to making the environment clean and safe for the customers of the country's people. Minimising the usage of power and using water by cleaning and the sanitising system can make the environment clean (Song et. al, 2021). Multinational organisations operate their business in the whole world so they use power systems the most. So, they can reduce their power usage system by solar panel usage. This is done by both organisations for a green environmental system. 
Besides, the clean water system is started by different organisations as well as by Premier Inn and Marriott. They clean up the water and then they recycle water for the usage of their customers (Hsieh et al.,  2020). So, water usage is increased but wasting water is reduced that is good for the environment to clean up the system). Different innovative technology can reduce carbon emission in the time of food making procedure so Marriott is focusing on carbon emission procedures (Roy and Faroque, 2019). This is the better system for the environmental clean-up system. Business profit is made by Premier Inn but that is not harming the environmental ecosystem. Their technology is making the environment cleaner and more sustainable for the customers and country people.
Digital marketing strategies are introduced by Marriott for the customers. Customers can go to websites and they can observe cleaning systems, food preparation systems other systems perfectly for the betterment of their family. Then, they can simply make their booking system. A travel system is improved with the sanitisation system, distance system (Chadee et. al, 2021). They are being more careful in the time of travelling system. So, people can rely on the service system given by Marriott in the period of COVID-19. Besides, customers can check the hospitality system, cleaning system on its own then they will rely on the management system. 
A local marketing system is that they have to be in line for making the reservation. At this time, Premier Inn is facilitating every kind of advantage that is needed for customers as the mean of safety. Besides, every customer needs a special service, cleaning system in the time of the COVID-19 situation (Canhoto and Wei 202). So, they can consider a clean-up system, sanitising system, reservation system for the favour of customer’s choice. Besides, customers can make a reservation on the websites given by Premier Inn (Alsetoohy et. al, 2021). They gave assurance of safety even they use different safety appliances in their organisations to keep a healthy environment. 
In conclusion, every organisation tries to increase its global presence rate more than before. So, they try to secure their market position with the help of different marketing tactics. Marriott tries to set up their marketing mix for the betterment of its target customer. Premier Inn tries to make different offers regularly for attracting business customers. The pricing system of both of the organisations is too high that can’t be afforded by general organisations. So, pricing policy can be flexible enough then this can be afforded by customers from every sector. Besides, Premier Inn can increase its target market level more than before. They can make promotional offers for the family, business person also for young generations to get more profit. 
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