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In today’s highly competitive hospitality industry, effective marketing strategies play a pivotal role in attracting and retaining customers. This essay report aims to compare the marketing methods employed by two prominent hotel chains: Marriott Hotel and Resorts and Premier Inn. Due to their large brand portfolios, global visibility, and dedication to providing excellent guest experiences, these two industry heavyweights have been selected. We may learn a lot about the ways these market leaders use to engage customers, encourage reservations, and build enduring brand loyalty by looking at their marketing plans. 
Marriott Hotel and Resorts
Marriott Hotels & Resorts, a brand of full-service hotels and resorts, has a history dating back to the 1950s. It started with the opening of two motels near Washington, D.C. and later expanded internationally. Marriott introduced its first resort hotel in 1967 and expanded to Europe in 1975. In the 1990s, the company separated its real estate operations from hotel management. By 1999, Marriott had over 360 properties worldwide. Notably, the brand unveiled updated room designs in 2005. However, recent years have seen challenges, including the discontinuation of the Make a Green Choice program in 2020 and a significant data breach. Despite these setbacks, Marriott Hotels & Resorts remains a global leader in the hospitality industry, providing full-service accommodations to travelers worldwide (Dhir et al., 2019).
[bookmark: _Toc135860280]Premier Inn
Premier Inn, the largest hotel brand in the UK, has a rich history dating back to its establishment in 1987 as “Travel Inn.” Initially created by Whitbread to compete with Travelodge, Premier Inn underwent significant developments over the years. In 2004, Whitbread acquired Premier Lodge and merged it with Travel Inn, forming “Premier Travel Inn.” By 2007, the name was shortened to Premier Inn, and the company became a dominant contributor, accounting for over 70% of Whitbread’s earnings. Throughout its history, Premier Inn achieved notable milestones, including the opening of its 500th hotel in Hemel Hempstead in 2005 and the acquisition of 11 Holiday Inn hotels in 2006. In subsequent years, Premier Inn expanded further by purchasing Golden Tulip UK and investing £100 million in a London expansion plan. The brand’s growth continued, with the opening of its 600th hotel in Stratford-upon-Avon in 2011 and its 700th hotel in Kingston-upon-Thames, London, in 2015. Premier Inn has ambitious plans to operate 85,000 bedrooms in the UK by 2020, further solidifying its position as the leading hotel brand in the country (Quek, 2012).
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Marriott Hotel and Resorts has a dynamic marketing strategy, recognizing the importance of social media engagement. They actively utilize platforms like Twitter to address customer queries and share hotel updates across various social networking sites. Tailoring its marketing approach to individual countries based on customer preferences and cultural factors, Marriott adopts a “one size fits all” approach. The company employs diverse marketing activities such as advertising and branding on national and international scales, adjusting strategies to meet evolving customer demands. Marriott differentiates itself by offering customized services, aiming to gain a competitive edge. The integration of technology facilitates efficient marketing management, including automated portals for customization, multilingual support, and leveraging social media for branding and positioning (Thomson, 2010).
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Premier Inn has made various marketing choices and taken different directions to establish its brand and attract customers. In terms of product strategy, Premier Inn focuses on developing unique designs, features, packaging, and brand names to stand out in the competitive market. Pricing strategies are chosen based on evaluating the value of products for targeted customers, including price penetration or skimming strategy. Premier Inn makes essential decisions regarding distribution channels, considering factors like product characteristics, market dynamics, and competitors’ strategies. They also incorporate convenience and easy availability as crucial considerations for customers. Promotional strategies involve crafting unique selling propositions, developing effective messages, and choosing appropriate promotional channels such as television, print advertising, or social media marketing. Understanding customer needs and expectations is vital, and Premier Inn conducts customer analysis to develop customer profiles and personas, enabling effective segmentation, targeting, and positioning. They strive to differentiate themselves through cost or differentiation-based competitive advantages, such as cost leadership or product/service differentiation. Additionally, Premier Inn evaluates its product line using the BCG matrix and monitors brand equity components like awareness, association, quality, loyalty, and proprietary assets. These marketing choices and strategies contribute to Premier Inn’s success in the hospitality industry (Jones, 2009).
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Marriott Hotel and Resorts is a prominent luxury hotel chain with a strong marketing position in the hospitality industry. They have a global presence in over 100 countries and offer exceptional hospitality services through brands like The Ritz-Carlton, JW Marriott, and Courtyard. Marriott’s marketing prioritizes customer satisfaction by catering to their needs and continuously improving services. Pricing is based on value and quality, varying according to factors like hotel type and customer demand. Marriott strategically locates hotels near airports, highways, and central markets to attract diverse customer segments. They utilize a mixed channel strategy for efficient inventory management. Digital marketing, including a comprehensive website and social media campaigns, is a critical promotional focus. Marriott’s commitment to service excellence, transparent processes, and physical evidence contribute to its marketing success (Lee and Kwag, 2017).
