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The essay's objective is to comprehend and contrast two distinct hotels' client-marketing strategies. The two hotels that have been selected, Marriott International Hotel and Premier Inn (Whitbread PLC), will help with knowing how their organisations run and will help with having a better understanding of their marketing strategies.

This would help in understanding the positioning of the companies as well as learning about their marketing.
The marketing plan is also a crucial component of business schools and crucial in marketing theory's justification of corporate performance (Morgan et al., 2019).

J. Willard and Alice Marriott established the Marriott International Hotel, which has been run under family management since 1927. One of the biggest businesses, it has 7000 properties distributed throughout 131 countries. Diversity and inclusion are the company in question's key principles and strategic business objectives, which have aided in managing their business effectively (marriott.com, 2022). To better affect the customers, they have also taken care of the sustainability and social impact platform. In 2019, the concerned company's yearly increase was approximately £20,972 million.
The largest hotel chain in the UK is Premier Inn, a British limited-service hotel firm with more than seventy thousand rooms and just under a thousand sites. It operates sites in a variety of places, including city and airports, where it faces off against rival chains like Travelodge and other hotels.
Whitbread established the company in the late eighties under the name Travel Inn to take on Travelodge. The name of the current firm is Premier Travel Inn, which was originally shortened to "Premier Inn" in 2007 after Whitbread acquired Premier Lodge in 2004 and consolidated it with Travel Inn. Premier Inn is responsible for a lot of Whitbread's revenue. (Wikipedia Contributors, 2019)

The goal of marketing is to draw in customers. This is then put into practise across all departments to make sure it lives up to customer expectations. 2018 (Olson et al.)
Marriott's branding is its strategy. With a strong hotel structure and assistance from premium brands, they can draw in a wide range of guests. They have relied on social media utilisation and brand marketing that have helped them run their firm effectively (Marriott, 2022).
To encourage clients to use their services effectively, Marriott has also adopted sustainable practises.

They both adhere to some basic routines, such as routinely disinfecting the locations, performing maintenance duties, sanitising the clients and visitors, etc., because the pandemic situation has produced a struggle in the business growth. These precautions would protect their clients from contagious contacts and are related to the client's health condition. When lockdown was abruptly imposed, marketing for both hotels fell; yet, after that, they both found it difficult to handle the situation. Due to its stronger market penetration, Marriott has been able to cover it up more quickly than the Premier Inn (Slootweg and Rowson, 2018).

It is possible to compare the marketing strategies and tactics used by the two industry titans in a variety of studies. In terms of marketing comparison, these articles are quite beneficial because they offer pertinent information and suggestions for marketing strategies in a cutthroat environment. According to customer feedback, Marriott International is a far more popular brand with consumers. The Premier Inn does not, however, imply that it offers brutal services. Premier Inn offers sophisticated services as well, but they would be distinguished by their comparable marketing strategies and methodologies (Karmoker, 2019).

To improve in one or two important areas, a firm should focus on those areas as part of its positioning strategy. This helps determine which is more effective at creating a favourable impression of a brand in the minds of consumers (Shahid 2019). centred on the benefits and affordability of the consumers, which would have a beneficial impact on the company, boost the concerned firm sales, and handle the customer's needs effectively. To persuade clients to utilise their services exactly, they have chosen reasonably priced luxury. There are several loyalty schemes, including Marriott Bonvoy. By staying in hotels from twenty-nine different brands throughout the world as part of this programme, they can accrue points (Niemelä 2019). This factor made it possible to create a luxury hotel with more reasonable rates so that guests could take advantage of the amenities effectively.

The green management needs to be thorough so that it can protect the environment as well support the market efficiently. Hotels are the bridge for the travel industry, as they have many energies that supplies element in their daily interests. They have implemented green practises that prioritise the service's consideration of environmental considerations as its primary function. (Merliet al., 2019). 

The Marriott plan enables them to uphold environmental sustainability. They have implemented the service 360-degree strategy to control their energy usage and boost the use of reusable power sources (serve360.marriott.com, 2022). The concerned company has also declared its dedication to environmentally friendly management, where theory has established an eco-friendly strategy. They have included environmental goals in the policy and are working hard to achieve them. With these techniques, they may better manage their hotel while preserving the environment for the future.

[bookmark: _Toc94878414]Businesses must take precautions to guarantee that their operations are unaffected by the epidemic because it affects both the health of people and the economy, which was slowed by the lockdown. Low tourist demand resulted in low hotel occupancy and revenue, which in turn led to reduced employment and poor living conditions in the surrounding villages (Napiera et al., 2020). The stance of Marriott International Hotels was that they had taken care of the hotel's cleanliness, which would help to secure the safety of both the guests and the staff. A Marriott committee has been established to manage the covid-19's effects. To reduce hazards and guarantee the security of hotel staff and guests, the concerned organisation has concentrated on maintaining high standards of cleanliness. Customers are conveyed the idea that they place a high priority on maintaining cleanliness in both their private rooms and public areas. (Marriott News, 2022).
Two hotels, the Marriott Hotel and Premier Inn, had their marketing and positioning strategies evaluated. These strategies needed to be updated to ensure their success and more effective management. They would grow effectively as a result of this.
My findings were that both company regardless of the reputation and service levels were using their inititvative, business plans and marketing strategies to survive during the epidemic and how they could increase sales in the futures as well as being green and thinking about the environment for the foreseeable future. 

All in all both company are heading in the right direction and this is due to having an excellent marketing strategy which will keep growing them as they are always listening to the customer needs and requirement.  This in turn makes a successful business and a worldwide brand.  
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