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Marketing is the practise of attracting new consumers or clients to their business. Process is the focus of this definition. Research, promotion, sales, and distribution are all part of marketing. Marketing is frequently misunderstood and defined as selling or advertising when questioned about it. In its broadest sense, marketing refers to all of the methods used to assist a business, brand, or person accomplish their goals (Liu,  2017). These aren't incorrect responses, rather they are only a by-product of marketing. Additionally, there are many other components to marketing, such as product distribution; advertising; designing and generating materials such as landing sites and social media content; enhancing customer experience; doing market research; defining market segmentation; and much more. The following essay compares the marketing strategies of Marriott Hotel and Premier Inn, two international hotel chains, in order to shed light on the differences between the two in terms of marketing and brand management.
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Marriott's marketing strategy uses the marketing mix framework, which includes the 4Ps, to analyse the brand (Product, Price, Place, Promotion). Product development, price strategy, and promotion strategy are just a few examples of marketing tactics. Based on Marriott's marketing mix, these business methods help the brand prosper.
The following is an explanation of Marriott's product mix and strategy:
In terms of luxury hotel chains, Marriott is among the most well-known and respected. For Marriott, the most important component of their marketing mix is the provision of hotel accommodations and services (Nyangwe and Buhalis, 2018). It separates its services into three primary categories: core, real, and enhanced, which include a variety of services such as hotels, hospitality management, resorts, and accommodations, amongst a number of other options. The most money is made from their primary product, which is hotels, which are entirely dependent on how well they meet the demands and wishes of its consumers. A pandemic in 2020 reduced the company's income, but they upgraded their services via greater disinfection, social distancing, and sanitization of the facilities they maintain.
Cost/Pricing Strategy: Marriott
The cost of a Marriott hotel may vary considerably based on the hotel, the client, and the area. Their major goal is to provide the correct goods at the right price with the greatest customer service possible.  The pricing strategy at Marriott is designed to maximise income without jeopardising the Marriott brand's value or quality (Breznik, Kris,  and Gorenak, 2021). This is how the company sets the rates for its properties. Prices for hotels fluctuate in response to demand from customers as well as to keep up with the rising costs of marketing and upkeep. The pricing of Marriott's goods fluctuates in response to market conditions and the actions of its competitors.
Strategy for Marriott Place & Distribution
There are more than 100 Marriott hotels in more than 100 countries throughout the globe, and they may be found in a wide range of locations, from the airport to motorways to city centres (Nyangwe and Buhalis, 2018). Because of this, Marriott is able to attract consumers like business travellers who choose hotels near airports, tourists who prefer hotels near motorways, and locals who prefer hotels near markets because of the convenience. In order to expand its hotel portfolio, Marriott has implemented a mix channel approach that incorporates both direct and third-party distribution.
Strategy for Marriott's Promotion and Advertising:
The digital marketing of Marriott's goods is the only emphasis of the company. With the company's worldwide reach, they have established a website that clearly displays all of their items in a highly thorough way, as well as allowing consumers to pre-book rooms at hotels with ease. It uses a variety of advertising, films, and campaigns on various social media platforms to promote itself (Breznik, Kris, and Gorenak, 2021). Marriott Bonvoy, the company's customer loyalty programme, gives extra perks to regular visitors. There are several ways that Marriott strives to keep its regular customers happy and recruit new ones.
Premier Inn's products and services
Premier Inn has a variety of accommodation options to fit the needs of its guests. For example, its family suites have a king-sized bed for adults, two pull-out or couch beds for children, and a travel cot for a newborn. ' (YUSUF, 2019). Parents may keep an eye on their children in one of the hotels' interconnecting rooms. Generally, rooms are categorised as single, double, and accessible (designed for wheelchair access).
Premier Inn's pricing strategy
Pricing options at Premier Inn include Flex, Semi-Flex (a hybrid of Flex and Semi-Flex), Advance, Standard, and Non-Flex (a standard rate). These provide clients a variety of choices. If they want to cancel or change their stay before 1pm on the day they are set to arrive, Flex is the best choice. Customers may expect to get a lot of bang for their buck while staying at the hotel. Similar to price discrimination, the hotel offers its lowest prices on Fridays, Saturdays, and Sundays, frequently for rooms.
Premier Inn's distribution and location channels
Premier Inn operates more than 800 hotels in the United Kingdom, Ireland, the United Arab Emirates, Qatar, and Germany, as well as in other countries around the world. In addition to the hotel's website and app, consumers may book rooms directly. Lastminute.com, Booking.com, and others allow them to do so, as well. Customers may reserve accommodations over the phone or online at Premier Inn.
Promotional methods of Premier Inn
[bookmark: _Hlk94028504]Premier Inn's marketing strategy includes a significant amount of promotion.  Outdoor, radio, and digital and social media are just a few of the places where the hotel spends a lot of money promoting. In 2022, it plans to spend £20 million on marketing, with a special emphasis on expanding its digital footprint (YUSUF, 2019).
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Marriot’s new Digital Marketing Approach in pandemic:
Digital marketing is at the heart of Marriott's advertising and marketing strategy. In other words, they put a lot of effort into advertising their hotels on the web and via other social media platforms. Creating a promo code for their guests to share on their hotel website "promotions" page or their social media channels is one example. Additionally, they get user-generated material, such as beautiful images shot by customers while staying at their establishments. Incentives for prospective influencers, bloggers, and online superstars are provided by the greater visibility of their unique work. Everyone comes out ahead in this deal. At the peak of the pandemic last year, Marriott halted its PR efforts across 30 brands worldwide, but by April it had developed a recovery strategy and was cutting operations. With its 7,500 assets spread over 132 countries, it immediately shifted its media strategy to become nimbler and data-driven around it. Since its introduction in June, Marriott's "Browse, Shop, and Buy" marketing approach, developed in collaboration with Verizon Media, has helped the brand acquire tens of thousands of reservations (How and Lee,  2021). The idea was to discover people who were going on vacation and convince them to stay at Marriott hotels. The Marriott International Global Cleanliness Council was also established to promote even better standards of cleanliness in the age of COVID-19.
Target market:
Throughout the segmentation process, Marriott International focuses on distinct groups. Demographic, regional, behavioural, and psychographic are a few examples of frequent classifications (Jishag et al., 2019). Chu (2014) advocates segmenting a market based on demographics. Customers are often segmented based on their race, education, income, and other demographic factors, as well as their current age and previous employment history (Jishag et al., 2019). These factors have helped the organisation develop an efficient marketing strategy for its goods and services. As a company, Marriott International has identified a group of people who are likely to purchase its products and services. Customers that have comparable racial, ethnic, and economic characteristics make up the majority of the target market.
	Brand 
	Target Group

