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Marketing strategy is referred to as a long-term plan which is used for accomplishing the goals of the company by gaining a thorough understanding of the needs and demands of the customers; this is also helpful in developing a sustainable and distinct edge over the competitors. Along with this, it comprises different aspects for developing effective strategies that include identifying the primary customers and deciding the channels that need to be adopted to reach the customers (Morgan et al., 2019). 
Marriot International is an American international brand that franchises, operate, and licenses lodging that includes residential, hotel and timeshare properties. The brand operates 582 hotels and resorts. Along with this, in order to maintain its strong position in the market, the brand has planned the future development of 160 more hotels (Marriot 2023). On the other hand, Premier Inn is a multinational British brand which is operating in the market with around 800 hotels. The hotel chain has a global presence and is operating in different countries that, include Qatar, Germany, United Arab Emirates and Ireland (Premier Inn 2023). 
The essay will present the comparison of the marking mix of both the brands, and along with this, will discuss the marketing strategies adopted by the brands over the years. The primary reason for selecting the brands is because of their presence in the industry for so many years, along with this their strong market position in the industry. 
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According to Katsikeas, Leonidou and Zeriti (2020), effective marketing strategies are important for setting up the primary goals of the company, along with planning the adequate actions that need to be taken to accomplish the set goals. In the case of Marriot, the hotel chain has been involved in different marketing strategies, which has been helpful in maintaining its position in the market. In addition to this, the core emphasis of the brand with the marketing strategies is to create awareness related to the brand and the services provided. One of the most successful and famous campaigns by the brand runs under the name of "Golden rule" (The drum 2019). 
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The hotel chain launched the campaign as a category branding process that highlights the four primary brands that, includes Four Points by Sheraton, Courtyard by Marriot, Spring Hill Suites and Fairfield Inn and Suites. The core aim behind the campaign is to demonstrate the collective strength of the brand that is rooted in the classic select brand. Moreover, through the campaign, the brand showcased the association and links found between the four brands alongside the services, which stems from human connection. With the campaign, the hotel chain made various commercials of 60 and 30 seconds. In addition to this, Marriott Bonvoy is another marketing strategy by the brand. The campaign focuses on promoting the travel program, which is initiated with the tagline of "Rewards Reimagined". The main emphasis of the brand is on the effective use of different social media platforms with the objective of creating awareness and attracting customers (Marriot 2021). 
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Furthermore, in the case of Premier Inn, the hotel brand emphasises adopting different marketing strategies with the primary aim of promoting the high quality of services provided but at a relatively low cost. Over the years, the brand has been involved in various marketing campaigns, which is helpful for the brand in targeting a diversified range of customers. Some of the major campaigns include "beautiful mornings" by Rainey Kelly Campbell Roalfe, “The presentation" by Lucky Generals and "Chapman and Steele" by Lucky Generals (Campaign 2023). 
[image: Premier Inn Chapman & Steele on Vimeo]
Over the years, both brands have been involved in effective marketing strategies with different platforms. With the advancement in technologies and the increase in digitisation, the focus has shifted towards the use of different social media platforms and digital mediums. Effective use of social media platforms is considered essential for brands in the present environment because it is helpful in targeting customers in a more effective and cost-efficient manner in relatively less time (Hruska and Maresova 2020). In addition to this, through the use of digital mediums, the brands have been involved in gaining an understanding related to the needs of the target audience and changing market trends. 
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Market segmentation for both brands is different from each other, and with that, both brands have a different customer base. In the case of Premier Inn, the segmentation strategy focuses on businesses and families, with the primary focus on the consumers that prefer quality services but in a cost-effective manner (Freeman 2020). On the other hand, in the case of Marriott, the segmentation is related to psychographic and behavioural aspects. Consumers that prefer high-quality service and luxurious stays and are willing to spend more are the main segmentation for the brand (Lee and How, 2019). With that, the core target market for the hotel chain is people who want their stay to be luxurious and, with that, want exotic food, whereas, in the case of Premier In, the target market is majorly comprised of backpackers and travellers. In addition to this, Marriott positioned itself as a premier brand; contradictory to this, Premier Inn is positioned as a budget-friendly hotel. 
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In terms of the marketing mix, products for both brands refer to the services and rooms provided by both brands. That also includes other leisure services which customers can enjoy during their stay (Lee and How, 2019). In the case of Premier Inn, the brand highlights the importance of a good night's sleep and, through their marketing, highlights that the brand emphasises providing a good sleep to their guests. With that, the brand ensures that different types of pillows should be available due to the fact that all the guests do not have the same preferences. 
[image: Bed cover gives a great guarantee - Picture of Premier Inn Glasgow City  Centre (George Square) hotel - Tripadvisor]   [image: Hereford - Premier Inn : Good night guarantee - Picture of Premier Inn  Hereford Holmer hotel - Tripadvisor]
Moreover, in the case of Marriott, the hotel chain ensure to provide both tangible and intangible services to the guests. Some of the primary services provided by the brand include lodging services, restaurants, auxiliary services, valet and different types of rooms. With that, the core emphasis of the brand is to make sure that all the guests should be provided with high-quality services and overall should have a memorable stay at the hotel. 
[image: Resorts World Manila Restaurants and Dining | Manila Marriott Hotel]
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The global presence of both brands is among the major factor behind the continuous success of the brand. Marriot provides its services across the globe, and in terms of distribution, the hotel chain emphasises adopting direct and indirect methods. Some of these include travel agents, booking through the official website and through mobile applications. Furthermore, in the case of Premier Inn, the brand has a presence in different parts of the world. With that, the customers can pre-book through the website and official mobile application of the brand (George, 2021). 
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According to Darmawan and Grenier (2021), pricing is an important element of the overall marketing mix; brands need to adopt an adequate pricing strategy in order to ensure success and growth in the market. In the case of Marriot and Premium Inn, both brands adopt demand and supply pricing strategies. This indicates that the brands determine the pricing strategy by evaluating the behaviour and strategies of the competitors. With that, the pricing largely depends on the level of demand in the market. Moreover, in comparison to both the brands, Marriott relatively set premium pricing, whereas Premier Inn emphasises being budget-friendly.   
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In the case of Marriot, the hotel chain has implemented different marketing campaigns and guest experiences in order to increase sales and drive more bookings. With that, the brand focuses on generated user-generated campaigns. Along with this, effective use of social media is one of the major strategies, and with that, the brand has launched M Live. In addition to this, different social media platforms have been used to target customers. In addition to this, in the case of Premier Inn, promotion is generally done through advertisement. With that, the brand also emphasises using different digital platforms and, with that increasing its digital reach. 
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Both Marriot and Premier Inn focus on ensuring sustainability; therefore, has been involved in implementing various strategies. In the case of Marriot, the brand has developed an environmental policy with the name "Go Green". With this, the core emphasis of the brand is on reducing the use of energy and water. Moreover, Marriot has been involved in implementing various innovative technologies with the objective of mitigating climate-related risks (Serve 360, 2023). Similar to this, Premier Inn has also developed a goal of net zero by 2040; with this, the core emphasis of the brand is on decreasing the emission of greenhouse gases. Both brands ensure that an annual report related to their sustainability goals and initiatives taken by the brand should be published yearly. 
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With the aforementioned discussion, it is concluded that Marriot and Premier Inn both the brands have been actively working in terms of their marketing strategies. The core emphasis is on creating awareness related to the services provided by the brands and, with that, attracting customers. Overall the years, both brands have been involved in various strategies; with that, effective use of social media and other digital mediums is the core focus of the brands. 


