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[bookmark: _Toc85133965]         Introduction
     Marriott International is a multinational hotel chain that has several branches all over the world. Marriott International can be identified as the largest hotel chain in the tourism industry because of rooms. They operate their business activities in more than 7400 locations and under 30 brands. Marriott International has 1500000 rooms within their franchise and 50000 more rooms are in pipeline. Though it is a well-established hotel chain, it must implement such a marketing strategy that can attract the maximum number of customers (Redmon, Mawhinney and Johnson, 2013). This essay will cover different aspects of the marketing of the Marriott International hotel chain and Premier Inn which is one of their greatest competitors. It will give an overview or brief about the previous marketing choices of those two hotel chains and the direction they have taken within marketing. An overview of their current market positions is also covered in this. The current marketing strategy of Marriott International and Premier Inn will also be discussed in this. Some other aspects of marketing and the effect of Covid-19 on their strategies are also discussed.
[bookmark: _Toc85133966]        The marketing choices of Marriott International and Premier Inn
     Marriott International choose to direct its marketing and other promotional activities online from offline. They strongly focused on online media, especially on different social media. Marriott International believe that social media is the most appropriate place to grab a maximum number of customers and convert the potential customers into actual customers. The marketing of Marriott International is highly directed towards Twitter. They use this social platform to communicate with their current and potential customers. They also answer different queries of the customers on Twitter and other social networking sites. Marriott International changes its marketing strategies and policies according to the different cultures of various countries (Ybema, Yanow and Sabelis, 2011). To grab customers at the national level or international level, developing a marketing strategy according to the different cultures and focusing on cultural diversity is very effective for the organization. On the other hand, Premier Inn always prefer physical and traditional media to do their promotional activities. They advertised at TV, newspapers, cinema, radio, print media such as banner posters and so on (Cañas and Sondak, 2014). Premier Inn also focused on technological advancement and did not overlook that completely. They advertised at different search engines too but they did not completely rely on online advertisement. This is how they choose their marketing policies and both of the organizations achieved success individually. Marriott International took a greater risk by emphasizing only online media which paid them of by providing greater advantages.
[bookmark: _Toc85133967]       Current market positions of Marriott International and Premier Inn
     The current market position of Marriott International is not very good. Their market share is losing its value gradually regularly. They could not overcome the damages of pandemic and global lockdown of more than a year (Clark and Teachout, 2012). Their current share price is $104.88 which was $129.56 in 2018. The financial state of Marriott International was never very stable or constant. They achieved the leading position in the market many times and faced tremendous losses in the business in many years. This position becomes more unstable during the pandemic and the aftereffect of the pandemic has completely devastated them. The market position of the Premier Inn is also not very stable in comparison to Marriott International. It has also been affected due to the pandemic and the share value of them also decreased significantly. They are also trying to overcome the damages of the pandemic.
[bookmark: _Toc85133968]         The marketing strategies of Marriott International and Premier Inn
     The marketing strategies of Marriott international is highly dependent on the social media and another online platform. They are using social media marketing and search engine optimization as their main marketing strategies now (Dryden, DiGiuseppe and Neenan, 2014). They are strongly connected with their customers and potential customers via the Twitter platform. They provide various advertisements on Twitter, Facebook, Instagram, and many other platforms. These promotional strategies can provide them with enough customers with which they can easily achieve a greater amount of profit. Premier Inn focuses on the local culture and the social norms of the people. Culture can be highly used for influencing the purchase decisions of customers which are done by the marketing strategies of Premier Inn. Premier Inn implement their marketing strategies at the different look in the national and international market. The uniqueness of strategies can attract more customers to Premier Inn. They do advertisements, branding, marketing by sponsoring different events which are highly relatable to the hospitality industry so that they can connect with their potential customers and do the product placement very effectively (Giordano, 2016). Since Premier Inn is highly dependent on offline marketing, the cultural aspect can help them a lot to pursue the customers. 
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     Marriott International took a bold decision in terms of selecting its marketing strategy. They had a very good vision that people will become completely dependent on technology and the social media platforms will become the place of mass gatherings (Heizer, Render and Munson, 2019). So, they considered the technological evolution and shifted to online marketing before many of their competitors which certainly gave them an advantage over all their offline marketing strategies. This also ensures their sustainable position in the market. Though their share value is very fluctuating, it is maintaining a constant range and the price is not decreasing at an unreasonable rate. On the other hand, Premier Inn always consider the risk and took the minimum risk to state a marketing policy. They were never willing to take a very bold step that can provide them with great success or a significant failure. Premier Inn always considered the stability of the business and generate their marketing strategies to attract a minimum number of people which can provide them with a decent amount of profit. This consideration of marketing has provided them with a lot of advantages and great stability (Li, Wei, McKiernan and Foo, 2015). They are the only organization that did not face great difficulty to survive the pandemic at the initial period. So, their focus on stability and the considerations to develop new strategies which can enhance both stabilities and performance of the organization were very good.
[bookmark: _Toc85133970]          The marketing messages of Marriott International and Premier Inn
     Marriott International is recovering from the pandemic damages but still has a lot to go. They were affected very badly, and their earnings were completely off for more than 1 year. So, their position will not remain the same naturally (Liebal, Müller and Pika, 2013). Their share value decreased; fixed expenses make their organization lose making the company and many other things affected their position. Recovering the position is not so easy for Marriott International. They are trying very hard to develop more and overcome those situations by ensuring a better position in the market. They are also providing a greater message to their customers which influencing them to visit different places and consume the services of Marriott International. It could be identified as the marketing message of Marriott International (Niemeier, Campbell and Dirven, 2017). They are preaching such a message that proper health safety concerns can beat the Covid-19 and leading a normal life should be started. Since the situation is now not very bad and people are getting vaccines so normal life must be started from onwards. They are advertising with this message that after a hectic lockdown of more than a year everyone should go for a refreshment trip anywhere. Premier Inn also prepare their strategies with a similar message to their customers which can make them very conscious about the health concerns. However, they are also focusing on environmental factors too. The global lockdown has played a very significant role to improve the environment and the ozone layer of the earth which is very essential for our life. So, it taught the entire mankind that the environment is also needed to be focused on profit or other motives. Premier Inn is also focusing on that areas and preparing strategies that are also healthy for the environment. This is how they are position in terms of the Covid-19 pandemic.
[bookmark: _Toc85133971]         Conclusion
     The covid-19 pandemic has completely trashed the tourism and hospitality sector. The travel ban has affected all the hotels, restaurants and many other businesses which were highly dependent on tourists. Though it was for the betterment of the entire world, yet it has some drawbacks, and the business organizations are trying to overcome those drawbacks and the impacts of Covid-19 (Oliver, Hospital and Brainard, 2017). Marriott International and Premier Inn are also in that group. Since they can’t operate their business without tourists and there is no opportunity to provide online services, they were completely shut for more than a year. This highly affected their profitability, market share, and many of their employees lost their jobs. As a result, the damages of pandemics become irreversible. Marriott International and Premier Inn are still trying to improve and overcome all the crises in their ways. They are also succeeding in that gradually. In this situation, their marketing strategy can help significantly. This essay is about those different marketing strategies and various new additions in the marketing to survive the post-pandemic world and ensure the sustainability of the organization.
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