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‘"We are Ladies and Gentlemen serving Ladies and Gentlemen." This motto exemplifies the anticipatory service provided by all staff members.’[footnoteRef:1] The Ritz-Carlton have proved time and time again that customer satisfaction is their highest mission. The Ritz-Carlton continues to grow and inspire life’s most treasured journeys in the most desirable destinations on earth.  [1: https://www.ritzcarlton.com/en/about/gold-standards ] 


The Ritz-Carlton Hotel Company operates 108 opulent hotels and resorts with 29,158 rooms in 30 countries. ‘…un-wavering commitment to service, both in our hotels and in our communities, The Ritz-Carlton has been recognized with numerous awards for being the gold standard of hospitality.’[footnoteRef:2] [2:  https://www.ritzcarlton.com/en/about] 


On the other hand, we have Premier Inn, the UK's largest hotel brand. It operates hotels in a variety of locations including city centres, suburbs and airports competing... ‘With over 840 hotels across the UK and beyond, we really are everywhere’[footnoteRef:3] ‘We’re delighted to announce we’ve been voted Best Budget Hotel Brand at the Business Traveller Awards 2021...’[footnoteRef:4] [3:  https://www.whitbread.co.uk/about-us/our-brands/]  [4:  https://www.premierinn.com/gb/en/why/awards.html] 


Although both Premier Inn and The Ritz-Carlton serve the same market, their marketing strategies are not very similar. The Ritz-Carlton is a prestigious hotel chain. The largest hotel chain in the UK is Premier Inn, however it is marketed as a limited-service hotel company, which implies it is less expensive and offers less services than a full-service luxury hotel.

The Ritz-Carlton considers its employees as the most important resource in their service commitment to their guests. How do they attain the highest level of customer satisfaction? Empowerment. Empowered employees will make any company more efficient, and person centred. Each employee is empowered to spend up to $2000 per guest, per incident. Employees can make decisions to promptly resolve a guest issue or even make an experience more beautiful and memorable. This shows the employees how much trust, the company, has in them to resolve guest issues and make sure guests experiences are memorable. 

‘The Ritz Carlton…..tries to differentiate itself from the others in terms of services offered. Not only does Ritz Carlton provide spacious rooms, private baths, and other comfortable accessories…improving their ambiance, environment, and service. The result is the added attention towards extensive flowering in public areas, banquet halls, conference rooms, gourmet cuisines, spas and other accessory facilities like paid car service, travel guide…’[footnoteRef:5] [5:  https://www.mbaskool.com/marketing-mix/services/17698-ritz-carlton.html] 


‘At Premier Inn…we're so confident you'll have a great night's sleep that, if you don't, we'll give you your money back*….This is our Good Night Guarantee.’[footnoteRef:6] Premier Inn aims to provide clients with economical packages. It offers different types of rooms for different customers. Rooms are categorized as single, double, and accessible. They offer luxury king size Hypnos beds. A hairdryer, Freeview TV, free Wi-Fi 24/7, and beverage making facilities. All Premier Inn hotels have a bar and a restaurant on-site so that guests do not have to go far for food and drinks. Premier Inn has a rigorous daily cleaning regime to ensure the safety and wellbeing of the guests. Premier Inn cater for corporate and families, with families bringing in the larger amount of revenue.  [6:  https://www.premierinn.com/gb/en/sleep/good-night-guarantee.html] 


People are ultimately looking for a place to stay. Premier Inn strives to ensure that its guests enjoy a decent night's sleep whereas The Ritz Carlton strives to take customers' ideas and turn them into something they could never have imagined. Although both offer the same product, do they offer the same product?

The target customer for The Ritz Carlton involves business executive, celebrities, national and international sportsmen, leisure travellers, corporates and mostly the upper middle class and the upper section of the society. Known for its premium services, the company has adopted a premium pricing strategy. It caters for guests who spend extra amount of money in pursuit of comfort and luxury. First class prices imply premium products. At one night stay can cost from £250 to £3500. 

‘As of the financial year ending in 2022, room rates at Premier Inn branded hotels in the UK were an average £56.7 per night.’[footnoteRef:7] The hotel has a value pricing strategy aiming to provide the customers with a great value for their money. Premier Inn has different pricing strategies. From Flex, which allows guests to cancel or amend their stay up to 1pm on the day they are due to arrive, to Advance, allowing you to pay now, fully refundable with free cancellation up to 28 full days before arrival.  [7:  https://www.statista.com/statistics/740692/premier-inn-arr-average-room-rate/#:~:text=As%20of%20the%20financial%20year%20ending%20in%202022%2C,Ireland%2C%20although%20the%20company%20has%20expanded%20into%20Germany.] 