Premier Inn aims to establish a strong marketing position by effectively targeting specific customer segments and developing a clear positioning strategy. Premier Inn focuses on identifying segments with commercial attractiveness and growth potential, considering factors such as segment size, differentiation, profitability, and accessibility. Once the target market is determined, Premier Inn works on crafting a positioning statement that highlights its brand values, meets customer needs, showcases its unique offerings compared to competitors, and addresses any gaps in the market. This positioning strategy is continuously evaluated and adjusted based on feedback and data collected from market research and surveys. Premier Inn’s approach emphasizes understanding customer preferences and positioning its brand to serve those needs in a competitive market effectively (Gheribi, 2018).
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Marriott Hotels and Resorts strategically positions itself in the hotel industry by targeting individualistic and sophisticated travelers, both for leisure and business purposes. They offer a wide range of luxury hospitality services through their diverse portfolio of over 30 brands. With a differentiated pricing strategy, Marriott ensures a top-notch experience that justifies the price paid. Their hotels are strategically located in major cities worldwide to provide convenient access to customers. Marriott emphasizes digital marketing, influencer collaborations, and their customer loyalty program, Bonvoy, to promote their brands. By shifting to online marketing, engaging with communities, and creating impactful campaigns, Marriott aims to deliver exceptional guest experiences and maintain a strong presence in the industry (Rosner, Urdaneta and Yepes, 2019).
Premier Inn implements a comprehensive marketing strategy. Their approach encompasses product development, pricing strategies, distribution channels, and promotional tactics. Premier Inn focuses on creating unique, high-quality products with added services. They carefully consider pricing to maintain value and avoid price wars. Distribution channels are selected based on convenience and accessibility. Promotional efforts involve a mix of strategies to communicate with target customers effectively. Premier Inn conducts customer analysis to understand their preferences, which informs segmentation, targeting, and positioning strategies. Premier Inn seeks to achieve a competitive advantage through cost or differentiation. They utilize tools like the BCG matrix to evaluate product performance and build brand equity through awareness, association, quality, loyalty, and proprietary assets (Koushik et al., 2012).
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Marriott Hotel and Resorts has implemented initiatives like water and energy conservation, waste reduction, and responsible sourcing while also engaging in green messaging through its “Serve 360: Doing Good in Every Direction” sustainability and social impact platform. Premier Inn has focused on environmental sustainability by setting targets to reduce carbon emissions, implementing eco-friendly practices, and promoting sustainability through its “Green Engage” program (Jones et al., 2016).


Recommendations for Future Growth of Marriott Hotel and Resorts and Premier Inn:
1. Embrace Digital Transformation:
· Leverage social media platforms, influencers, and online travel agencies to enhance brand visibility.
· Invest in innovative technologies like virtual reality and augmented reality to create immersive experiences for potential customers.
2. Enhance Personalization and Customer Experience:
· Implement advanced customer relationship management (CRM) systems to gather and analyze customer data for personalized marketing campaigns.
· Offer tailored services and loyalty programs to enhance customer satisfaction and encourage repeat business.
3. Focus on Sustainability and Green Messaging:
· Strengthen sustainability initiatives and communicate them effectively through green messaging campaigns.
· Highlight eco-friendly practices, such as energy conservation, waste reduction, and responsible sourcing, to attract environmentally conscious travelers (Nilashi et al., 2019).
4. Target Niche Markets:
· Identify and cater to specific niche markets, such as luxury travelers, business professionals, eco-tourists, or wellness enthusiasts.
· Collaborate with relevant industry partners and influencers to expand reach within niche markets.
5. Leverage Data Analytics and Insights:
· Utilize data analytics tools to gain insights into customer behavior, preferences, and trends.
· Apply predictive analytics to anticipate customer needs and deliver personalized offers and recommendations.
· Use data-driven insights to optimize marketing strategies, pricing, and revenue management (Leite and Azevedo, 2017).
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In conclusion, Marriott Hotels and Resorts and Premier Inn are leading players in the global hospitality industry, employing diverse marketing strategies to attract and retain customers. Marriott’s marketing focuses on social media engagement, personalized experiences, and sustainability initiatives. Premier Inn emphasizes brand positioning, customer segmentation, and strategic acquisitions. To ensure future growth, both companies should embrace digital transformation, enhance personalization, strengthen sustainability efforts, target niche markets, and leverage data analytics. By implementing these recommendations, Marriott and Premier Inn can continue to thrive in the competitive hotel market, delivering exceptional experiences and maintaining a strong brand presence.
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