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Introduction 
This essay will compare the marketing strategies of Marriot hotels and resort and that of Premier Inn. Marriott’s reputation as a top customer service goes back to J. Willard Marriott’s the original target for his business “good food and good service at a fair price.”, (Marriott, 2022), the world’s largest and most experienced hospitality company. Marriott strategically targets customers regional and local in every business segment, strong direct investing channels, multilanguage call centers available day and night.
Premier Inn set up with a unique competitive advantage in a tough market, stand out from a vertically integrated model, which combines the ownership of property, distribution, superior customer experience over the last 15 years, direct digital distribution, brand strength, scale advantage (Whitbread, 2022). 
Main body
 Market competition assessment is the strategic methods to data collecting as well as analysis of the different assets including finances of a competing business organization, understanding the business's motivations and essential requirements is key for marketing (Alvarez et al., 2019). The aims, goals, and environmental aspects of this process are described in a systematic and thorough examination. A marketing strategy is a comprehensive collection of business procedure action theories, regulations, including policies that the organization uses to determine its objectives for the coming months or years (Fifield and Paul, 2012). 
With more than 72,000 guestrooms as well as 800 hotels, Premier Inn is the biggest hotel brand in the UK. It runs hotels in many different places, including city centers, suburbs, and airports (Premier Inn, 2022).
By the quantity of rooms offered, Marriott is the biggest hotel operator on the world. It comprises 30 brands as well as 8,000 hotels with 1,423,044 rooms spread throughout 131 nations and territories. Out of these 8,000 hotels, Marriott manages 2,149 of them, while 5,493 are run by other parties under franchising agreements (Marriott, 2022). Marriott’s management capabilities are distinguished by the combination of operation and technology, developing brand equity internationally (Okumus, Altinay and Chathoth, 2010).
 The ability to accomplish success over time is regarded as a competitive advantage (Oddou et al., 2013). Success depends on the association's capability to rely on the skills and resources it has. Hotels differ in terms of the resources they need to access, just like other businesses. A significant component of the hotel's competitive edge is how it uses its resources. By obtaining and sustaining a competitive advantage, differentiation is honed. Furthermore, by communicating dependable brand messaging, hotels may differentiate themselves in a practical way. Online and multichannel marketing that need to manage customer interactions and value: reach, act, convert and engage (Chaffey, 2022).
Various businesses have different ways of marketing and segmentation targeting, positioning and differentiation for their customers to differentiate from rivals, positioning strategy place between the brands. Marriott can be classified as a hybrid on Bowman’s Strategy Clock, compering Premier Inn as low price on the same chart (Bowman,1976). The focus of Marriott's marketing attempt is to highlight the luxury, comfort, and richness of its upscale hotel network. The hotel chain's magnificent accommodations, first-rate hospitality services, and laid-back environment are highlighted in the advertising (Marriott, 2022).
Premier Inn on the other hand has placed its business at a well geographically located areas like the cities so that it can attract guests, the hotel has mastered the art of pricing as per the customers luxury. Booking is accessible to its guest through their websites (Premier Inn, 2022).
An organisation may create and maintain a competitive edge by utilising the positioning strategy, which is a major one (Blankson et al., 2007). The segmentation process is the foundation for the market positioning, which aims to satisfy the recognised demands of certain customer groups, by catering to each individual's needs and interests, a hotel may be able to accept a highly varied clientele by using location, staff, service, and image distinction (Kotler et al. 2017).
With numerous brands under its control, the company serves a wide range of market areas with a substantial number of services. Marriott, however, primarily targets the mid-scale, upmarket, especially luxury segments. The organization starts a franchising program to spread its commercial properties throughout several nations, which improves their chances of maintaining a dominant market position (Marriott International, 2022).  There are 45 Marriott resorts in the UK, nine of them located in London. The Marriott chain's hotels that are accessible to tourists in London were examined, and the results showed that the company uses a variety of factors to divide its market into several segments. Geographical as well as psychographic factors, user status, and objective of trip segmentation are among the variables (Kotler et al., 2017). With the use of regional and demographic segmentation, the hotel places a variety of offerings in the market segment chosen. Its upscale guests with high incomes who want to immerse themselves in London's historic ambience are drawn to the hotel's deluxe rooms and prime location (Marriott, 2022).
