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Introduction
Whitbread hotel chain Premier Inn is a British hotel brand boasting 800 hotels and over 72,000 rooms. This makes it the largest and fastest-growing hotel brand in the United Kingdom. These hotels are spread out across airports, suburbs, and city centers. Premier Inn, as it is known today, is the result of Whitbread buying Premier Lodge to merge with its Travel Inn brand in 2004 to form Premier Travel Inn. At present, the chain has locations in Germany, Qatar, United Arab Emirates, Ireland, and the United Kingdom. Sheraton Hotels and Resorts is an American brand currently owned by Marriott International. It currently has 446 hotels with 155,617 rooms across the world. This hotel chain has locations in the Caribbean, the Middle East, Europe, South and Central America, Asia, the Pacific, Africa, and North America. In addition, there are 84 proposed hotels, which would add 23,092 rooms to the current number.
These two hotel chains are multinational and have many branches in multiple countries and offer services to a diverse variety of people. They operate within a similar niche in the market, meaning that their operation and marketing strategies are bound to have many significant similarities, but also important differences. The positioning of hotel brands in the market is important to their performance (Dev, Morgan & Shoemaker 1995). These two brands were selected because they originate from two different continents, which offers a viable platform to assess the marketing strategies adopted by each. 
Marketing choices
Premier Inn
The origin of Premier Inn starts with the founding of Travel Inn in 1987. As the name suggests, the original business model was based around attracting travelers. As Travel Inn grew, the owner Whitbread, bought Premier Lodge for 536 million pounds in 2004. This purchase was followed by the acquisition of 11 Holiday Inn hotels in England and Wales in 2006. Soon after, the name of the chain was changed from Premier Travel Inn to Premier Inn. This was followed by Premier Inn accounting for more than 70% of Whitbread earnings by 2009. As a result, the owner announced a plan to expand Premier Inn in London over the following years for £100 million.
As the chain expanded, Whitbread placed more emphasis on creating a commercial action plan that would enhance the status of Premier Inn as the preferred brand for not only travelers but also customers who needed a place to stay for Leisure. A significant proportion of this plan was built around premier offers, widening reservation distribution, increasing sales activity, and focused advertising. During this period, Premier Inn created a new website that increased the visits to its different locations exponentially. This website accounted for more than 3,000,000 visits each month by the year 2009. Another step taken has been to diversify the clientele by creating more budget options for people who may not afford the luxury and upscale options offered by Premier Inn. This plan fed into its larger goal of increasing the available number of rooms over the past decade.
Additionally, Whitbread created a program to set goals for sustainable sourcing, waste management, and carbon dioxide reduction, which would also set the chain in good standing with customers who are concerned about climate change and environmental conservation. This program included the switch of building materials used in constructing Premier Inn branches to materials that would reduce the carbon footprint of the hotel brand. Operational changes are also designed to retain loyal customers and attract newer customers. The pricing strategies are also used to market Premiere Inn seeing as it offers such options as flex, advance, standard, and non-flex rates.
These pricing strategies not only offer consumers a more convenient option when booking their rooms but also offer affordable rooms by price discrimination strategies, such as Friday, Saturday, and Sunday, having the lowest pricing. Customers can change the booking or amend their stay up to 1:00 PM on the day they are due to arrive, which also means that the fees are refundable after booking. At present, the hotel branch focuses a lot on marketing which has taken a more digital approach to increase its online presence. Nevertheless, Premier Inn still invests significantly in print, radio, and outdoor advertising.
Over the past year, the brand invested £20 million into marketing (Jefferson 2021). A significant chunk of this fee is geared towards broadening its social media presence, seeing as there are discrepancies in its following on different platforms. Premier Inn has over 325,000 followers on Facebook, but only 22,000 on Instagram, suggesting that its current social media marketing strategy has not been successful. This is especially concerning because the COVID-19 pandemic led to a steep decline in the revenues of Premier Inn as Whitbread recorded a loss of £1 billion for the year 2020/2021 (Ackerman 2021; Whitbread PLC 2021). As a result, Premier Inn launched the “rest easy” advertisement campaign (Whitbread PLC 2021b) to take advantage of the ease of restrictions after the COVID-19 pandemic (Hutton 2022). This multi-channel campaign has placed Premier Inn on TV screens as well as in digital, print, outdoor and social media marketing. This is geared towards reinforcing brand consideration for both business guests and leisure guests at Premier Inn, especially where people believe that their services are better in some locations than in others (Sun, Tong & Law 2015).
