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Premier Inn is a British ltd service hotel chain with 7642 hotels. Premier inn provides affordable hotels and quality services to their clients worldwide. Whilst, Marriott International is a multinational company that operates, licences lodging, and franchises residential, hotels and timeshare properties. Marriott International's headquarter is in Bethesda, Maryland (Simões, 2021). This essay will compare these two international brands'/hotels' marketing strategies. The marketing mix used by both companies in terms of price, place, product, and promotion has been compared in detail. This essay includes segmentations, target, and positioning of the target audience by Premier Inn and Marriott International. This essay reflects both companies' current market positions and considerations they have made within marketing strategies regarding sustainable and green messaging. This essay will compare how both companies have positioned themselves since the pandemic. This essay ended with recommendations provided to Marriott International. 
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J. Willard and Alice Marriott opened the first Marriott hotel in 1927 in Washington DC with around Marriott's 7642 hotels worldwide (Wei, 2018). Whilst in 1987, Whitbread established the Premier Inn hotel chain. The hotel network is one of the biggest in the United Kingdom and Ireland, with over 650 sites and 54,000 rooms. The Premier Inn has been successful despite its rapid expansion; it has been crowned "Best Budget Hotel" for the last eleven years in a row (Lee, 2020). These two hotels are chosen because both of these hotels are part of reputable chains. Customer segmentation is based on spending habits and household income. The hotel's rooms are labelled as either "premium" or "luxury." Both companies target both local and international tourists (George, 2021). Thus, the comparison will provide effective knowledge in analysing what makes one company better than other, even dealing with the same market. 
The marketing choices they have made and the directions they have taken within marketing are different from one another. Premier Inn embraced prime television advertisement as a marketing strategy in terms of animated adverts in late 2007. However, in 2012, the company adopted new promotional techniques like the use of social media and online advertisement and resources to promote its offerings. These digital resources brought a significant change in Premier Inn by boosting its sales and breaking its previous sales records. However, they made further efforts to use third-party advertisements using various internet sites, which supported the business in further sales increment (Ferrell et al., 2021). Contemporarily, Premier Inn is using an affiliate marketing strategy which further boosts its sales and leads the company to the success path (Bas and Sivaprasad, 2021). On the other hand, Marriott International used to implement traditional marketing techniques till 2006 by advertising and promoting their products and services through newspapers, posters, wall art, and so on. However, the availability of the internet drew the company's attention towards it in 2008. The digital marketing choice of Marriott International brought various changes to the organisation, including increased sales (Alvarez-Risco et al., 2020). Marriott International uses social media, website advertisements, different websites, and other online resources to promote its products and services, which has brought organisational development. Now, both companies target fixed groups and customers (George, 2021).
The current market position of Premier Inn manifests an outperformed in the UK market. The yearly turnover of Premier Inn in 2021 was about $ 1186.9 million. Premier Inn UK, according to Whitbread, increased its market share from 4.1 per cent to 11.4 per cent, significantly outperforming the broader lodging market. Premier Inn contains a 23% market share in the USA market (Sharma et al., 2021). Whilst Marriott International Inc.'s total revenue increased by 81.3% year-over-year in the first quarter of 2022, whereas the company's turnover in 2021 was about $13.857B. Marriott International has a total market share of 18% within the United Kingdom (Marriott International, 2020).
The term marketing strategy refers to a company's overall strategy to reach potential customers and stimulate them to purchase products and services. It includes demographics to target the market and 4Ps marketing mix principles to target essential customers. Target market in marketing strategy is the process of selecting certain customer groups that will use the company's offerings (Wei, 2018). Whilst choosing a marketing strategy, Premier Inn markets its potential market in two categories, i.e., behavioural segmentation and mass media segmentation (Bas and Sivaprasad, 2021). Behaviour segmentation classification is implemented by combining data; correlations are shown that hints at vital section traits. Separate markets for business and leisure segments are developed. Price awareness, booking, hotel selection, and the number of stays are the four most consistent factors that has been categorised for both business and leisure segments separately. However, Premier Inn's marketing market uses mass media segmentation as the second category, which embraces finding the best medium to reach business and leisure markets. This type of segmentation embraces the audience that will see the message conveyed by Premier Inn, excluding the rest of the population (Nyangwe and Buhalis, 2018).
