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In a world where the success or failure of a company depends on its cunning and skills to be able to position itself in the mind of customers, it is necessary not only to offer a superior product to the market, which meets the expectations of the customers for its quality but also can satisfy psychological needs that allow the customer to feel identified with the brand.


In the following essay, we will analyse two hotel chains and see how they have adapted their marketing plan during the economic impact caused by covid-19. The chosen chains are Mariott Hotels and Premier Inn. 

The history of Mariott dates to 1927 when the Mariott family started with a small beer stand in Washington until today has a total of 7000 hotels divided among 30 brands in more than 131 countries of the world being one of the most important hotel companies worldwide. (Mariott,2021)

 Premier Inn is one of the brands of the Whitebread Plc group originally founded in 1742 by Samuel Whitebread and Tomas Shedwell starting with a small brewery and opening its first Premier Inn in 1987 to become the largest hotel brand in the United Kingdom with more than 800 hotels and another part of them in Germany. (Whitbread,2021)

In addition, Whitebread PLC also has chains focused on food and beverages highlighting that until 2018 it owned Costa Coffee before greening it to Coca-Cola for 3.8b. (Whitebread,2021)

The Mariott chain allows choosing between 5 types of experience according to customer requirements and classifies their brands into Luxury, Premium, select, extended stays, and collections (Mariott,2021) segmenting their market according to the individual needs of their customers since we must bear in mind that each consumer has a different way of behaviour and receives differently the messages of the market which causes differentiation of the same in different groups. (Hirst and and  Tresider, 2012p.130,pp.1-3) based on this market segmentation and analyzing the behaviour of consumers will be much easier to make a personalized strategy (Kumar, Trivedi, 2006,p1 ) So then in turn the Mariott chain is characterized by using a differentiated segmentation dividing a large and heterogeneous market into smaller segments that can be reached more effectively. Branding means “ establishing a distinctive identity for a product based on competitive differentiation from other products" and is a response to the problem of standardization that a product can suffer (Simon Hudson, 2008) 

So we can confirm that the marketing model of Mariott is much more expansive and seeks to cover a larger market giving the customer the possibility of covering any of their needs and reaching in some cases beyond what would be a simple trip being able to make the client enjoy through the senses of the experience offered building strong bonds to guarantee their return in the future. (Mariott, 2021) And is that the most important thing about experience-based marketing is not the product or the brand; it is the customer and their perceptions. 

Differently within the company Whitbread PLC, Premier Inn only has within two sub-brands Hub and Zip (Premier Inn, 2021) being remarkable its utility and its affordable price and is that as Gilbert and Lockwood (1990 pp.35-39) claim these hotels can offer a service as good as hotels with a higher star rating but where rates are between twenty or thirty per cent cheaper than the market average. 


Morphew and Senior (1990 pp.3-9) will define this type of hotel as low budget characterized by low prices, a minimum number of facilities and services and have construction in modules. 

 Mariott International within its hotel group establishes prices above the market average in its luxury ranges to differentiate itself from the rest of the market (Hudson, 2008, p.186). That is why the price is one of the marketing factors to consider the client will associate it with a series of services or amenities. 

So, we can say that Premier Inn's marketing plan would be a mass marketing plan. 

The disadvantage of this type of undifferentiated strategy is the difficulty of correctly meeting the needs of customers. In addition, you can be wasteful and lose your main focus. While its advantage is in the minimum cost because Premier Inn hotels are in strategic places such as in the proximities of airports or train stations, showing that your main customer is the one who is passing through. It is also especially important that the hotel is in areas that are demanded by visitors, that is, areas of tourist interest. For this reason, many hotels are located near beaches, spas, business centres, important sports centres, large cities or sites of historical or cultural interest which will also directly influence in the price of the rooms. 

It should also be highlighted that sustainability is one of the most representative issues today and the tourism industry has the challenge of adapting to this new paradigm. That is why both Premier Inn and Mariott Hotels include in their green marketing plan "The objectives of sustainable development"(United Nations, 2021) established by the United Nations committee, thus carrying out in their facilities a reduction in the production of waste and carbon emissions to cause a lower environmental impact. (Mariott 2021, Premier Inn, 2021)


We must also bear in mind that during the last year and a half due to the crisis caused by the global pandemic both groups of chains have had to adapt and implement new sanitary measures and offer their customers new alternatives to maintain their safety for example the possibility of checking in through the application on your mobile and increasing the cleaning of the common areas every two hours and reducing the capacity of its facilities up to 65% to make it easier to comply with the social distance requirements. (Mariott, 2021)  

If we make a SWOT analysis of Mariott International, we can see that on their n their strengths they have a global presence, they have an excellent reputation and is one of the regular companies on the Fortune 500 list ranked in the 293 nowadays. (Fortune, 2021) Also, due to its Bonboy  programme, the company achieves customer loyalty by rewarding them every time they visit a Mariott chain facility. (Mariott, 2021)

On the other hand, we can find a list of weaknesses as the bad publicity that the company received during 2017 by the decision to help only their guests during the hurricane Irma and kept non-guests off the cruise ship even though it was half-empty. (ABC News, 2017) 

Also in 2018, the guest reservation database of Marriott’s Starwood was hacked and personal information of up to 500 million people was exposed, including names, addresses, phone numbers, passport numbers, and so on. (New York Times, 2018)


Having a look at the opportunities that Mariott can stand out we can remark its diversity offers satisfying customers of the digital age offering customized services that cater to the specific needs of customers.

Mariott´s threat is that they count with a strong group of competitors as Hilton or Novotel.


If we make the same SWOT analysis for Premier Inn, we can find that the company strengths have a very good brand image during the years as for example was named the Best Budget Hotel Brand at the Bussiness Travel Awards 2020 and won Tripadvisor Travellers Choice Awards 2019 (Premier Inn, 2021)

If we look at Premier Inn opportunities, we can observe that they are expanding their hotels through Germany but at the same time as Mariot Hotels they have as well a strong group of competitors as could be Holiday Inn, Easy Hotel or Ibis.

So according to the research carried out, it can be concluded that the Mariott hotel group presents a very extensive marketing application within its processes and portfolios of services, using marketing tools such as market research, segmentation, and marketing mix in a formal and structured way, unlike Premier Inn that follows a much more basic marketing model without differentiation of its product.
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