Sheraton
Sheraton began in Cambridge Massachusetts in 1933 when Ernest Henderson and Robert Moore purchased the Continental Hotel. The name was acquired by mistake after the pair purchased a hotel with an expensive sign with the name Sheraton Hotel on it, which they couldn’t change. This led to a change of the names of all previous hotels they owned. The first foray on the international scene was in 1949 when Sheraton bought the Ford Hotels chain. This brand had locations in Montreal, Ottawa, and Toronto. Since 1992, Sheraton has focused on an expansion geared towards the luxury market with the ITT Sheraton Luxury collection, subsequently followed by a purchase of Sheraton by Starwood which owned the chain up to 2016, before Starwood was acquired by Marriott International.
Over the years, Sheraton’s marketing strategy has steered away from focusing only on travelers and high-end customers by offering luxury options. It is important for brands to progressively include more accessible mid-range options (Moskowitz & Krueger 2003; Withiam 1985), which Sheraton has done by creating Four Points by Sheraton. Furthermore, there has been a steady focus on younger customers. This has meant that the marketing strategy needed to change to keep up with emerging trends and remain inventive and attractive to the changing consumer base. In 2015, Sheraton announced a $100 million plan to reinvent the brand which was described as “tired.” This led to an intense focus on commercials designed to reinvent the meaning of the Sheraton Brand. The campaign was geared towards reinventing the view of Sheraton by publicizing its commitment to delivering exceptional and inventive service while maintaining its class through unique designs and ambience in Sheraton branches worldwide. 
However, Sheraton has largely stuck to traditional means of disseminating information about the brand, including outdoor advertising, TV, and radio commercials. There is significantly less focus on social media and digital marketing compared to Premier Inn. The idea is to maintain its uniqueness and air of exclusivity. This is the principle upon which most of Sheraton’s branding is built. Unlike Premier Inn, which has active environmental management and green messaging plan, much of the green messaging and environmental management efforts at Sheraton are carried out by individual branches. For example, the Vermont branch has worked with the NERC (Northeast Recycling Council 2022) to ensure that its recycling and food waste diversion program is successful, and this has led to the branch being classified as a green hotel in the state (Northeast Recycling Council 2022).
However, much of the appeal of Sheraton still lies within the ability of every individual branch to offer some unique service that will draw people from that particular culture to it. In the wake of the COVID-19 pandemic, companies need to focus on increasing their sustainability and appeal to customers (Simon 2020). For example, the Sheraton Madison underwent a renovation to attract more customers. This is because Sheraton places high value on customer experience. As a result, Sheraton has focused on creating spaces that promote the health and safety of guests such as contactless orders and check-in, special sitting arrangements to allow for social distancing, and fitness centers, which have become increasingly important in the face of the health hazard of the COVID-19 pandemic.
Conclusion and Recommendations
Premier Inn
Given the current financial troubles experienced globally, such as the decline of the Sterling Pound and the euro, Premier Inn should consider altering its pricing strategy to ensure that more customers are willing to spend money to stay at the hotels. It is only natural that after the pandemic and in the wake of the war in Ukraine, people would be less willing to spend high amounts on accommodation. While the situation has improved, Pride Inn only recorded a 40% booking rate for the second quarter of 2022 (Mitra 2022). Therefore, rather than coping with many unutilized or unoccupied rooms, a change in pricing could bring in more customers and bridge the gap that exists as a result of low booking. Furthermore, Premier Inn should focus on its environmental conservation and green messaging (Peng & Chen 2019) as the world and the customer base are heading in a more environmentally conscious direction (Berger 2019), meaning that more consumers would be attracted by the prospect of having limited impacts on the environment.
Sheraton
Sheraton has built a high brand recognition which means they could stick to traditional advertising methods and still gain a huge number of customers. However, marketing is evolving, and more people are opting for online options for their travel and accommodation, meaning that the market is shifting towards social media and other digital platforms. As a result, Sheraton risks being left behind should they stay stubborn in pursuing traditional methods only. Sheraton needs to focus more resources on social media marketing and increasing the brand’s online presence (Hudson et al. 2015). This will ensure that while it still acquires customers from the traditional channels, even more will be able to access its services through online platforms. Like the ecological approach proposed for Premier Inn, this could enable Sheraton to bridge the gap between the pre-pandemic revenue and booking figures and the current levels.
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