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Marketing activities carry a substantial role in the "hospitality and tourism" industry. Marketing is closely associated with every aspect of this industry, for instance, making the customer aware of the things this industry is offering (Jobber and Ellis-Chadwick, 2020). Therefore, every hospitality business uses marketing activities as a tool to attract customers (Kotler, et al., 2020). Especially the hotel chains associated with the "tourism and hospitality" industry utilize marketing strategies to develop their business (Jobber and Ellis-Chadwick, 2020). Though every hotel chains have different marketing strategies and plans which are developed according to their respective brand image, value and the services they provide. This particular essay has been prepared to compare the marketing strategies and plans of two renowned hotel chains (Bowie, et al., 2017). The hotel chains chosen for this assessment are the “Marriot Hotels & Resorts” and “Premier Inn”, based in USA and UK respectively. “Marriot Hotels & Resorts” have around 600 hotels globally and is known as a luxury hotel chain and “Premier Inn” hotel chain has more than 800 hotels with 70k rooms in different countries (Bowie, et al., 2017). In this essay, the marketing choices of these two hotels will be discussed considering their current market condition. Furthermore, their current marketing strategies and sustainability plans will be mentioned. Additionally, the impacts of the covid pandemic on them and how they recover from that will be described. 
[bookmark: _Toc117722647]The Market Choices
Among the two chosen hotel chains, “Marriot Hotels & Resorts” is an international hotel and resort chain serving approximately 115 countries with 600 hotels. Additionally, they are working on expanding their business by developing another 150 hotels which will consist of around 45k rooms (Smith and Zook, 2020) and “Premier Inn” is a UK-based international hotel chain with more than 800 hotels globally. This hotel has made a renowned name around the world by providing top-notch services for many decades. 
These two hotels differ in their marketing choices such as market segmentation and targeting. For example, “Marriot Hotels & Resorts” is a hotel and resort chain that provides luxury services to higher-class people (Kotler, et al., 2020). Hence, they only consider the abilities of the higher class people while determining their business strategies such as pricing and advertising. On the contrary, “Premier Inn” is an international hotel chain that serves people of all social classes. Hence, they apply the "mass targeting" strategy for their market segmentation. Moreover, both hotel chains have initiated some changes in their marketing choices lately (Clow and Baack, 2013). 
Both hotel chains used to utilize traditional advertising tools such as newspapers and television media but recently they are adapting to website-based advertising and online services (Smith and Zook, 2020). 
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The recent market position of “Marriot Hotels & Resorts” is very strong as it has become successful in creating a positive brand value among the consumer mind. This hotel and resort chain is known as a luxury brand hence it must focus on providing world-class services to its customers otherwise, they will not revisit (Clow and Baack, 2013). As a result, this hotel chain takes its service quality very seriously and continuously works to improve them. They have managed to get an overall better rating than the hotel chain “Premier Inn”. “Marriot Hotels & Resorts” is a renowned and respected name in the hospitality sector because of its luxury services. The digital reviews of the hotel chain are also attractive which influences consumers to visit the hotel (Clow and Baack, 2013).
“Premier Inn” also known as a stable hotel chain in the current hospitality industry. They are financially in a strong position because of their economic services. Their main approach is to serve people of all social classes which increases their sales of services (Chaffey and Ellis- Chadwick, 2019). Though they also have a few luxury hotels in some selected places their maximum revenue is generated from economic services. “Premier Inn” hotel chain has listed itself among the best hotel chains around the world by providing satisfactory services to its customers (Sujit, et al., 2022). 
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The marketing strategies of “Marriot Hotels & Resorts” have a significant contribution to their success as a hotel chain. This hotel and resort chain is mostly known to target the people who belong to the higher section of society. This segmentation strategy of theirs has enabled them to enjoy recognition and fame globally (Hultman, et al., 2021). “Marriot Hotels & Resorts” chain utilizes the “product development strategy" to continuously improve the quality of the services they are providing. Additionally, they put efforts into designing services in a way that is unique and attracts customers. Furthermore, they are well aware of the importance of "advertising strategies" and develop plans that can be used in both digital and traditional platforms (Kapoor and Kapoor, 2021). 
“Premier Inn” hotel chain adapts "mass targeting" as one of its marketing strategies. Mass targeting refers to their approach to planning and developing services to serve people of all social standards (Hultman, et al., 2021). This hotel chain has focused on providing economic services to its guest while ensuring its quality. They constantly try to innovate products that are unique, attractive and economic at the same time. “Premier Inn” hotel chain offers high-speed internet and online booking services to its customers which attract guests (Sujit, et al., 2022). Furthermore, they invest a lot in marketing campaigns and loyalty programs. All these strategies have helped “Premier Inn” to make a stable and renowned name (Ryan, 2012). 
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“Marriot Hotels & Resorts” being a world-class hotel and resort chain has some responsibilities towards the world. To carry out this responsibility, the hotel chain has practised sustainability through its marketing undertakings (Ghauri, 2014). “Marriot Hotels & Resorts” chain has taken initiatives to reduce their paper usage and turned their paper-based advertising into digital (Chaffey and Ellis- Chadwick, 2019). They have made their hotel-booking systems digital which has reduced paper wastage. The hotel chain has also taken some sustainability goals to achieve by the year 2025. “Marriot Hotels & Resorts” has taken steps towards reducing water waste by 15% and carbon footprint by 30% (Leung, Bai and Stahura, 2015). The international hotel chain has also taken many initiatives to maintain the ecological balance of the world. 
“Premier Inn” has a good name in the hospitality industry because of its sustainable activities are undertaken. The hotel chain has undertaken digital marketing and promotional activities to promote sustainability and green messaging (Chaffey and Ellis- Chadwick, 2019). The brand has undertaken the goal of achieving “net zero carbon emission” and reducing water waste by the year 2040. “Premier Inn” also initiated several sustainable services for their customers for instance eco-resorts (Ghauri, 2014). They also promote sustainability via their packaging system as they started to use recyclable packaging. Furthermore, “Premier Inn” has successfully turned its traditional advertising methods into contemporary digital methods which seem to be reducing paper usage (Chaffey and Ellis- Chadwick, 2019). 
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“Marriot Hotels & Resorts” have been affected by the covid pandemic like all the other hotel chains. Though they have successfully faced and overcome this crisis. During covid, the international chain has passed many impactful messages to its consumers (Kotler and Kartajaya, 2017). The most impactful message it sends out is "We will travel again" and launch a digital campaign with this message. Furthermore, they stopped all the traditional advertising practices during covid and focused on digital platforms (Kotler and Kartajaya, 2017). Also, the hotel and resort chain has changed their marketing strategies such as their waiving their cancellation fee. “Marriot Hotels & Resorts” chain have presented itself as the most hygienic and safe hotel brand to visit. Additionally, this international hotel chain has improved its digital footprint and response to reduce the hassle of people (Kotler and Kartajaya, 2017). 
“Premier Inn” also has changed its marketing strategies to overcome the covid pandemic. The hotel chain has been proactive in facing the difficult situation covid caused. Several discounts and social messages were sent out. “Premier Inn” mainly focused on its digital footprint and services (Kotler and Kartajaya, 2017). For instance, they have developed their online assistance programs to provide top-notch services to guests online (Ryan, 2012). Furthermore, the hotel chain has maintained all the hygiene rules and regulations appropriately which have made the guest feel safe there (Kotler and Kartajaya, 2017). “Premier Inn” has successfully overcome the situation and earned positive feedback from the guests even during the pandemic (Housden, 2008).
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The overall comparison between the two renowned international hotel chains suggests that both “Marriot Hotels & Resorts” and “Premier Inn” currently hold a strong market position in the hospitality industry (Housden, 2008). There are some fundamental differences between the marketing strategies and choices of these two brands. “Marriot Hotels & Resorts” does business by providing luxury services wherever “Premier Inn” mainly provides economic services along with a few luxury resorts (Kotler and Kartajaya, 2017). Both brands have been efficiently doing business for decades and adapted to the necessary marketing changes. They have well adapted themselves during many external phenomena for example covid pandemic (Parvez, et al., 2018). Both the hotel chains are well aware of green business and sustainability. To conclude, it can be said that both “Marriot Hotels & Resorts” and “Premier Inn” are doing their best and earning more and more fame every day in the hospitality industry via their distinct marketing strategies. 