The price variation is attributed to the scope of services and level of customer support provided. The Ritz Carlton, being a premium hotel, provides a broad list of services and is always eager to go above and beyond to ensure guest satisfaction. Premier Inn, on the other hand, is a limited-service hotel with a limited menu of services and products. How does this impact pricing in relation to the marketing mix? It's straightforward. Everything has a price. Booking a room has a fee but adding on additional services increases that cost. The more services you provide, the greater the scope of additional services sought by customers.

The Ritz Carlton has a dedicated team that considers site-related decisions when deciding where to launch its product, and their choice of location is influenced by the area's central location or closeness to the airport. Bookings can be made online at Ritz Carlton thanks to its own official website. It has released a mobile app that was created specifically to provide relevant and specialised information, in different languages.

With 800 locations, there is probably a Premier Inn where you are going in the UK. They are situated close to important motorways and A-roads, airports, and significant towns. Any product can only be successful if it is accessible to the intended audience. Both organisations have made certain that their services are available in easily accessible locations or at major points of interest.

The Ritz Carlton has implemented a word-of-mouth marketing campaign. Its notable guests are pleased with the products and services and inform others about them. This generates a vocal chain, allowing hotels and resorts to expand their consumer base. The brand promotes itself through travel periodicals, travel agencies, and social media platforms such as its official website. To increase brand visibility, catchy and vibrant ad advertisements are shown.

The Ritz Carlton has its own reward programme in which members can earn reward points in a variety of ways. Sufficient reward points will allow for a complimentary stay, room upgrades, and other associated services. The Ritz Carlton offers vacation packages and other incentives as part of its promotional approach. 

‘……..investing £20m into marketing over the next financial year.’[footnoteRef:8] Premier Inn returned to TV screens as part of the multichannel campaign, which also included outdoor, radio, print, digital, and social media. According to Whitbread CEO Alison Brittain, the goal is to strengthen brand recognition for both leisure and business visitors of Premier Inn. [8:  https://www.marketingweek.com/premier-inn-recovery-marketing/] 


When it comes to promoting their products and services, almost all businesses follow the same approach. They cover the same grounds before determining which promotion method is successful for them in terms of higher turnover. The Ritz-Carlton and Premier Inn have followed suit. Over decades, The Ritz Carlton has built a luxury brand image and provided guests with breath-taking levels of hospitality and experiences. The Ritz Carlton experience cannot be read from a television set or heard on the radio; it can only be transmitted through the mouths of people or even friends/family who have first-hand knowledge of the experience. A customer will always prefer to invest in a tried-and-true product.

‘At Premier Inn… we care deeply about you, our teams, our communities, and our planet… we do, from donating surplus food to communities and working on reaching net zero carbon to supporting the life-changing work of Great Ormond Street Hospital...’[footnoteRef:9]  [9:  https://www.premierinn.com/gb/en/why/force-for-good.html] 


‘We are focused on integrating environmental sustainability throughout our business… comprehensive set of initiatives and practices are in place, designed to reduce energy use, water consumption and waste...’[footnoteRef:10] [10:  https://www.ritzcarlton.com/en/community-footprints/our-commitment/environment] 


Sustainability issues have become increasingly important to business decision-makers as companies confront increased public scrutiny, stronger regulations, and growing stakeholder pressures aimed at preserving the common habitat. Consumer tastes are shifting toward ecologically friendly products and services. Both organisations have clearly included sustainability into their marketing tactics and have a strong attitude and approach to sustainability. This increases the financial and environmental viability of both companies.

‘As we moved through the pandemic, the hospitality sector adapted to the changing restrictions, with the proportion of businesses temporarily closed falling from 81% in the spring 2020 lockdown to 54% in the early 2021 lockdown.’[footnoteRef:11] [11:  https://www.ons.gov.uk/businessindustryandtrade/business/activitysizeandlocation/articles/
coronavirusanditsimpactonukhospitality/january2020tojune2021] 


‘The safety of our guests and team members is our number one priority. That's why we’ve implemented extra precautions as part of our Premier Inn CleanProtect promise to ensure all our hotels are clean, safe, and adhere to the latest government guidance.’[footnoteRef:12] [12:  https://www.premierinn.com/gb/en/covid-19.html] 


The pandemic has affected everyone and everything. Restrictions meant that both companies were unable to operate to their fullest extent, even unable to operate at all. These companies have since put measures in place to make guests feel extra safe when visiting.
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