[bookmark: _Toc128625994]References

Campaign 2023. Premier Inn advertising, marketing campaigns and videos. [Online]. Available at < https://www.campaignlive.co.uk/the-work/advertiser/premier-inn/7773>. [Accessed on 18 Feb. 2023]. 
Darmawan, D. and Grenier, E., 2021. Competitive Advantage and Service Marketing Mix. Journal of Social Science Studies (JOS3), 1(2), pp.75-80.
Freeman, J., 2020. On Determining the Value of Online Customer Satisfaction Ratings–A Case‐based Appraisal. Data Analysis and Applications 3: Computational, Classification, Financial, Statistical and Stochastic Methods, 5, pp.195-214.
George, R., 2021. Tourism and Hospitality Marketing Principles. In Marketing Tourism and Hospitality: Concepts and Cases (pp. 3-31). Cham: Springer International Publishing.
Hruska, J. and Maresova, P., 2020. Use of social media platforms among adults in the United States—behaviour on social media. Societies, 10(1), p.27.
Katsikeas, C., Leonidou, L. and Zeriti, A., 2020. Revisiting international marketing strategy in a digital era: Opportunities, challenges, and research directions. International Marketing Review, 37(3), pp.405-424.
Lee, C.G. and How, S.M., 2019. Interactions between customer satisfaction and firm performance of a hotel. Anatolia, 30(3), pp.447-449.
Lee, C.G. and How, S.M., 2019. Long-run causality between customer satisfaction and financial performance: the case of Marriott. Current Issues in Tourism, 22(14), pp.1653-1658.
Marriot. 2021. Bonvoy. [Online]. Available at < https://www.marriott.com/default.mi>. [Accessed on 18 Feb. 2023]. 
Marriot. 2023. About us. [Online]. Available at < https://www.marriott.com/marriott/aboutmarriott.mi>. [Accessed on 18 Feb. 2023]. 
Morgan, N.A., Whitler, K.A., Feng, H. and Chari, S., 2019. Research in marketing strategy. Journal of the Academy of Marketing Science, 47, pp.4-29.
Premier Inn 2022. Premier Inn CleanProtect. [Online]. Available at < https://www.premierinn.com/gb/en/why/cleanliness.html>. [Accessed on 18 Feb. 2023]. 
Premier Inn 2023. About us. [Online]. Available at < https://www.premierinn.com/gb/en/why.html?INTCMP=topNav>. [Accessed on 18 Feb. 2023]. 
Serve 360 2023. Sustain responsible operations. [Online]. Available at < https://serve360.marriott.com/sustain/>. [Accessed on 18 Feb. 2023]. 
The drum 2019. Marriott: Golden Rule by mcgarrybowen. [Online]. Available at < https://www.thedrum.com/creative-works/project/mcgarrybowen-marriott-golden-rule>. [Accessed on 18 Feb. 2023]. 

image5.jpeg
the home of the
Good Night
Guarantee




image6.jpeg




image7.jpeg




image8.jpeg




image1.png
We live by f

Treating others ke we'd like to be treated.
Ithas always been our guiding principle.





image2.png
MARRIOTT

BONVOY

REWARDS REIMAGINED




image3.jpeg




image4.jpeg
Premier Inn
A great night’s sleep guaranteed




