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Introduction 
This essay has been written to introduce the subject of marketing, specifically comparing the marketing methods and strategy of two multinational hotel brands. Two hotel brands have been chosen A) Ritz Plaza and B) Premier Inn. It will compare the brands marketing strategies to market their products and services. It will discuss the use of segmentation targeting and positioning as well as marketing communication with their target audiences. 
It identifies similarities and differences in the respective marketing strategies and makes recommendations to develop and enhance marketing strategies for the Brands that will aid future growth whilst considering how they have recovered from the Covid 19 pandemic and green messaging. 
The hotels chosen occupy different and contrasting market segments. Ritz Carlton was established in the early 1900s in the United States in such places as Boston and Philadelphia. The Boston hotel established very high standards of service as well as fine dining combined with luxury facilities, (Ritz Carlton,2022). These standards became a benchmark for all future Ritz Carlton hotels and resorts worldwide. 
For example, some of the standards introduced were lighter fabrics in the guest room to allow for more thorough washing, unforms for staff for a formal professional appearance, fresh flowers in all the public areas and A la carte dining, providing choices for diners. 
In 1998, the success of The Ritz-Carlton Hotel Company had attracted the attention of the hospitality industry, and the brand was purchased by Marriott International. The brand message is to “inspire life’s most meaningful journeys in the most desirable destinations on earth”, (Ritz Carlton,2022).
Premier Inn by contrast occupies a different market segment, the economy segment. It is the number one hotel operator in the UK, and has grown it’s presence in Germany and owned by Whitbread Plc. It’s high market share is an indicator of it’s competitive success. I tried to find the market share of Ritz Carlton on Statista.com but this was not available without subscription.
Whitbread now have three hotel brands Premier Inn, Hub and Zip which has further segmented their offer in the economy market segment. Hub and Zip offer smaller rooms to attract customers where the additional services provided by Premier Inn are less important than the room price. (Whitbread,2022)
Premier Inn has a very clear and successful offer which has helped it achieve its number one position in the market in the United Kingdom. 
The 4 P’s of the marketing mix, (McCarthy,1960) Product, Price, Promotion, Place are very evident in it’s offer. 
The guest home page (Whitbread,2022) emphasises they are everywhere in the UK. Guests sleep in a comfy king-size Hypnos bed, enjoy Freeview TV, an en-suite bathroom with power shower and a famous English breakfast buffet where guests can enjoy as much as they like for a price which is re-enforces that Premier Inn is good value for money. The marketing message is “from booking to bed, we’re here to help our guests rest easy”.
Premier Inn have a successful business model (Whitbread,2022) which combines the ownership of property and hotel operations. It has a market leading direct digital distribution model and low-cost customer acquisition and retention. This has enabled Premier Inn to grow at a significantly faster pace than competitors, deliver a consistently superior customer experience and generate a strong return on capital for shareholders over the last 15 years.
Ritz Carlton targets different customers with it’s luxury or Upscale Brand position. In this market segment Premier Inn does not compete with Ritz Carlton but with other luxury hotels.
Ritz Carlton uses it’s historical strengths of high service and facilities to target customers in the premium segment in the hotel market. It is known as offering the “gold standard” in hospitality. (Ritz Carlton,2022)
Customers when visiting the home page of Ritz Carlton can quickly see the opportunity to plan weddings, business meetings or luxury resort holidays in destinations such as Europe, Asia Pacific, Mexcio, Caribbean, USA and Canada. They can even plan to stay on a super- yacht or to enter into ownership of a Ritz Carlton Residence and “live there always”.
For those customers who need some further inspiration for their next journey the customer is given options by viewing high quality pictures of beautiful destinations and ideas such as for a 3 -day city escape or the Middle East after dark. They promote their unique purpose driven locations to enjoy the wonders of wildlife in the Canary Islands, to learn about cultural traditions or experience the magic of the desert, (Ritz Carlton,2022).
Under the ownership of Marriot guests can now benefit from the wide-ranging rewards programme, Marriot Bonvoy (Marriot,2022) should they also use any of the other 23 other hotel brands in the Marriot family. The rewards programme provides opportunity to target customers by using different marketing communication channels such as email, brochure or with partners to earn and spend the rewards.
In a similarity with Ritz Carlton Premier Inn (Whitbread,2022) also offers inspiration for different trips from football in the Middle East, hiking in the UK, beautiful cities to wake -up in and coastal breaks in the UK.
For both Ritz Carlton and Premier Inn sustainability and green messaging is not so obvious on their guest home pages. Rather the focus the communication is on where they have locations in areas of natural beauty and how the guest can enjoy the environment. 
On the Marriot corporate websites (Marriot,2022) have a written sustainability policy as part of their Serve 360 programme. For their Upscale brand Ritz Carlton they set out a detailed programme of environment called Sustain, Protect, Experience. 
At each property, they have in place a multi-discipline, Ritz-Carlton Environmental Action Conservation Team (REACT). The teams utilize a framework of environmental strategies to identify sustainability projects within their individual property and work together to make changes and improvements that benefit the environment such as energy and water reduction, (Ritz Carlton, 2022) and use Twitter to highlight some of these activities.
Premier Inn have a Sustainability strategy called Force for Good this has targets and reporting to achieve goals such as net zero by 2040, (Whitbread,2022). This shows commitment and helps protect the Brand from accusations of green washing.
The Covid -19 pandemic had a big impact on the hotel industry when domestic and international travel almost stopped. The home pages of both the chosen hotels do not mention any covid precautions. However, (Ritz Carlton,2022) cleanliness is part is The Twelfth Service Value at The Ritz-Carlton, “I am responsible for uncompromising levels of cleanliness and creating a safe and accident-free environment.” Premier Inn have  “CleanProtect” promise (Premier Inn,2022) describing enhanced cleaning and there is a reminder that guests using their flexible booking rates can amend their plans if they need to.
This essay has shown how the chosen hotels operate in different segments of the market and target customers through multiple digital media channels such as targeted social media and internet marketing. A key similarity is the drive to inspire clients to visit exciting locations and enjoy experiences, particularly after the covid pandemic. 
It is quite difficult for the customers of both chains to see quickly, when checking the hotel booking sites, what they do to follow their policies in the advertised locations. Making this more visible will attract clients who place a premium for environmental protections.
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