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[bookmark: _Int_kkzF79c2][bookmark: _Int_Gp966aS1]The Essay will look at the marketing strategy used by multinational companies to achieve profitable brands attracting the forever competitive market and economy. Does the marketing strategy vary within brands or is there a form of similarity in the segmenting approach. (uwstd.ac.uk) comparison of two different hotel brands will demonstrate the variability in the use of marketing strategies and how they both benefit from the marketing strategy. Does the difference outweigh the one and other. 
Comparison will be between The Marriott Bonvoy Brand and the Premier Inn. Two highly established companies in their own way. The Marriott is highly prestigious and luxury in product and location and Premier in luxury in the means of accessibility and practicality. (Google review, TripAdvisor)
Marriott International has 30 brands and hotels in 131 countries around the world. The company tailored its hotels to enable exclusive experiences for a variety of customers. The company has a wide range of choices to meet individual needs. From the busy city experience to resorts and spas there is something for everyone. (Marriott.com 2021)
It is evident that the Marriott brand has targeted the wealthier clientele in their marketing strategy, the experiences they offer within their wide range of business brands are at the higher end of the economic spectrum. Luxury and exquisite vacation locations to explore and experience.
The whole package experience is of a spectacular range with the highest quality of service from the location to the products with the hotel. Everything has been carefully selected to create a distinctive memory for the customers. The whole branding is based on ‘exploring and experiencing’ (Marriott.com 2021) the Marriott package. Although the Marriott has advertised at a premium level, they offer many options to choose from business needs to leisure with pet friendly accommodation. They have included the cultural aspect of branding based on the location of their branches. 
This verifies the use of Marketing mix that is differentiated segmentation to create a versatile branding tactic. The segmentation varies throughout the distinct brands that Marriot has due to location, the location and the product is based on the clientele they can attract, for example the Caribbeans is an exceedingly popular holiday destination there for the resorts style accommodation works well in attracting holiday goers whether as an individual or a family the weather enables water experiences and so forth. Whereas a premium hotel within the city with local access will attract business clientele and would create an experience which replicates daily necessities such as pre-arranged meal requirements valet familiar comfort as these clientele would not be associating their visits with leisure needs.




Premier Inn is a nationwide recognized brand. The most recognized selling point is the affordable rates that attract a diverse clientele. Getting exactly what you need for a fraction of the price, the locations the hotels are available are highly practical on every occasion be it business or leisure from city breaks to holiday destinations. The marketing strategy is mass marketing is well thought out in every aspect of creating a package that requires little to no changes to meet customer requirements. From a business aspect this marketing strategy is very sustainable. As all products are bulk buy which allows the hotel brand to strike a deal on multi buy opportunities. Providing the products and services which work well if the locations are on point, the rooms are clean and budget friendly, beds are comfortable, and a variety of affordable food is all one needs for a convenient stay be it one night to several. This brand attracts business clientele as well as families, not to forget those on a night out too.
The mass marketing strategy has been applied to the business strategy. The segmentation is focused on geographical, demographical and Behavorial. Unlike the Marriott which has focused on all areas of segmentation. Premier inn’s approach shows recognition of what is needed by their clientele one brand offering the necessities in demand from the business, social and family following they have established. Enabling establishment of over 800 branches across UK and Irland and the UAE (United Arab Emirates), Indonesia, India, and Singapore of loyal customers who will come repeatedly. (PremierInn.com 2021) It is evident that thorough research has been applied to ensure that customers of all levels of society were considered when putting together the final product and service provided at all branches of Premier Inn. However, the Marriott has gained an enormous source of financial stability that has enabled not only a loyal pool of customers but also a strong stance against their competitors. 
The foremost obvious difference is the social class each hotel brand has considered when putting together the marketing strategy. The Marriott Hotel and all their branches have been directed towards the higher social classes with an elite lifestyle. Whereas Premier inn is not directing their product towards any specific social status but as a whole requirement of service on a broader scope of general necessities providing a budget friendly package which can benefit anyone from any social or financial capacity. They offer premium, standard, and family rooms at the exact same rate. This strategy alone is a sustainable one which attracts customers from all over the nation. 






Location is paramount for The Marriott as “Exploring” and “Experience” is within the branding. Therefore, providing the highest quality in the best of locations and services of high-quality products is a crucial part of the business strategy. (marriott.com) If the branding does not reflect the overall product experience, then the marketing plan will not provide sustainable consistent revenue. They have indulged in a remarkably diverse style of marketing with having more than one brand under the Marriot umbrella. They have clusters of hotels which range from the most luxurious to long stays enabling them to profit from all types of consumers. However, this also expresses the importance of maintaining the products services they offer as it will be very individual to each of their brands. This will also explain the costs of staying at the Marriott Hotel or one of the other brands they have, the maintenance of this will come at a high and variable cost.
To gain a better understanding of the specific differences in services provided a comparison of public feedback would be a credible source of information. For example, The Courtyard by Marriott Hotel has the most comparable products and even décor layout to Premier Inn these both are direct competition. One night in a standard room at The Courtyard by Marriott hotel can cost around £167 and the Premier Inn can cost around £162. This alone verifies The Marriott are very invested in ensuring no other companies are a threat and they too have the products and services for the masses. (The Courtyard, Marriott.co.uk 2021, Premierinn.com 2021) 
Reviews brag of the service, comfort, and high standard of breakfast products and necessities at an affordable price at The Courtyard. The Premier Inn has equivalent products and services at a slightly lower price but can offer two rates, a flexible one and a non-refundable rate which allows an even lower price. In some locations both these hotels can be found side by side and Premier Inn can attract customers with a premium room which offers a more spacious room and of course the comfortable bed which almost mirrors The Courtyard. (The Courtyard, Marriott.co.uk 2021, Google review 2021 (premier inn) The consumers have the upper hand, and all comes down to loyalty, loyalty to the brand's product and service. 
This concludes having a plan of action on all aspects of the marketing strategy determines the true likeliness of sustainable revenue for the business. Ensuring location, product, and pricing secures in targeting the correct clientele base which enables profitability and loyalty in consumers. But also, ensuring recognition of the competitive market in the correct manner provides the ability to foresee upcoming challenges and opportunities of growth. Consistency in actively staying in tune with the changes (PESTLE) which bring changes to the business in paramount and conducting regular SWOT’s will enforce the business to recognize and implement necessary plan of action to stay ahead of the game. (utwsd.co.uk)
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