 The marketing approach was very important to Premier Inn as well. The business increases its marketing spend in this year by 8 million pounds. In order to strengthen its position as the top hotel brand among travelers and draw in more foreign visitors, Premier Inn has first launched a commercial action plan. The hotel has implemented major levers in its marketing strategy that are focused on reservations as well as bookings, expanded sales activities, supply and distribution, including advertising. The firm currently attracts customers who have seen more than three million visitors in a month thanks to the new website, which went online in November 2008 and increased visits by 80 percent (Premier Inn, 2022).
A crucial component of opening a hotel and establishing a name recognition is having the appropriate marketing tactics (Yeshin and Tony, 2008). The pandemic had a noticeable impact on the hotel sector because more individuals were working remotely, and business travel was severely impacted by the cancellation of meetings including corporate events. Leisure travel has also been affected, but there are still ways to cope with various travelers when a hotel's marketing strategy is focused on certain groups of people.
Marriott's priority to deliver the safety and welfare of its clients, customers, as well as the employees (Marriott International Newscenter (US), 2022.). Considering the Covid incident, Marriott's commitment to hygiene places a strong emphasis on the safety and welfare of employees including guests while also enhancing current practices through wellness and cleaning policies. A trained Health and safety as well as Wellbeing Supervisor is present at all facilities, and there is a dedication to cleaning as well as training of staffs.
As guests are able to travel again thanks to vaccines, Premier Inn Hotels' brands and hotel staff   acts quickly and carefully, making sure it chooses the best course of action for guests, coworkers, hotels, and owners. To reassure customers about each step of their holiday experiences, the company's hotels are all implementing an enhanced Premier Inn Method of Clean program that includes new training tools as well as more communication. Hotel guests may view Hotel Cleaning Ratings and extra cleanliness details for all hotels at the time of booking, which is where it all begins. Premier Inn has always placed a high priority on the security and health of visitors and staff. As a result of COVID-19, which highlighted the need of maintaining the highest possible levels of hygiene, Premier Inn introduced Clean Protect, exacting daily cleaning schedule utilized in all of UK and Ireland properties (Anon, 2022). In order to give ample time to thoroughly clean the rooms as well as prepare them for your stay, they have modified their check-in time from noon to 3 p.m.
As part of the green marketing strategy, companies participate in recycling programs, adopt more responsible waste disposal procedures, make donations to various green initiatives, and don't forget to educate their customers on how businesses handle environmental issues, how they conserve it, and why it matters (Nandi, 2014).
The strategies for sustainability and waste reduction are described in Marriott's 2019 Serve 360 report. Over 750 hotels globally are reported to have moved from little plastic facilities to residential-size amenities by the close of 2019 (Riggio, 2020). This action prevented the disposal of about 42,000 pounds worth of 3.7 million tiny plastic bottles. Marriott's existing amenity plastic waste has been reduced by 30% and kept out of landfills and the environment. The corporation has recently made several greener decisions, the newest of which is the proposal for bigger shower buckets. Plastic straws were prohibited at Marriott hotels as of 2018. In addition, it is raising its target for 2020 to cut down on food waste by 50 percent by 2025. This is an important step because 60% of waste generated by hotels comes from food (Riggio, 2020). 
Part of the Whitbread family, Premier Inn care very much about communities and the planet, implementing Force for Good, donating the excess food to people and working towards net zero carbon to sustain life-changing (Premier Inn,2022).
 In conclusion, understanding the target audience will help define objectives more clearly and develop strategies that can increase hotel revenue more efficiently. In order to persuade customers who are still on the fence about travelling, hotels must show how they differ from rivals, regardless of the style, location, amenities, or attractions they provide. Companies ought to review its hospitality marketing strategy, regardless of whether it has extensive management expertise in large hotel networks or is operating a small firm, they should create a successful marketing strategy which will understand the consumer and the kind of guest the company wants to draw in.
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