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In simple terms marketing can be defined as the action of promoting as well as selling various services or products by doing extensive market research and advertising in digital platforms as well as in traditional markets (Malhotra et al., 2017). Marketing is essential for growing any business whether it is a hotel business or anything else. Organisations need to establish a productive marketing team for their success in the global marketplace. There are five different concepts that firms implement in their businesses and these are namely, production concept, selling concept, product concept, societal marketing concept, and marketing concept (Rudawska, 2018).
In the essay Marriott International and Premier Inn are the two multinational hotel chains that have been chosen and comparison between both of them will be established. Marriott International is a multinational company that is located in the USA and they have hotels, residential and other properties. In 1927 the company was established by Alice Marriott and J. Willard Marriott. The headquarters of the organisation is located in the United States, Bethesda, Maryland (Marriott, 2017). Premier Inn is one of the biggest hotel chains located in the United Kingdom and it was established in 1987 by Whitbread. Headquarter of this hotel chain is in Dunstable, United Kingdom (Anon, 2019). These hotel chains have been selected as they are the biggest hotel chains in their respective countries and they have a huge customer base worldwide.
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Marriott International has taken up a relationship marketing approach where the organisation mostly focuses on building strong relationships with their customers so that their customer retention rate can be sustained. It has been seen that this marketing approach of Marriott International has paid off as they have been able establish their brand name in the international tourism market. In contrast, Premier Inn previously used to implement traditional marketing strategies however with rapid digitisation they have made some changes in their marketing protocol and adopted digital marketing protocols (Lu and Tabari, 2019). Hence, Premier Inn has taken up technological approach or marketing whereas managerial approach has been taken up by Marriott International (Hladiuk and Hlavatska, 2021).
Marriott International has a strong market position mainly in the United States of America however the firm is also popular among customers globally due to the luxurious services they provide. It ranks two in the Hotels, Casinos, and Resorts industry however previously it was ranked number one (Fortune, 2020). In comparison, Premier Inn is also highly popular in the United Kingdom however it is somewhat behind the brand popularity of Marriott International. Furthermore, Premier Inn scores 79% and is very much a renowned hotel chain in Europe and high growth opportunities still lying in other parts of the world (Quintana and Canino, 2017).
Both the hotel chains implement digital marketing strategies in their marketing and promotional processes. However, the official website Premier Inn has the higher number of visitors compared to that of Marriott International’s official website. Furthermore, Premier Inn is effectively implementing social media marketing for expanding their businesses in multiple dimensions. The hotel chain is looking to target the huge Asian customer base as multiple researches have shown that there are a high number of travellers who come to the UK for various purposes and therefore scope for growth by building a recognisable brand is very high. Premier Inn does not believe much on traditional marketing practices as the organisation has found out that traditional practices are highly costly (Zhang and Huang, 2019). On the other hand, Marriott International which was established way back in 1927 had no option for many years therefore they had to implement traditional marketing practices however currently they are also adopting digital as well as social marketing practices. The basics of marketing are effective planning, processing, and executing the processes, attractive pricing, promotion in various platforms and distribution of the actual product. Furthermore, Premier Inn has implemented 4P’s of Marketing Mix as their marketing strategy and this has been proven to be highly beneficial for the organisation (Farris et al., 2017).
The considerations that have been made by Marriott International for sustaining their marketing strategies are, they have taken up customer-oriented marketing. The hotel chain looks to fulfil the needs of customers and the organisation invests lots of money in market research for understanding the customers searching behaviour which ultimately provides a good indication of customers’ actual needs. Customers are the main priority for Marriott International and therefore the company explores options according to the demands of customers (Franzoni and Avellino, 2019). Furthermore, sense-of-mission marketing has been adopted by this firm for increasing their sustainability and in turn for maintaining their competitive edge over others. This marketing aims to define a broad mission that tries to do something good for the whole society rather than focusing on one particular product. This actually helps in building a bigger customer base compared to other strategies (Wang et al., 2020). In contrast, Premier Inn has adopted customer value marketing for maintaining their sustainability. This UK based hotel chain tries to continuously improve by providing high value to their customers and this is highly beneficial as when an organisation gives value to their customers, the customers in turn will give higher value to the organisation. Other than this, innovative marketing has also been applied by Premier Inn for sustainability. Advanced technologies have been implemented for innovation, mostly artificial intelligence have been implemented in their services and products. AI technology based chat-bot support has been provided to the customers who have led to greater level of customer satisfaction (Grasso and Sergi, 2021). Additionally, Information Technology has been used for understanding the customers’ behaviour and according to that potentially interested customers are provided attractive advertisements (Wood, 2017).
Green marketing approaches of both the hotel chains are very much efficient as well as effective, however Premier Inn has been seen to be much more environment friendly compared to that of Marriott International. This is mainly as Premier Inn tends to market more environment friendly services and products to their potential customers (Dangelico and Vocalelli, 2017). The government of the UK supports eco-friendly products that can make the environment green and therefore this UK based hotel chain largely supports green marketing initiatives. Premier Inn uses recycled energy and highly tries to save energy as much as possible and in addition the organisation also uses cost effective technology dependent products. Marriott International does not lag behind too much in regards to green marketing as they also practice energy recycling and energy efficient lighting have been used in this multinational hotel chain (Ottman, 2017).
During the whole Covid-19 pandemic both the multinational hotel chains have suffered lots of losses. However, the United Kingdom has currently been able to take some control over the pandemic therefore Premier Inn is again coming to its normal feet (Nhamo et al., 2020). In contrast, the USA is still hugely suffering from Covid-19 therefore Marriott International sales have significantly gone down. People are afraid of travelling to the US therefore sales are also getting reduced however after the completion of the vaccination drive it is expected that things will get normal as before and the hotel sector will again earn huge revenue in the international marketplace and in turn Marriott International will be able gain its position in the market (Canhoto and Wei, 2021). Other than this, Marriott International is trying to convey a marketing message to their customers that they will provide great accommodation with high levels of safety and will make customers feel like they are at their own home. In comparison, Premier Inn is also trying to convey a message to the general public that they will provide a high level of customer service while maintaining high safety levels. The company has ensured that all their staff is totally vaccinated and all of them follow the Covid protocols with great discipline. After the outbreak of Covid-19 it has been observed that people are highly active in social media platforms and therefore both the organisations are actively communicating with their customers to sustain the customer retention rate. They regularly post Covid-19 safety materials that have been implemented in their destinations and see the same customers get confidence of visiting the place (Omer et al., 2020). 
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From the above essay it can be concluded that both Marriott International as well as Premier Inn have established their brand in the global marketplace however Marriott International is more productive compared Premier Inn. Furthermore, the essay discusses marketing approaches as well as marketing strategies taken up by both the firms and current position in the market has been demonstrated. Observation has been made that digital marketing is extensively used for marketing of both the destinations. Other than this, considerations for green marketing have been demonstrated along with various considerations that have been taken by both the firms in sustaining their marketing approach have been described extensively. At the end of the essay, positioning after and during the Covid-19 pandemic have been described and other than this, the marketing message that has been provided to customers at the global level have been described.        
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