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Introduction
Marketing strategies are important to all brands, including hotel brands. Nowadays, uniqueness in marketing provides a recognisable position to the brand. In this context, the current marketing strategies of the selected two brands have been explored in consideration of Covid-19 pandemic events. The study is going to compare the marketing methods of two multinational hotel brands, Marriott and Premier inn.
[bookmark: _Toc117090712]Introducing multinational hotel brands, including reasons for selection 
· Marriott
Marriott is an international hotel brand, Headquarters situated in Bethesda, Maryland, in the United States (ANDREW, 2022). Marriott International provides premium quality services in hotels and hospitality across the world. The reason for choosing Marriott International as a brand is that it successfully established different target markets in the industry that particularly target the luxurious requirement of its customers.
· Premier Inn
Premier Inn is the UK's largest hotel chain which consists of over 72000 rooms and 800 hotels across the UK and beyond (Premierinn, 2022a). Premiere. It provides the best quality hotels by focusing on affordability to make its guests happy. The brand has been chosen because its marketing strategy believes that promotion has a key role in gaining consistent growth. The hotel brand invests huge amounts of money in advertising through outdoor, print, radio, social media and digital platforms.
[bookmark: _Toc117090713]The marketing choices they have made and the directions they have taken within marketing
Marriott's brand is popular as it is full of hotels and resort service providers and has become an international brand. They have showcased themselves as comfortable, caring, and rich in terms of communicating with customers (Marriott, 2022a). Not only this, but they are also focused on performing with excellence and integrity. On the other hand, Marriott hotel has directed its staff to follow the instructions of consumers in terms of building brand reputation. In recent times, they are pursuing change in terms of upholding its brand value. Besides luxurious activities, they ensure consumers' safety and security, which means a lot to enhance the value of marketing. Currently, they moved to the Marriott Bonvoy loyalty program, which creates a radical change in its marketing as it encourages customers widely. Therefore, around 1.48 million rooms have developed by Marriott hotel, indicating its positive gesture toward customers to highlight brand marketing (Statista, 2022).
Traditionally, Premier Inn believes in offering premier weekends to their customers within low or affordable budgets. Initially, they depended on print media marketing as an advertisement that effectively reached customers. The marketing choice of Premier Inn is focused on the development of a familiar brand. They mainly prioritise customers' direction as per improving the service quality. On the other hand, Premier Inn focuses on digital marketing in the case of booking service, which indicates changes in service operation before marketing. Most importantly, in the case of capturing visitors' attractions, Premier inn focuses on creating scenery that gives a realistic view (Premierinn, 2022b). In this context, enabling high-resolution screen streaming services has radically influenced the way of leading change as per creating brand recognition in the international market. Apart from this, changes in cancellation policy have influenced customers to access service easily and become a part of Premier Inn.
[bookmark: _Toc117090714]Their current market positions
According to market segmentation, Marriott mainly operates in 131 countries with respect to high-income groups in consideration of businessmen (Marriott, 2022). On the other hand, Premier Inn operates in 8 countries across the world as it has started to move globally. Therefore, the brand value of Marriott is comparatively higher than Premier Inn. 
The positioning of a brand depends on the alignment of feasibility for customers (Coffie, 2020). In this context, Marriott builds its position concerning benefits and affordability with respect to luxury. On the other hand, Premier Inn has positioned itself in the competitive market as one of the low-price service providers, mostly for families. The use of vertically integrated models in creating a position in the market has provided extensive benefits to capture customers' attention. Most importantly, multitudes in guest services have a wider range of significance in drawing attention in the context of retaining customers' service. 
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Figure 1: STP process
(Source: influenced by Garachkovska et al. 2020)
What marketing strategies do they use now 
In Marriott International's context, product strategy is centred around luxury travellers (Marriott, 2022b). But they also have other segments of hotels such as premium, select and longer stay, which enables customers to choose hotels according to their needs. On the contrary, Marriott uses a premium-pricing strategy to deliver quality services that satisfy their customers. Marriott international mainly believes in celebrity endorsement promotion as it provides premium quality services. But it also promotes its brand through digital mediums such as websites, apps, and social media. It is also promoting its brand through the user-generated content strategy.
