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The business world is changing at an alarming rate and that is the reason why business organisations need to adopt new strategies and plan to survive in the marketplace. Service industries also use several marketing strategies and plan to make the business more popular among consumers (Ferrell, Hirt and Ferrell, 2019). This essay discusses two famous multinational hotels which are famous for their unique service and well-organised business strategy. Ritz Carlton and Premier Inn consider being the best among the other hotel chain in the United Kingdom and their popularity among consumers increasing day by day. Ritz-Carlton is mainly famous for its unique service and hospitality along with its elegant accommodation. The company is owned by the famous hotel chain Marriott International and the hotel is mainly located in big cities and towns where the consumer base considers being solvent enough to take the service of the hotels (The Ritz-Carlton, 2019). The reason behind choosing this hotel as it is a renowned luxury hotel brand that establishes the bar for quality in the tourism sector. On the other hand, Premier Inn is a brand of low-cost hotels that offers customers economical lodging without sacrificing quality. This hotel is mainly located in a convenient location where diverse consumers are located. The hotel offers comfortable rooms, high-quality beds and other services to satisfy the needs of the general consumers (Premier Inn, 2021). The reason behind choosing this hotel brand is its budget-friendly service and quality of accommodation. 
Ritz-Carlton always implies luxury and expensive service for the consumers along with a personalised experience. The brand establishes as a symbol of opulence and makes it different from the random hotel chain which just provides the basic hotel services for the consumers. The hotel company strongly focus on quality which makes it more unique and more expensive that the others. In recent years the brand made significant changes to its marketing and strategic approaches to attract a wide range of consumers (Francesca Dall'olmo Riley, 2010). The social media marketing approaches help the company to build attention among the young demographic consumers. Moreover, Ritz-Carlton has emphasized sustainability and social responsibility more in its marketing strategy, emphasizing its dedication to environmentally friendly methods and community involvement. On the other hand, Premier Inn always focused on the affordability of the consumers and the overall marketing approaches of the company are centred on the accessibility of the consumers. The brand targeted budget-conscious consumers and try to give them the best service and comfort within a limited price boundary (Cateora et al., 2020). The locations of this brand are mainly targeted based on the airport, shopping mall and railway station where the general public comes to meet their daily activities. The brand nowadays expands its marketing massage to provide the best quality across the globe which creates a positive image for the brand. The brand leverage new technology to provide the best service for consumers and make them a loyal consumer base for the future. Premier Inn has also made an attempt to cater to younger tourists by collaborating with well-known companies and individuals (Evans, Jamal and Foxall, 2019). Whatever approaches dare developed by the two brands are all about consumer satisfaction and both brands tried to make this happen by applying different strategies of marketing and management. 
Ritz-Carlton and Premier Inn occupy different market positions to attract the target customer and make the positioning feasible for every demographic location. The hospitality industry is booming in the twenty-first century and many organisations try to do their best to survive in the overly competitive business market. As a luxury hotel brand Ritz-Carlton target high-end travellers who want exceptional services and accommodation for travel (Kotler and Armstrong, 2019). The hotel brand mainly targeted the big cities and towns in order to make the price higher than the local ones. The experience of the hotel is basically luxurious and it is mainly an outreach situation for the general public. They charge premium prices as a supplement for providing high-class services to their customers (Lee and Kwag, 2017). The general public may not afford the cost of the hotel which is why the company always target solvent businessman, celebrities and sports persons. The main course of service from the Ritz-Carlton hotel is the personalised service that is sought by every customer in this recent business scenario (Walker, 2017). The company routinely ranks among the world's top luxury hotel brands and is noted for its legendary reputation. Besides Premier Inn is a budget hotel chain that focuses on the affordability of the customers rather than luxury. It mainly targets value-conscious customers who seek comfortable accommodation at a lower price. The company is renowned for maintaining uniformity throughout all of its hotels and is a well-liked option for families, business travellers, and vacationers on a tight budget. Nonetheless, both businesses place a high priority on providing great customer service and have become market leaders in their respective hospitality niches. 
Both Ritz-Carlton and Premier Inn employ a variety of marketing techniques to advance their respective brands and draw clients. Although Ritz Carlton uses a range of media types to promote their products, their primary source of promotion is word-of-mouth publicity (Toma and Grădinaru, 2018). Ritz-Carlton also uses social media to reach the actual and potential customer base by maintaining an active presence on social media. Facebook and Instagram marketing helps the company to target the potential consumer base in a more significant manner as well as this form of marketing is quite cost-effective for the brand (Du, Strydom and Jooste, 2016). The brand also uses social media influencers to promote the brand and attract the youth to experience the lavish service of the hotel. With a significant focus on producing high-quality content, Ritz-Carlton promotes its properties and brand values through podcasts, films, and blog posts. Social networking sites and the website for the brand both frequently distribute this material. Another way of marketing by the brand is to initiate personalisation which encourages the customer to experience the service and exclusivity. On the other hand, Premier Inn focuses on a marketing strategy that emphasizes cost-effectiveness. The brand offers the best price compared to the other recognised hotel chains (Rust and Ming-Hui Huang, 2011). Corporate customers of Premier Inn may take advantage of benefits and incentives including complimentary breakfast and room upgrades through their loyalty program, "Premier Inn Business". The online booking system of Premier Inn is quite easy for the consumers which ensures satisfaction for the consumers. Several marketing techniques are employed by Ritz-Carlton and Premier Inn in accordance with their respective brand positioning and target market groups.
When it comes to sustainability and green branding, both Ritz-Carlton and Premier Inn have given it some thought in their marketing. Ritz-Carlton made a significant commitment to environmental sustainability and incorporate this massage into its marketing strategy. The energy consumption of the hotel is being reduced as a part of sustainability practice. Responsible sourcing is a top priority for Ritz-Carlton, and it has made an effort to obtain materials and ingredients for its properties from local and sustainable sources (Emery, 2012). The company's marketing messages emphasize its relationships with regional vendors and its dedication to minimizing its operations' carbon footprint. The recent operations of the brand maintain the green meeting where the event of the company focuses on reduced energy. These solutions are marketed by the company as a means for customers to lessen their environmental footprint while still having a luxurious experience. Moving forward to this brand, Premier Inn focuses on environmental sustainability by reducing the energy on the lighting and another digital mechanism (Hellriegel, 2017). The company took a closer look at water consumption and aware the consumers to use the water as efficiently as possible. The marketing message from the company highlights the massage of reduced energy while their daily stay in the hotel room. The Carbon Trust Standard and the Green Tourism Gold Award are only two of the environmental recognitions that Premier Inn has earned. These certifications are highlighted in the brand's marketing materials as proof of its dedication to sustainability and ethical travel. Both brands use practice sustainability and spread the message through the service and the eco-friendly option of the brand operation. 
Both businesses have used a variety of marketing techniques to spread the word about their products and draw consumers in. In contrast to Ritz-Carlton, which places a strong emphasis on exclusivity and elegance in its marketing, Premier Inn does the opposite. These companies have also worked to include sustainability and green massages in their marketing strategy, emphasizing their dedication to sustainable operations and responsible tourism (Robinson, Lück and Smith, 2019). Customers that emphasize sustainability and ecologically friendly activities in their travel selections may find these aspects appealing. The overall goal of Ritz-Carlton and Premier Inn's marketing strategy is to draw in and keep consumers while promoting their own brand values and distinctive selling points in the cutthroat hospitality sector.
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