	Ritz-Carlton Hotels
	Luxury travellers

	Marriott ExecuStay
	Targeted at people needing month-long accommodations

	Marriott Courtyard
	Over-the-road travellers

	Marriott Vacation Clubs
	Travellers seeking to shop for timeshares



Premier Inn’s new marketing approach in pandemic:
The marketing mix used by Premier Inn is consistent, targeted, and seamless. Whenever the TV ad for Premier Inn was released, an email was sent out to the company's mailing list to provide a preview of the commercial before it aired. Premier Inn targets families through a 'dad of the year' competition and social media marketing to promote vacation spots and new hotel properties(YUSUF, 2019). Premier Inn has a strong brand identity across all channels, including email newsletters, specials, and a top-notch website. The famous face of Premier Inn, Lenny Henry, even provides video advice on how to get a good night's sleep. Investment of £20 million on UK marketing by Whitbread, the owner of Premier Inn, is intended to capitalise on "pent-up demand" for staycations. First time in over three years that Premier Inn has reappeared to television with the "Rest Easy" campaign in order to convince apprehensive tourists that the hotel chain is secure and pleasant as lockdown restrictions begin to loosen up. It includes the voice of Sir Lenny Henry, who Premier Inn claims has become "synonymous" with its brand. Leo Burnett designed the commercial. The commercials show how easy it is for customers to reserve a room at Premier Inn, from start to finish.
	Segmentation
	Businesses, Families looking for budget accommodation

	Target Group
	Travelers and backpackers

	Positioning
	UK's best budget hotel
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