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A COMPARISON OF THE MARKETING METHODS OF TWO MULTINATIONAL HOTEL CHAINS


Introduction
Marriott international has been one of the most popularly serving hospitality industries which began its journey in 1927 expanding its business to almost 138 countries and has more than 150 million loyalty members. On the other hand, Premier Inn has almost 800 hotels spread across UK and it also has a wider range of services for marketing development and compatibility. The reason to choose these two hospitality industries could be illustrated through the unique strategy of competitive marketing followed by both of them. This argues for a stronger expansion in the operation of hotels. The entire discussion would depict marketing strategy, market position and various other marketing trends comparison of two hotels respectively. 
Choice of marketing
Marriott International illustrated a commodity marketing approach in 1927 where it served good food to customers. The company opened “Hot Shoppes” in 1928 and later depicted its approach through flight delivery of lunch boxes in 1937. After 1972, it entered into the cruise business which arguably made it a success as an overseas affair by 1997 (Marriott International, 2021). After the 2000s, it established its economy tiership which depicted its marketing approach a success for customer engagement. As argued by Mothersbaugh et al. (2020), the commodity approach slowly changed to a decision-making marketing approach illustrated through its innovative use of technology in improving the experience of guests. The innovative marketing model to attract more investors depicts its changing marketing approach with time. 
Premier Inn was developed in 1987 as a travel inn with a perfectly competitive motive to deal with Travel lodge. The company finally merged with Premier Travel Lodge in the year 2004 where it demanded 70% of business from whitbreads (Whitbread, 2021). This finally illustrated a transition from functional to a decision-making marketing approach. The company initially started as a chain trading industry which advanced to a rapid luxurious expansion in popular areas of the UK. As depicted by Sekerin et al. (2018), it formed significant competitiveness which developed its change in marketing approach and expansion of franchise agreements through merging. The company has also developed several smaller inns as a part of larger chain trading. Hence, it could be compared that Premier Inn expanded through chain trading while Marriott International mostly applied innovative technological use. 
Current position of market 
The current market position of Marriott International depicted a fall in the revenue structure to 10,571,000 in 2020 from 20,972,000 in 2019 (Yahoo Finance, 2021). The operating income  drastically fell down illustrating the present pandemic situation which lessened business operations and it came down to 351,000 in 2020 from 1,938,000 in 2019 (Yahoo Finance, 2021). The rise in the expenses arguably included high maintenance costs as well as staff cost which led to a rise in interest expense from 394,000 in 2019 to 445,000 in 2020 (Yahoo Finance, 2021). The rise in loans and high interests illustrated a significant loss in the financial operations where the hotel chain management suffered rapidly. 
Premier Inn has arguably improved its operations despite pandemic due to its chain trading. The trading has resulted in a rise in total revenue from 2,049,100 in 2019 to 2,071,500 in 2020 (Yahoo Finance, 2021). This led to an illustrating rise in gross profit from 18,44,900 in 2019 to 18,63,000 in 2020 (Yahoo Finance, 2021). The lovely team coordination and safety standards arguably resulted in significant reasons as the rise in market performance respectively. The interest expense fell from 146,100 in 2019 to 144,200 in 2020 (Yahoo Finance, 2021). Overall, it could be noticed that premier Inn has a significant financial performance compared with Marriott International respectively. 
Strategies of marketing 
The marketing strategy has been arguably illustrated through three features- product, place, promotion and pricing.
Marriott International arguably presents its product strategy through illustrated representation of its services into core, augmented as well as actual service. As opined by Pomering (2017), the core services included improved and innovative products depicting wonderful customer experience. The pricing strategy has been illustrated through an objective of perfect price and right choice of products. The setup of competitive strategy in determining price led to a right profit set up where the rivals were also set at pressure. The place strategy arguably explained the decision-making process where attractive locations had been selected to attract customers (Softinn, 2019). The promotional strategy depicted digital technology and rise in innovativeness through social media promotions. 
