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A Comparison between the Marriott International and the Premier Inn Marketing Method
Introduction
Marketing is considered to be the modern tool of advertising product, reaching the customer and ensure the sale of the product (Baker, 2014). Marketing essential helps the marketer to identify the appropriate segmentation of the target customer and the design the marketing strategy according to the market.  This report highlights how two international hotel chains use their marketing method to hold their position in the local and global market. The hospitality industries contribute a big percentage in the country’s economy and because of the Covid-19 pandemic the global hospitality industry is shattered (Jiang, 2020). The two chains use unique marketing methods to recover the losses and run the hotel operation again under this circumstance. Marketing essential helps both chain to identify the current market crisis and helps to develop competitive strategy increase performance in the global market.
 

There are many international hotel chains and they are operating their business with their unique marketing method. Marriott International is one of the largest global hotel chain and they are in the hotel business for a very a long time. They established their business a root beer shop in 1927 and till 1956 they run their business on the basis of customer needs till they become the Marriott International (Darsin, 2019). The hotel has suffered loss in the year 2020 because of the Covid-19 pandemic and they resume their business in 2021 with the increase in the revenue again. The company is operating their business in 132 countries and they have hotel in almost 8,484 locations. The company is maintaining complete hygiene procedure given by the WHO and they are ensuring a safe hotel environment for the customers (Lai, 2020). On the other hand The Premier Inn is a renowned brand and they are a UK based hotel company who started their business in 1987. The company runs their business in 6 countries but they have largest hotel business in UK market and they are operating more than 85,000 bedrooms in UK (Ghandour, 2015). The company is collaborating with global organisations to ensure complete hygiene for the customers so they the customer can trust them it stay in the hotel again. Premier Inn is targeting the summer season for boost up their hotel sales and engage more customer.
Marriott started their business from a very different base and they keep trying their unique idea to become the global enterprise. Till 1956 they are not in the hotel business and they tried root beer shop and also the restaurant business. They started the first world motor hotel in 1957 and they keep growing to become a renowned hotel brand. Between the years 1986 to 2015 they owned many renowned hotel chains and become one of the world’s largest hotel chains (Darsin, 2019). Marriott is operating their business in 132 countries by maintaining the same standard and they have become a very popular brand among wide customer base. They have started loyalty program as great marketing approach which allows the customer to become more important to the company. The company’s marketing strategy is to segment the customer who can afford the premium service of the company and also want have luxury experience in their hotel stay. The company uses the marketing mix as the strategy very efficiently and they are leading the market for a very long time. Premier Inn is one of the largest and popular hotel brands in UK and also they are operating in 5 other countries but their business is mainly based in the UK. They started their business in 1987 and the owner was the Whitbread Company and they were operating their business in Basildon, England. The hotel tried to become the best budget hotel from the beginning of their hotel business and they are on their goal up to date. They use cost effective strategy to cut the price efficiently and they are the best budget hotel in UK. While Marriott focus more on the luxury the Premier Inn focuses on remaining the budget hotel.
Both hotel chains are concern about the market position and the use different marketing method to hold a better position in the market (Baker, 2014). Marriott make their market positioning by the benefit they are giving to the customer and the customer’s affordability for luxury service. Marriott has introduced customer benefit like Marriott Bonvoy which allow the customer have many benefits like standby room service, discount for all the time and also discounts on their facilities to. The Premier Inn is more concern about holding their market position by cutting the cost and making the hotel best budget hotel. They manage market position by branding their hotel in the local market and ensuring the complete cleanliness in their hotel by collaborating with the global cleaning agency (Morgan, 2019). 
In order to survive in the market every company have to develop unique market strategy which help them establish their product successfully. Marriott uses the marketing mix which includes the 4Ps (product, price, place, promotion) and they are very successful with their strategy (Singh, 2012). The company is very focused on their product and they have identified the areas that provide more revenues for the hotel. In order to increase their revenue they give their marketing effort on those areas. The pricing strategy of the hotel is very clear they provide the premium hotel service and the price range is premium. Their target customers are mostly the higher income class and the corporate business customers. In case of place Marriott has locations that attract the customer and they have hotels in every city’s prime area. For promotion Marriott invest in the media strategy to engage more customers by providing them the actual data and many offers through digital media and social platform. The Premier Inn marketing is strategy helps them compete in the local and global market. They design their product very cost efficiently in order to provide budget hotel experience to the customer. They use cost effective strategy to set their product price and they managed that by using their flex rate strategy. Premier Inn has their hotels in every prime location and they tried to grasp more customers from the core area of the city. They promote their hotel in the UK market by using the local media and direct marketing strategy which help them to connect with more customers (Ghandour, 2015). Both hotel chains have different marketing method in comparison to their approach towards the customers.
The hospitality industry contributes to the reduction of globalisation in order to save the planet and make the nature ecologically balanced (Sanchez, 2020). Marriott International is very concerned about the environment issue and they practise sustainability in all of their hotels. They have their own water treatment plant to reduce the use of water and also they use advance waste management plan. The Premier Inn is committed to contribute to the environment also and they are committed to reduce carbon emission every year in order to become an eco-friendly hotel. They use nature friendly product in their hotel so that it will not harm the nature and they can attract the customer who likes eco-friendly hotels. The hotel industry can reduce the carbon emission by a big percentage if they follow the proper protocol. They spend time and money to give a clear message about their sustainability practise. 
Hospitality industry suffered huge loss globally because of the Covid-19 pandemic and they are on their recovery period since the industry is running again after the halt (Kang, 2020). The Marriott International has suffered loss in this pandemic and the developed recovery plan come out of this loss. They collaborate with the media company to engage the customers again and increase the sales. The sales team are guided in order to reach more corporate customer and ensuring them the new policy about hygiene in this Covid-19 pandemic (Jiang, 2020). Premier Inn also clears about their message during this Covid-19 pandemic and they partnered with global cleaning agency to ensure 100% cleanliness to the customer so that the customers can have their faith on staying in the hotel. They reduce the cost by using cost effective strategy in order to recover the losses occurred because of the pandemic. Both hotel chains are designing their product creatively in order to survive in this pandemic crisis (Le, 2021).       

Conclusion
Marketing method is used in order to understand the market and target market well so that the company can design their product likewise. Marriott and Premier use different marketing method in order to increase their market share and they develop the marketing strategy adapt every situation. In this Covid-19 crisis the hotel industry have design new policy in order to bring the customer back. This report discussed the strategies both hotel chains have adapted to stay in the market.  
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