[bookmark: _Toc117722653]References
Bowie, D. Buttle, F. Brookes, M & Mariussen, A (2017), Hospitality Marketing. 3rd ed, Routledge, London.
Chaffey, D and Ellis- Chadwick, F. (2019) Digital Marketing. 7th ed, Pearsons, London.
Clow, K & Baack, D (2013), Integrated Advertising, Promotion and Marketing Communications. 6th ed, Pearson, London.
Ghauri, P N (2014) International Marketing, 4th Ed, McGraw Hill, London.
Housden M (2008), Marketing Research & Information, Butterworth Heinemann, Oxford.
Hultman, M., Papadopoulou, C., Oghazi, P. and Opoku, R., 2021. Branding the hotel industry: The effect of step-up versus step-down brand extensions. Journal of Business Research, 124, pp.560-570.
Jobber, D. and Ellis-Chadwick, F (2020), Principles and practice of marketing. 9th ed. London.
Kapoor, R. and Kapoor, K., 2021. The transition from traditional to digital marketing: a study of the evolution of e-marketing in the Indian hotel industry. Worldwide Hospitality and Tourism Themes, 13(2), pp.199-213.
Kotler, P and Kartajaya, H. Marketing 4.0 Moving from Traditional to Digital (2017) Wiley. New York.
Kotler, P., Armstrong, G., Harris, L. and He, H., 2020. Principles of marketing. 8th European ed, London: Pearson Education Limited.
Leung, X.Y., Bai, B. and Stahura, K.A., 2015. The marketing effectiveness of social media in the hotel industry: A comparison of Facebook and Twitter. Journal of Hospitality & Tourism Research, 39(2), pp.147-169.
Parvez, S.J., Moyeenudin, H.M., Arun, S., Anandan, R. and Janahan, S.K., 2018. Digital marketing in the hotel industry. International Journal of Engineering & Technology, 7(2.21), pp.288-290.
Ryan, D. (2012) Understanding Digital Marketing: Marketing Strategies for Engaging The Digital Generation. Kogan Page, London.
Smith PR & Zook ZE (2020) Marketing Communications. 7th ed, Kogan Page, London
Sujit, A., Gokilavani, S., Antony, N. and Sankar, U., 2022. Paradigm Shift in Marketing Strategies of Hotel Industry in Bengaluru, Post Covid-Customer Perspective. In International Conference on Business and Technology (pp. 1275-1282). Springer, Cham.
2

image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant
" University of Wales
Trinity Saint David

5