The operating model of Premier Inn has been depicting an innovative use of digital technology and low-cost acquisition of customers as the place strategy. As opposed to Dost et al. (2019), the tailored rise in experience as well as required rise in the consistent execution led to an affordable pricing structure which arguably explained its pricing strategy. The business promotional strategy has been illustrated through a significant rise in the discount facilities to customers such as lower rents facilities for hotel rooms and a flexible lower capital cost. The product strategy arguably defined quality development in the services as well as flexible network development in providing customer solutions (Whitbread, 2021). Hence, it could be compared that Marriott focuses on competitiveness while Premier Inn focuses on customer engagement through effective promotions. 
Sustainability and green messaging of marketing 
The sustainability marketing management of Marriott International has been depicted through the regional change in the structure for operations where “Serve 360 regional roles” involved sustainable goals at regional operations (Marriott International, 2020). The best practice includes reduction in water intensity by 15%, lowering impact of carbon by 30% and reduction in landfill waste by 45%. The rise in the use of renewable electricity by 30% illustrates a green message towards the environment by 2025 where it arguably shows achievement of goals (Marriott International, 2020). As justified by Sekerin et al. (2018), the rise in the adaptive use of projects would also arguably explain the significant serving of communities where the sustainable practice would help the development of eco-friendly business locations. 
Premier Inn has arguably established a commitment on earth day in 2018 where it would cut carbon emissions by 50%. The hotel has signified its sustainability as well as green messaging through 88% reduction in carbon by 2050 (Premier Inn, 2021). The step towards use of green gas argues for investment in renewable appliances which would help in sustainability. This would also require installing solar panels as well as reduction of emissions which arguably lifts use of electric vehicles. The large-scale use of LED lamps significantly illustrated saving of almost 10,000 carbon tonnes where it has been described as an award-winning environmental strategy (Premier Inn, 2021). As opposed to Pomering (2017), the comparison has been signified through a better sustainable practice for Premier Inn in respect to Marriott International. 
Position during Covid 19 and market message to customers 
The COVID 19 has drastically made an impact on the financial performance of Marriott International. This has arguably introduced a significant impact on the required expenses where the message towards customers has been significant promotional activities. As argued by Dost et al. (2019), the identification of risks as well as assets depicted a relevant rise in the risk factors during pandemic which navigate a significant impact on franchise agreements. The rise in factors led to a customer message where reduction in the operating costs by the decision-making factor involved high maintenance of cleanliness as well as health protocols for customers (Bethesda, 2020). The rise in the material expectations despite the pandemic has been the significant message to customers where the drop in financial performance identified a lower operating cost for the hotel. 
The COVID 19 led to a fall in the supply chain problem where the added problem signified a fall in the customer value for services. The high demand from customers could not be met which illustrated a lower financial performance in 2021. As per the views of Mothersbaugh et al. (2020), although financial performance improved in 2020 compared to 2019, the quality could not be maintained. The fall in the standard delivered a relevant problem in the customer treatment which served as an important message to the customers. The fall in value depicted a loss in quality due to pandemic and customer relevance started falling (Premier Inn, 2021). Hence, it has been depicted that the pandemic has served as a worst message to customers for Premier Inn compared to Marriott international.
Conclusion 
The entire topic has illustrated a comparison in the financial performance of Marriott International and Premier Inn. Although the financial performance developed for Premier Inn, it could not maintain service quality at par with Marriott International. The sustainable commitment has been arguably part of the green messaging towards the environment which has created a value for the Premier Inn compared to Marriott International. However as per present financial performance in 2021, the value and customer message has been falling during the pandemic for Premier Inn compared to Marriott international. The current marketing position also has been part of the marketing strategy which depicted a strong strategy for Marriott international compared to Premier Inn. The marketing performance has also followed a different marketing approach where the marketing approach has been stronger for Marriott international.  Hence, both the hotel chains had their own flaws where the marketing trend as well as strategy differed for each hotel chain operation. 
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