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INTRODUCTION

This article will compare the marketing strategies of two international hotel brands: Marriott (hotels and resorts) and Premier Inn. These two firms are intriguing since there is a little variance in their branding, making a comparison simpler. While the Marriott is more of a luxury hotel and resort, the Holiday Inn is a more affordable every day stay hotel.
The essay will begin with their marketing decisions and progress through historical backdrop before analysing any changes they have made to their marketing approach. will be consistent with their marketing attitude and marketing strategies How have they positioned themselves since the outbreak, what sustainability and green message concerns have they included into their marketing, and when will it end?

MARRIOT [ HOTEL AND RESORT]
Because Marriott International has been a hospitality industry leader for so long, many people are intrigued about how its marketing strategy has contributed to the company's success.
Marriott International is an American hospitality firm that runs many hotels and lodging places. It was founded in 1927 by J. Willard Marriot and is in Bethesda, Maryland, in the United States. The company operates in 131 countries and has over 7000 hotels with 1.4 million guest rooms. It is one of the most well-known enterprises in this industry, with 30 diverse brands for comfort and ease.

Target market 
The JW Marriott, a high-end brand founded by Marriott International, is aimed towards travellers looking for a tranquil and lavish setting. By focusing on the needs of its clients, Marriott International has effectively built a variety of target markets within its sector.
As a result, most of their clients are business travellers and individualistic, rich, and self-described travellers willing to invest in lodgings.

Marketing MIX 
In numerous situations, the "marketing mix" refers to the collection of methods used by a corporation to connect with its target market. A marketing mix may be used to assess how a company is performing in terms of marketing. It includes the four Ps—Product, Price, Place, and Promotion—that influence a company's success.
Product- Premium travellers are the company's target market for its one-of-a-kind product approach. Most of the Marriott's marketing mix is comprised on hospitality services. Their product approach encompasses all aspects of hotel management. They have around 30 brands, including well-known hotels such as Ritz-Carlton, Sheraton, and Renaissance. The corporation has grouped its brands into four categories: longer stays, luxury, premium, and select. Therefore, customers will find it easier to select hotels that fit their interests and travel plans.

Place- Choosing the best location and distribution strategy has been critical to Marriott's success throughout the years. It has created a reputation for itself in over 131 countries since its inception, with many of its hotel placements in or near a country's major towns and villages.

Price- Marriott International is one of the few companies that has retained its pricing power in the face of dramatic competition price cuts, volume decreases, and more hotel availability. The expenses of Marriott International vary according on the properties, clients, and regions. The primary goal of the organization is to provide clients with an exceptional experience that surpasses their expectations for the money they pay. It has generally succeeded because the various hotel brands have been able to retain distinct value propositions in terms of brand promise and brand attractiveness.

Promotion- Marriott International has been working in the hotel sector for about ten years, so the term "Marriott" virtually speaks for itself. This is one advantage of "word of mouth" advertising. Furthermore, Marriott places a high priority on marketing itself and its businesses via digital media.

MARKETING STRATEGY
Marriott International's marketing approach has lately shifted from offline to online. It has changed its emphasis away from traditional marketing techniques and toward digital advertising. As Marriott International President Arne Sorensen phrased it in his blog post, social media allows us to observe our guests in their own limelight, rather than draw attention to ourselves. So, let's take a look at the methods and initiatives that have been put in place to increase overall customer participation and service.

PREMIER INN
Premier Inn is a limited-service hotel chain in the United Kingdom. Whitbread founded it in 1987. Although it has operations in a few other countries, it mostly operates in the United Kingdom.


Target market – Travelers and backpackers

Marketing Mix

Product-- The Premier Inn has a range of lodging options for all sorts of tourists. In its family rooms, for example, there is a king bed for adults, two pull-out or sofa beds for children, and a travel cot for a newborn (Premier Inn, 2021). Many hotels have connected rooms, which allow parents to keep a watch on their children. Single, double, and accessible rooms are frequently available (designed for wheelchair access).

Price- The Premier Inn provides a variety of pricing, including Flex, Semi-Flex, Advance, Standard, and Non-Flex rates. Customers have a variety of alternatives with them. Flex is the most flexible option, allowing clients to amend or cancel their reservation up until 1pm on the day before their expected arrival. The hotel often uses a value pricing strategy to provide outstanding value to its consumers. It conducts price discrimination, as do other accommodation companies, with weekend stays on Friday, Saturday, and Sunday often having the lowest prices (Premier Inn, 2021).

Place- Premier Inn operates around 800 hotels in the United Kingdom as well as Ireland, the United Arab Emirates, Qatar, and Germany (Premier Inn, 2021). Direct reservations may be made through the hotel's website and mobile apps. Another alternative is to use third-party websites such as Booking.com, Lastminute.com, and others. Even though customers can make phone bookings, Premier Inn recommends online reservations.

Promotion- Promotion is an important component of Premier Inn's marketing strategy (4Ps of Premier Inn). The hotel invests much on advertising on radio, print, internet, and social media platforms. It plans to invest £20 million in marketing in 2022, with an emphasis on growing its digital reach (Jefferson, 2021). On Facebook, the Premier Inn page has almost 325,000 fans. However, just about 22,000 people follow its Instagram account. This demonstrates how critical it is for the hotel to expand its online presence across various social media channels.


MARKETING STRATEGY 

· GROW AND INNOVATE IN THE BASIC MARKETS IN GB
They will continue to develop and enhance Premier Inn by exploiting the competitive advantages of the Whitbread operating model, such as the strength of the Premier Inn brand and the market-leading direct distribution, as well as by taking advantage of structural opportunities.

· BASE THEIR GROWTH IN GERMANY ON THEIR STRENGTHS
Because it has characteristics in common with the UK market, the German market is particularly enticing for Premier Inn's international expansion. In this market, which is incredibly fragmented and lacks a market-dominating cheap hotel brand, Premier Inn can replicate the success of the UK model.
· IMPROVED ABILITY TO SUPPORT LONG-TERM GROWTH

When others would be restrained, financial flexibility and the ability to invest in growth are made possible thanks to property backing and a successful efficiency program.

THE COMPARISON
• According to this study, Marriott's marketing strategy is notably "luxurious." To stand out in a competitive market, they develop distinctive product designs, names, and features. There is quality, variety, features, packaging, brand name, and better services.
• On the other hand, Premier Inn's target market is "ordinary" people. Their rooms are intended for "average" travellers. Marriott's pricing policy is quite diverse. They provide a variety of deals. Premier Inn, on the other hand, does not provide student discounts at all. It was labelled as a "budget" hotel. Premier Inn, unlike Marriott, does not spend a lot of money on advertising.
• Marriott International is a large hotel chain with locations all over the world, whereas Premier Inn is mostly located in the United Kingdom so they have a long way to go if they want to succeed like their competitors.
COVID 19 IMPACT ON THE HOTELS BUSINESS

The pandemic coronavirus (COVID-19) has had a considerable detrimental impact on the hospitality business, but the consequences have been uneven; bars and clubs have fared the worst, while campgrounds have done better than the rest of the industry. Even though consumer spending on hospitality began to climb in May 2021, it is still less than 70% of pre-pandemic levels. A similar picture may be seen in turnover, which was 25% lower in May than in 2019.
Covid, like everyone else in our world, has infiltrated Marriott and Premier Inn hotels. However, they do not provide any statistics or information. Both companies have recovered from the pandemic and are now fully operational.
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