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Essay Title: 
A comparison of the marketing method of two multinational hotel chains 
Marriott International, inc. is one of the largest hotel chains in the world which has its hotels in 131 countries with more than 7000 locations. Premier Inn is also a multinational hotel chain in the UK that has its business in more than 800 locations. Both of the hotel chains have to promote their services for attracting more and more customers. According to Biddle (2017), marketing is one of the most basic functions of a business organisation which is, in short, the promotion of an organisation or the products of the organisation. Since Marriott has more diverse services than Premier Inn, the marketing strategy of the two hotel chains are different. The marketing method of these two hotel chains has been compared in this essay for which their marketing choices have been discussed. Also, the current position of the two hotel chains has been discussed. The marketing strategies of the two hotel chains and their plans for sustainable marketing have been discussed. Finally, the impact of covid-19 on the marketing strategy of the two hotels has been mentioned.
Mariott International, Inc. is a multinational hotel chain that has its business in 131 countries of the world. This hotel chain has different brands of its own that need a different strong market strategy for different regions and countries since the culture and market are not the same in different countries. Different brands or hotels of Marriott International, inc. has a different target market. For example, Marriott Courtyard is for over-the-road travelers of the world whereas, Ritz-Carlton Hotel is for luxury travelers (Ghandour, 2015). Marriott International, inc. develops market strategy according to the target market of each of its brands, and then the strategy is implied according to the marketplace of the specific brand. Marriott uses the 4P marketing strategy where they develop the strategy of different products and different brands as well. All the marketing strategies of Marriott international inc. is centered around luxury travelers. 
Premier Inn is one of the largest hotel chains in the UK which is a concern of Whitebread Plc. This hotel chain has several subsidiary organisations such as Comfort Inn Kensington, Quality Hotel, Westminster, and forth. Premier Inn used to promote its services in magazines, newspapers, tv channels, and so on. But at the current time, this hotel chain is more focused on digital media for promoting its businesses (Nozdreva, 2021). For example, the hotel chain uses the website, social media, and other digital media. Premier Inn uses SWOT and other market analysis tools while developing the market strategy. At the same time, the promotional mix helps the organisation to develop a strong promotional strategy for leading the competitive market of the UK and the other countries of the world. premier Inn segments its target market into smaller pieces according to the different attributes of the guests. This segmentation leads the hotel chain to prepare a different market strategy for different market places.
Marriott International, inc. has been more popular among luxury travelers than the other hotel chains because of the quality service of Marriott International, inc. This hotel chain is becoming more popular since it provides luxury at an affordable rate. And for this, the guests of the hotel chain have been started supporting the hotel chain more than before. Marriott has been practicing offering affordable luxury for attracting a new customer base which has given the hotel chain a strong position in the market. Nyangwe (2018) says that the current marketing position refers to the perception of the customers towards an organisation compared to the other competitors of the market.  Premier Inn, on the other hand, provides luxury services at a premium rate. This hotel chain also has been able to make a strong position in the market of the UK. This hotel chain analyses the market of different countries and regions and then, the market strategy is developed, for which, the luxury and the rate of service is different depending on the location of the hotel. However, some customers of the organisation sometimes are irritated with the customer service of the hotel which has made a negative impact on the reputation of the hotel. 
Marriott International, inc. now focuses more on digital marketing since the customers of the current time are more likely to spend most of the time on different digital platforms. Digital marketing indicates using different digital platforms for promoting the products or services of a business organisation. According to Peterson (2021), digital marketing allows Marriott International, inc. to attract more customers with less effort since digital marketing is cheaper than traditional marketing methods. Marriott International, inc. provides promo codes on the internet using which the guests can get a discount and, it has been a great marketing strategy of the hotel chain. Premier Inn uses social media mostly for promoting its new places and services. This has enabled the hotel chain to reach a mass of people in a short time at very little cost. Besides, this hotel chain uses other digital marketing methods such as email marketing, websites, internet ads, and so on. Due to the outbreak of the pandemic of covid-19, the hotel chain had a huge loss to recover which, Premier Inn is planning to recover it through its tight marketing strategy. The hotel chain is planning to spend around £20 million in marketing in the next financial year (Rosner, 2019). 
Sustainable marketing refers to focusing more on social and environmental as a marketing strategy of an organisation. According to Sohail (2017), sustainable marketing allows a business organisation to satisfy its stakeholders more as green marketing focuses more on the different factors of the environment as well as on the social responsibilities. Marriott International, inc. is focusing more on green marketing, and for this, the hotel chain is showing more concern to society and the environment. Marriott is applying green marketing thought in each of the services and activities. This hotel chain is designing its services and products regarding sustainable marketing. Quality is given more importance in the services of the hotel. This will ultimately increase the revenue of the hotel chain. Premier Inn is also showing its interest in green marketing, and they’re telling a story to the community and the market about their thinking about going green. The hotel chain sponsors green events and organisation for showing its concern for green or sustainable marketing (Volgger, 2021). Social media posts are also being used by the hotel chain to tell stories and the benefits of going green. Premier Inn is creating a community that is interested in sustainable or green marketing which is one of the most important tasks for applying sustainable marketing. 
The covid-19 pandemic has hit hard the revenue of the multinational hotel chain since tourism was totally banned for a long time. Marriott International, inc. and Premier Inn also have been a victim of this pandemic (Szabo, 2021). These two hotel chains had to redesign their market strategy. Mostly, the hotel chains had to think about the lifestyle of the target market since the pandemic has left a huge negative impact on the income of different jobholders, and even on business owners. 
Marriott International, inc. has redesigned its marketing strategy by bringing some major changes in its promotional strategy. Having hotels in 131 countries, the hotel chain had to keep into count the income and ability of the target market after the pandemic, and their interest in luxury hotel service after this pandemic effect. And son, the hotel chain has focused on affordable luxury, keeping their top priority on luxury (Ghandour, 2015). Thus, the organisation has kept its brand strategy on- luxury service, but at the same time, it has made the luxury services available at an affordable rate. The core message of the marketing strategy of Marriott international, inc. is to enhance their customers lives by creating unsurpassed vacations even after the pandemic too, which will be more affordable than in previous times. Premier Inn also had to bring massive changes in its market strategy to attract customers after the massive negative impacts of the covid 19 pandemic. The hotel chain forecasted a massive bounce in leisure demand, and so, it has started thinking of other ways to redesign its services at a cheaper rate, and maintaining all the health issues regarding the prevention of the covid-19 pandemic. The hotel chain launched a major campaign named ‘Rest Easy’ after the pandemic which highlighted some major changes in their services which are regarded as the recovery methods of the aftereffect of the pandemic (Nozdreva, 2021). 
Every business organisation has to focus more on its marketing strategy to attract the target market properly. Marriott International, inc. and Premier Inn hotel have been able to develop a strong market strategy that has enabled them to hold a strong position in the market, as well as in the perception of the customers. The two hotel chains have started thinking about sustainable marketing since it allows an organisation to satisfy the stakeholders of the organisation. Moreover, the green marketing strategy will help the two hotel chains to recover the losses of the covid-19 pandemic. 
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