On the second side of the coin, Marriott International embraces psychographic, behavioural, and Demographic segmentation while targeting its potential customers (Bas and Sivaprasad, 2021). Psychographic segmentation is classified as putting the customers' pleasure at the prior level. These are the customers that are devoted to lavish lifestyles. Thus, the company provides target customers with high-end hotels along with memorable meals which have been served pleasantly. The second demographics Marriott International targets are the customers as per customers’ understanding and use as well as response to the company’s offerings. For example, wedding themes are used to host with proper management and VIP reservations. The third category in terms of segmentation by Marriott International is demographic segmentation which includes demographics on the basis of the state. Like business people, travellers may serve with separate brands, including Residence Inn, Fairfield Inn & Suites, and TownePlace Suites (Sharma et al., 2021).
The marketing mix of Premier Inn includes the product, price, place, and promotion (Lee, 2020). In the place category, the company features suites with bathrooms, TVs, duvets, irons, hair dryers and cost-effective family rooms. Satisfying customers is a crucial rule of Premier Inn in terms of products and services. In terms of prices, the company follows a discrimination pricing strategy and provides cost-effective packages for rooms and specially discounted rooms on Fridays (Simões, 2021). It contains both physical and online presence in terms of place principle in the marketing mix. Premier Inn uses online promotion techniques and also includes an email strategy as a new promotion technique (Bas and Sivaprasad, 2021). Whilst the product component of the marketing mix by Marriott International includes motels, resorts, hotels, and other types of lodging. Marriott International uses a competitive pricing strategy, which sets the prices according to the rivals' offerings and behaviours. Marriott International places near airports, markets, and roads for easy access for customers. They use Ads, videos, and social media as their promotion strategy in the marketing mix (Ferrell et al., 2021). 
Considerations Premier Inn has made in its marketing regarding sustainability and green messaging can be portrayed by the inauguration of its first hotel in Edinburgh, which ran on batter powers. In the trial phase of 2019, the R&D initiated the analysis of energy-efficient technologies, energy prices and carbon emotion influence using a lithium-ion battery containing a capacity of 5 tonnes and 100 kilowatts. The batteries were put through their paces using grid power generated during off-peak hours. A three-hour burst of optimum efficiency. From twenty-five to thirty-five per cent of the product was returned by the company (Marriott International, 2020). 
On the other side, Based on marketing issues of sustainability and green messaging, the work of the Marriott Global Cleaning Council has benefitted cleaning, hospitality, and health and safety. In spite of high demand, hotels were able to meet the needs of non-profit organisations with regard to the required social distance (Ferrell et al., 2021). Premier Inn strongly emphasised making sure everyone, including staff and visitors, was safe. Ensuring that the visitors' accommodation must be clean and secure was higher consideration of Premier Inn Company during Covid-19 (Marriott International, 2020). In response to COVID-19's emphasis on hygienic standards, Premier Inn created its daily cleaning process. Premier Inn Clean Protect strategy was implemented in order to ensure the daily cleaning process. As a result of the need to fully clean the rooms, the new check-in time is 3 p.m. Their guarantee was created in collaboration with Diversey, a market leader in healthcare and hospitality cleaning and hygiene solutions, giving guests peace of mind throughout their stay (George, 2021).
Marriott helped and supported in reducing coronavirus transmission. Even though the pandemic caused an interruption, safeguard techniques were necessary. In the pre-level of the virus, the spread was uncontrollable. Thus, fast action was needed that could benefit GlobalData. Rheanna Norris of GlobalData says that about 50% of Marriott's $4.5 billion revolving credit line is still available (Simões, 2021). The Marriott brand is known in 30 organisations and 130 countries, so loyal customers can travel and use the reward programme. Moreover, a strong market position has helped the company combat with covid-19 effectively (Marriott International, 2020).
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It can be concluded that the marketing position of Premier Inn is healthier as compared to Marriott International. This is because they both have different market segmentations to target the same group of customers, i.e., leisure and business travellers. Moreover, Premier Inn uses a discrimination pricing strategy; however, Marriott International uses a competitive pricing strategy. Using a lithium-ion battery by Premier Inn showed their effective marketing techniques regarding sustainability. However, Marriott International embraced safety techniques to remain environmentally sustainable. Premier Inn is strong in combating external threats like the COVID-19 pandemic compared to Marriott International. It is recommended that Marriott International change its pricing strategy and implement a penetration pricing strategy. It is because people are brand loyal, and Premier Inn has already contained a strong position. Thus, to grab the customers and attain brand loyalty, the company needs to offer low prices so it can come parallel to compete with Premier Inn.
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