On the other hand, Premier Inn’s product strategy is comfort-oriented as it deeply focuses on customer comfort despite opting for a lower range of rooms. In the pricing strategy, the brand has implemented a competitive pricing strategy that allows the customers to choose the best services from the market (Whitbread, 2022). Premier Inn has fixed its hotel prices according to geographical locations and market demand. In terms of promotional strategy, Premier Inn is also promoting its brand through various digital platforms. They run an ad campaign through their websites and various OTT platforms through TV ads and emails.
Considerations they have made within their marketing regarding sustainability and green messaging
In the case of Marriott and premier Inn, it has been studied that they have considered sustainability and green messaging. For this, Marriott has taken the initiative to use renewable energy as one of the environmental sustainability strategies that give the utmost feasibility to reduce the use of electricity in managing service. In this context, they have increased around 30% the use of renewable energy (SILVERSTEIN, 2022). According to the Triple bottom line theory, environmental sustainability is important to ensure economic benefits (Liang et al. 2018). With respect to this, Marriott provides a green message to reduce environmental impacts in terms of becoming a sustainable hotel brand. Consideration of the Serve 360 initiative has created a concrete path to reach the value of corporate social responsibility that ensures environmental safety (Marriott, 2022c). Specifically, green marketing technology and the installation of waste management systems have given enormous feasibility to become a sustainable brand in the international market. 
In contrast, Premier Inn has taken initiatives to become sustainable with respect to the elimination of single-use plastics by 2025. Based on this, it can be stated that Premier Inn is widely concerned about environmental sustainability. Not only this, but they have also focused on reducing carbon emissions by 50% by 2025 (Bairstow, 2022). Compared to Marriott, Premier Inn develops its brand using a 100% renewable energy source, indicating its value in the competitive world. On the other hand, it has been studied that flagship green property is the key indication of accessing the service of Premier Inn that widely influenced customers. 
[bookmark: _Toc117090715]How they are positioned since the COVID-19 pandemic/relevant contemporary events and what marketing messages are being given to their customers now
Since the Covid-19 pandemic started, Marriott International has launched a global cleanliness program to ensure safety for both customers and employees. To secure its brand values, Marriott invests a lot in ensuring health safety during the Covid-19 pandemic. Since that time, Marriott has provided clean and contactless service that is notified to their customers as it ensures reliability to access service. On the other hand, they have introduced user-generated content to capture customers' attention to position them in the competitive market. As explained by Srivastava and Kumar (2021), the Covid-19 pandemic has forced a change in a marketing position that helps to retain customers' satisfaction. In addition, Marriott positioned its market through centralising technology, which helps retain social-media-savvy customers. Therefore, the brand value of Marriott hotel has reached 7.61 billion US dollars (Statista, 2022)
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Figure 2: Global Brand value of Marriott International
(Source: Statista, 2022)
In contrast to this, Premier Inn focuses on changes in policies and practices by segregating domestic and international travellers. They install touchless coolers in their lobbies or gyms, which mostly attract customers. For this, they provided a message to their customers to access contactless services. Apart from this, the Covid-19 pandemic influenced Premier Inn to ensure the safety of customers. In this context, they enable digital communication to stay inside, reducing the strength of disease transmission. Not only this, they include a digital payment method for customers, which gives a strong message to the customers to access services from Premier Inn. Therefore, the brand value of Premier Inn has reached US$1.2 billion(Brand finance, 2022).
[bookmark: _Toc117090716]Conclusion
The above discussion concludes that these two multinational hotel brands succeeded because of their management's strategies. The US-based company Marriott International has a targeted customer base which uses luxury services. On the contrary, Premier Inn has successfully captured the market by offering extreme comfort irrespective of the low-budget users. Marriott International has expanded its service in 131 countries, whereas Premier Inn has a presence in 8 countries. Considering the fact about providing affordability and comfort Premier Inn leads the segment of products more than Marriott international. But, overall brand value is comparatively higher for Marriott than Premier Inn.
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