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Introduction
In this report, an effort has been made to compare the marketing mix that has been used by two major players in the hospitality sector. They are Marriott and Premier Inn. In order to get a deeper understanding of their comparative operational structure, the entire report has been divided into several sections which include market mix comparison, comparison of segmentation, positioning and target audience, comparison of the brand communication and the brand message that both the companies are going to give to their end consumers. Based on the result obtained from the comparative analysis, conclusions and recommendations have been drawn and stated. 
[bookmark: _Toc116566735]Comparison of brand marketing strategies between Marriott and Premier Inn
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Similar marketing strategies related to product and service design can be observed in the case of Premier Inn and Marriott, but there are differences in the case of promotion. The comparison of the marketing mix between Marriott and Premier Inn is as follows:
Product mix: The service designed by Marriott is based on the expectations and demands of the customers and this has helped in its success (Shi & Nualnoom, 2022). Premier Inn also operates mainly based on the hotel chains that it operates. It is capable and engaged in the business of providing reasonable luxurious stays to all its customers and the services are also designed as per their needs. 
Price: Marriott is focused on providing the right kind of product and the right price. Hence different prices are charged for different kinds of services based on their quality. Similarly, Premier Inn’s prices are divided into various categories depending on the quality and demand for service (George, 2021). This helps the customers to get options regarding the kind of price they want to pay for a service.
Promotion: Marriott regularly uses modern methodologies for the purpose of advertising its products and services and keeps itself apprised of the latest development in the social media platform to make the most of it. On the contrary, Premier Inn makes more use of traditional methods of promoting its services like the radio and television rather than modern ways of promotion like Snapchat and other effective use of social media platforms (Jefferson, 2021).
Place: The hotels of Marriott are located at strategic locations like near the airport or in the middle of the city center in order to attract its target customer. On the other hand, Premier Inn makes use of strategic positioning like airports, and city centers to boost the footfall of its target customers.
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In the case of Marriott luxurious stay with a touch of convenience and flexibility has been the focus. They have chosen to cater to different segments of the market barring the low-earning individuals as they are unable to afford the services of the company. Other than that, it has positioned itself as a luxurious and classy brand in the market. The target audience of the company has been increasingly shifting towards drawing in the millennials who are capable enough and willing to spend a significant amount on their travel and leisure (Batat, 2019). In contrast to Marriott, it has been observed in the case of Premier Inn it has been seen that they have not aligned their efforts to draw in any particular type of customers or the segmentation is not that clear. The pricing of the hotel rooms is such that it attracts people belonging to the higher middle class or rich backgrounds (Hughes Consultancy, 2017). The target customer of the company is high earning Porsche customers who are travelling regularly and are looking for a comfortable and luxurious stay. The company has positioned itself to provide the best-in-class service in this segment thereby creating an advantageous position for itself among the several competitors in the market. 
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One of the major steps that are being taken by the company in order to reach out to all its potential customers is to make sure that it does not depend upon traditional methods of putting the message out to its customers. In order to rope in young people especially millennials in the forte of its products and services, the company partnered up with Snapchat influencers for the purpose of making Snapisodes that are engaged in the process of mimicking TV travel documentaries (Lin, 2019). This mode of communication has ensured that the company’s way of reaching out to its potential consumers remains relevant as per the requirements of the modern world. On contrary to Marriott, Premier Inn relies more on the traditional mode of communicating with its customers which includes mediums like T.V., radio, print, and digital media (Bosah, 2020). The company does make use of social media but not to such an extent that it can yield real results for it. Due to this, it is lagging behind in terms of making its message heard across to all the customers of the company using modern mediums and thereby losing out on important segments of customers like the millennials. 
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The primary message that is being given by the company to its users is that it wants to be considered and ranked as the top favorite company to travel with. The message that the company wants to give through its brand is a legacy of continued excellence within the service industry (marriott.com, n.d.). It wants to become the favorite travel company for all its customers around the globe. By capitalizing on this message, the management of the company has made sure to walk the talk and propagate the message of trust and excellence via its brand and the heritage and track record that it wants to keep within the industry. The brand image that the company has created for itself is related to the widening of the opportunities that are given to various participants of its operations and its customers. The primary message via the brand of the company is that it wants to become a place wherein each and every part that engages with it is able to reach its utmost potential (premierinn.com, n.d.). They do not want to become a company that puts barriers to entry or restricts the ability of anyone to grow in any aspect. The main message of their brand is that they want to be part of a movement wherein they are able to contribute something meaningful to all their consumers and communities. 
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The management of Marriott’s hotel chain had to keep a lot of things in mind during the pandemic, especially regarding the kind of message that is sent to all its customers across the world. They focused on the idea of traveling again during the year of 2020. They launched several programs like Rooms for Responders that provided free stays for doctors and nurses who were unwilling to go to home after finishing their shift in the Covid ward (Travelweekly.com, 2022). The company also had to make operational changes like the introduction of mobile check-in that reduced or eradicated any point of physical contact with any of the staff. 
During the pandemic time, Premier Inn made sure to make tweaks to the website that is being used for booking with it. This was necessary to enhance the overall user experience of the users due to the fact that the demand for their services was reducing to a great extent during this time. The company had to go through some seriously tough times during this time as the demand for its services fell drastically. the swiftness of the implementation of the changes in the business model was not that great in the case of Premier Inn as compared to its other competitors. This had led to it losing a huge portion of its revenue at one point decreasing its sales to around 70% and room occupancy level to only 29% (Jefferson, 2021). 
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One of the major recommendations that can be given to Marriott and Premier Inn will be to utilize modern technologies like data science and data analysis for the purpose of designing and communicating the message of their brands effectively and efficiently to their target customers. In the case of Premier Inn specifically, it can be recommended that it makes sure to increase the participation of millennials in its marketing programs using the latest social media platforms and utilizing the latest trends. This will ensure it has a good grip on the future of the operations of the company. 
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It can be concluded from the above comparison that both the companies are operating quite similarly to each other with the sole exception being their promotion mix which is a bit different for both companies. One is fascinated with the modern changes and makes effective and efficient utilization of the modern trends and the other one is hesitant to utilize these modern social media tools and platforms. However, both these companies are capable and are successfully operating their businesses and enjoy a good level of customer loyalty.
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