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World business strategies change day by day and that’s the reason why every organisation initiate unique and different strategies to serve the consumers better than the competitors do (Ferrell, Hirt and Ferrell, 2019). This essay discusses two well-known multinational hotels (The Ritz-Carlton Hotel and Premiere Inn Hotel) and analyses the difference between their marketing and other business strategies with a brief explanation. At the end of the essay, a complete recommendation has been added for both companies in terms of serving the consumers more effectively. 
[image: The Ritz-Carlton Hotel Company - Wikipedia]
The following company is an American multinational organisation which was later parented by the famous hotel chain company Marriot International. The Ritz-Carlton Hotel operates a luxury hotel chain from the beginning of its journey and it establishes a distinctive position in the mind of consumers through its special service and hospitality. The company owned more than 108 hotels situated in 30 different countries in the world including Asia, Europe, North America and Australia (The Ritz-Carlton, 2019). The company has more than 29000 rooms worldwide along with a huge number of service workers (approximately 40000 employees worldwide). The company mainly started its journey in 1983 in Boston, Massachusetts by occupying a local owner. With a more standard service and luxurious staying facility, it has an increasing market demand in many countries around the world. 
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Premier Inn is a limited-service hotel chain company which was established in 1987 by another hotel chain called Whitbread. This British private limited company is considered to be the largest hotel chain in the United Kingdom along with a huge market share. At the beginning of its journey, the company serve the British region but gradually it spread the business area to other countries in the world including the United Arab Emirates, the Republic of Ireland, the Isle of Man, Germany Guernsey, Jersey, and Qatar. Premiere Inn now operates more than 800 hotels worldwide which is a combination of more than 72000 rooms facilities for its consumers (Premier Inn, 2019). The main difference for this company is that it not only focuses on the big cities but also the suburbs and local areas in different countries.  Recent data shows that the parent company of Premier Inn accumulate more than 70% of the total from that particular hotel chain. 
Marketing is the core of every business organisation as well as for the following hotel industries. Marketing is the study of people which helps the organisation to find out the actual and potential consumers of the business as well as helps the companies to develop the strategy to serve the consumers better than the competitors do (Jobber and Ellis-Chadwick, 2019). The marketing strategies for hotel industries consist of several interrelated aspects including the data available on the company’s website, the technical analytical tools, a deep knowledge about which demographics are more appropriate for establishing a hotel chain and what are locations where the consumers are interested in visits in vacations. Let’s discuss the marketing strategies of the two following companies to compare and understand them more precisely. 
To survive in this acute competitive business market every organisation needs to adopt a specialised marketing strategy so as The Ritz-Carlton Hotel. The company undertake some unique marketing strategy to establish a strong competitive over its competitors. The most important strategy that the company use is the variability of the services which creates a distinct position in the mind of the consumers (Bowie et al., 2017). The pricing approach of The Ritz-Carlton Hotel is quite different from the other companies and this pricing strategy ensures added value to the growth of the company. The Ritz-Carlton Hotel mainly focus on the premium pricing strategy for its consumers and this strategy not only help the organisation but also help the consumers to find out the desired and best hotel room without spending more amount of time. On the other hand, the company can easily segment the overall market with the help of income analysis and effectively target the right consumers without spending a lot of money (Kotler, 2020). Lastly, the promotional planning for The Ritz-Carlton Hotel is much more innovative than other competitive companies and the company promotes with the help of social media and local tourist guides. 
Like the Ritz-Carlton Hotel, Premier Inn Hotel also have some unique technique that differentiates the company from the other competitors. The main marketing strategy of this company is its availability of service which makes the organisation more popular among its consumers and a larger number of consumers want to stay with the company whether the other company provide comparatively better services (Hellriegel and Slocum, 2011). Premier Inn Hotel spend a handsome amount of money on advertising to attract a huge amount consumer as well as make the current consumers more permanent. So, about the pricing strategy of Premier Inn Hotel which is the most diverse part of the company along with a lot of options for the consumers including Flex, Semi-Flex, Advance, Standards and Non-Flex rates. In general, the hotel employs a value pricing strategy to give customers excellent value for their money. Similarly, it has price diversification that helps the consumers to book the room at different prices according to the staying days or nights (Chaffey and Ellis-Chadwick, 2019). Another part of marketing follows wed by the Premier Inn Hotel is its process of booking where any consumer can book the hotel room without advancing money or a little amount of money. 
The main consideration of this essay is to make a comparison of the marketing methods between two multinational hotels. Earlier in this essay, a comprehensive description of the two hotels and the marketing strategies are discussed properly. So, after making all the possible analyses between the two hotels it is clear that there have lots of basic differences as well as some similarities at the same time (Kotler and Armstrong, 2018). First of all, The Ritz-Carlton Hotel can be categorized as the premier service hotel regarding the Premiere Inn Hotel which provides regular basis service to consumers. In the context of marketing, The Ritz-Carlton Hotel don’t need to spend more money on promotional efforts and most of the consumers have a clear vision of the company on the other hand Premiere Inn spends a lot of money to attract the consumers. The more intense difference that is easily found in the marketing strategies is about the pricing of both companies which not only differentiate the bot companies but also the consumers. 
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Figure: Segmenting, Targeting and Positioning analysis (Kotler & Armstrong 2018)
Segmenting: Segmenting mainly divide the target market into a smaller group of potential consumers to serve them more effectively. This strategy helps the companies to initiate selling programs more easily as well as this could help the marketer to offer the best products and services available in the company (Baack, 2021). The Ritz-Carlton Hotel mainly segment the hotel market into the rich category where the company serve premium and wealthy consumers who are like to spend more money. On the other hand, Premiere Inn Hotel has several segments in its business and the company serves more than five segments including rich and moderate consumers. 
Targeting: Targeting is the process by which marketers identify the most effective market segments to serve the consumers more precisely. Targeting helps the organisation not only serve the consumers better but also reduce the market risk for the companies (Clow and James, 2014). The Ritz-Carlton Hotel target the big cities and rich consumers segment and offer a luxurious service. On the contrary, Premiere Inn Target the suburbs and local consumers who mainly want the stay and accept the luxury that mainly offers by the previous hotel. 
Positioning: Positioning describes how the product (item or service) compares to competing goods and services on the market as well as in the minds of consumers. It’s all about establishing a distinct image in the mind of consumers by serving the best products and services (Schizas and Thomakos, 2013). The Ritz-Carlton Hotel already has a strong positioning comparing other hotel companies in the United Kingdom or other parts of the world. Similarly, Premiere Inn spend a lot of money and launch so many promotional activities to attract more consumers and place a distinct in the mind of the consumers. 
Marketing communication is the set of different interrelated tools including advertising, direct marketing, branding, packaging and online activities that help marketers to initiate marketing tasks more effectively. Both companies out there have a comprehensive marketing communication channel including websites where consumers can easily book hotel rooms as well as pay money through online payment systems (Eagle, 2015). The segments that are most likely to be interested in the property and services of the following companies can be the probable target markets. The target audience for both companies out there is business travellers, tour groups, small conference groups, and solo vacationers (Ryan, 2017). 
The world population are increasing at an alarming rate and the business possibilities of hotel industries also improved by the scenario. Hotel industries face a huge market opportunity in terms of tourism and people’s recreation in different parts of the world. This essay mainly analyses two hotel companies which serve the consumers based on segmenting consumers. Here The Ritz-Carlton Hotel need to initiate a moderate-class hotel to reach all consumers. On the other hand, Premiere Inn must have to serve the moderate more efficiently to establish a long-term relationship (Miller and Washington, 2019). 
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