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The current operational management of hotel industry can be directly linked to the challenges it faces in the overall achievement of its planning goals. This industry is said to be the most competitive industries in the global analysis, as the growth factors are mostly prevailing here in a huge amount. Therefore, this essay aims to draw upon the comparison of two international hotels of Marriott and Premier Inn, which are known to be the leading hotels in the UK and US. The foundation of Marriott hotel has been built in the early 19’s, and serves in the US as its headquarters. Similarly, the Premier Inn operates in a well-developed scenario of the suburbs and serves the whole of Europe in a successful manner (Visser. Sikkenga. and Berry. 2019). That is why, these have been chosen to compare the marketing evaluations in this essay, undertaken by them to achieve success in the long run. 


Marriott hotel chain, since its establishment has been operating on the basis of successful marketing strategies in the competitive global business environment. This can also be denoted that the success it enjoys in the overall contributions to the economy is all due to the carrying out of 4Ps in the marketing process. All the business requirements needed by the firm is properly attached to the adjustment which is required in the long run to achieve remarkable brand reputation. Along with the 4 Ps of marketing in the area, there have been the inclusion of brand improvement of the firm in its early periods, by the following of time, Marriott has changed its marketing choices more towards the customers (THE 4 PS OF MARKETING MIX. 2023). The hotel chain has also begun to target its potential and lead customers, through which they are now able to diversify according to the needs and wants of the customers. 
 	On the other hand, Premier Inn has formed a strategic alliance to be incorporated in their marketing activities by the means of extensive market shares in the global era. In their early established times, the firm only used to promote its products and services to achieve a high rate of profitability in the long run. As compared to the earlier times, there have been many changes made in the success criteria of the firm. Along with this, there are various divisions attracted by the firm in relation to the organisational culture and values in the long run. The main point of consideration for the firm is to promote their missions and visions set by them, by the means of focusing on their relationship management approaches. Also, there are many implications of success by the firm which further helps them to produce and advance their usage of resources via generated revenue against the planned one. 


As soon as the brand positioning starts taking place in the global business environment, then there is a requirement of obtaining the copyrights of such parameters. This is being evaluated on the basis of some other firm’s equal reaction to Premier Inn hotel chain. That is why, to consider this fact on a reasonable basis, there are competitive and positioning strategies being optimised by the firm. Keeping the customers’ image and expectations on the front, Premier Inn is now opting the goal-location model to enhance its capacities to grab a larger share in the market. Therefore, on the basis of this it can be appraised that the firm is strongly focusing on the enhancement of life standards and living abbreviations of the customers. Form this to be undertaken by them, the leisure services by the firm can be beneficially be optimised by their customers. The growth of their market share continuously rises due to the increasing trends in the customer centric services by them (Visser. 2021).
	The hotel chain of Marriott is advantaged towards the proximities of the number of rooms it has been offered to services to the customers. It is known as the largest in terms of hotel chains it owns in the whole world, and also the market share it has experienced in the past and current years. The market position Marriott has been enjoying is overall suppressed by their potential since their establishment in the long run. The benefits outsourced by them towards the customers is due to the holdings they secure and the kind of network they chose to reach out to the customers. Besides, the firm also enjoys a high rate of digital techniques to stimulate a large audience towards their offerings during their stay at the hotel chain. The varieties in their global preferences for the customers have helped them to gain a lot of willing market demand and supply materials in the long run. 


In order to elaborate their current position in the global business environment and to secure their place in the market share, Premier Inn has adopted the policies of devising up their decision-making process. The overall expenditure and loss incurred by them will be further termed as the reason of Covid 19 pandemic and other uncertainties faced by them. Therefore, it can be said that all of their marketing strategies have been incorporated on the basis of spending and winning for which the technical strategies are being optimised by them (Şener. and Cobanoglu. 2022). Also, their branding abbreviations are being made strong by them, where there can be convenient sources of attraction in the global business environment. Not only, they focus on their physical evidences, but also there is a full extent program for online and digital platforms to be achieved by them in time. However, in all of this their main focus remains the same as in relation to the transformational analysis for the customers. 
Comparatively, Marriott hotel has been accountable for their success in both the offline and online transitions without making any extra efforts in the long run. This statement can be proved out on the realm of their already preserved marketing strategies which are assumed by their customers of global era. Along with this, there is also a strategy of environmental sustainability optimised by the firm in order to better serve the whole lot of their customers. For an instance, it can be achieved that company’s mission to elaborate such techniques relate to the fact that they seek the positive influence of the social and political activists to remain stable in their market position. Therefore, only the approved and properly chosen materials have been applied by them to implement their overall marketing strategies in the real world. 


The overall strategies implemented by Premier Inn has only focused on how to meet the needs and wants of the organisational structure. Now, there are also some of the notable points to be considered by the firm to achieve the trust and loyalty of various natural activists of the real world. That is why, there have been many applications of lighting and water resources to be secured by the hotel chain to demand high rate of attraction. On the basis of this implication, it can be demonstrated that the development of green and sustainable strategies has been enormously undertaken by them. The delivery is in relation to the response towards the CSR policies of the firm, which are essential to be operating smoothly in the global business environment (Piramanayagam. and Seal. 2022.). For example, the firm has cut down its costs from the use of carbon emissions in their current operational strategies to provide the customers with the natural energy sources. 
In relation to the Premier Inn’ strategies, Marriott hotel has evaluated the need of greening in their operational management in a different manner. The overall establishment has been done on the understanding of actively-driven environmental strategies to include the essence of recyclable products and materials. This is a unique marketing analysis introduced by the firm, in order to influence the overall global firms to achieve the developing aspects of environmental sustainability. Apart from, this they also denote their strategies of brand management and reputation management, by enhancing their sustainable atmosphere towards the natural parameters in the long run. Making a strong community and team of both internal and external environment is the main considerable point of the firm to achieve success (Banyeva. and et.al., 2023). 

	


	The essay about marketing comparison has now come to an end with the understanding of how the two major hotel industries operate in two different continents in their own manner. It has also been depicted that various strategies and planning for growth continuously takes place in the premises, in terms of human resources, equipment, etc. to satisfy their customers in the long run. The main point of differentiation between the two hotel chains can be identified and concluded from this essay. This is in the form of market share these both have for their own purposes by offering unique proposals to attract the customers. Therefore, on the basis of this statement, it can be forecasted for the future by this essay, that both the hotel chains enjoy a huge amount of talent and customer retention rates (Fu. 2023). This can further lead them to sustainable development goals and the appraisal of their economies respectively by collaborating with the environmental sustainability.
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