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A comparison between the marketing methods of Marriott International and Premier Inn

Introduction 

The aim of this essay is to discuss and evaluate the marketing methods of Marriott International and Premier Inn. Most of the companies have come to the realization that one of their most valuable assets is the brand names associated with their products or services (Keller, 2008). Therefore, the brand is a competitive advantage in any sector, including the hotel industry. Hence, the marketing efforts of any company is to create a strong brand as it will help generate more income (Keller,2008). As Ivens and Valta (2012) affirm – brands play a central role in the businesses’ marketing strategies and the pursuit of competitive advantage. Moreover, the core purposes of business is to develop customer loyalty by providing valuable assets.
However, the marketing methods have changed a lot over the years especially due to the rise of digital advertising and the shift in the consumer demands (Charm et al, 2020). Furthermore, the impact of sustainability and the pandemic changed the marketing direction and the brand positioning of Marriot International and Premier Inn (Hobson et al, 2019).
Market segmentation 

Market segmentation is one of the most accepted concepts in marketing. Its thesis is that in order to achieve competitive advantage and superior financial performances, companies need to identify segments of demands, target specific segments and develop marketing strategies for each targeted market segment (Shelby et al, 2004). Dibb and Simkin (2007) state that market segmentation forms the foundation of modern marketing.
Marriot International is one of the most recognized hotel chains in the world with over 7000 hotels spread around 132 countries (Marriott International,2021). Their target market is aimed towards luxury travelers. The company has placed its brands into different categories: Luxury, Premium, Select and longer stays. Its brands are segmented precisely and each brand has its own target market. Its luxury brands encumber The Ritz-Carlton, JW Marriott or St. Regis. Due to their position, these brands are targeting luxury travelers. Premium brands which include Marriott, Sheraton or Delta Hotels are aimed toward over-the-road travelers. Select brands such as Courtyard by Marriot, Four Points or Protea Hotel are competing in the upmarket 4* sector. The company has created a brand tailored towards the travelers who require month-long accommodation – Marriot ExecuStay (Marriott International 2021). 
On the other hand, Premier Inn has a different business operating model and their target is not aimed at the same type of customers which Marriott is aiming for. It is the UK’s strongest hotel brand with over 800 hotels. Its brand position is based on a simple preposition – providing a great night’s sleep (Whitbread,2021). Premier Inn is classed as a budget hotel; therefore, their target market is aimed at budget travelers but also aimed towards the family market segment and leisure travelers. In addition to this, Whitbread, which is the owner of the Premier Inn brand has total control over the brand image as it does not operate any franchise (Whitbread, 2021).
Marriott International is able to charge a higher price compared to Premier Inn, due to their market segmentation. Furthermore, as their target market are luxury travelers their hotels are placed all over the globe, especially in affluent areas such as Dubai or Monaco (Marriott International, 2021). In comparison, Premier Inn charges a price which can accommodate the budget of any travelers. Their hotels are placed mostly in the proximity of city centers (Whitbread, 2021).
It is noticeable that the marketing mix of Marriott International is diametrically opposed as its brands are tailored towards luxury travelers while Premier Inn is aiming to gain market share within the budget & leisure segment. However, both of these brands have been highly successful within their market – this has happened mainly due to their superior marketing techniques and their ability to assess the shift in consumers’ demand and the increase of their online presence (Harry, 2013).



Marketing strategy

Premier Inn was one of the first mass market UK hotel chains to be advertised on prime time television – it has infiltrated the consumer mind-set as a go-to brand. It has used high-profile celebrities in its TV ads which has further paved itself into consumer consciousness (Gilliland, 2007). However, traditional advertising is losing a lot of grip compared to digital marketing (Charm et al,2020)– this made Premier Inn invest a lot in its online presence. Recently, it has invested £20m into UK marketing, with a particular focus on broadening its digital reach (Jefferson, 2021). Another example, that its digital efforts are having a positive effect is the rise of its pillow sales with 65% after a video on a social media platform, TikTok, has gone viral (Coffey,2021).
In order to expand its social media presence even further, Premier Inn has teamed up with Yorkshire Shepherdess, Amanda Owen – to launch the brand’s first-ever video streaming platform, dedicated to encouraging sleep by digitally counting sheep (Whitbread,2021). The idea behind this project is to strengthen their slogan – “good night’s sleep” as a study revealed that most of the British people are struggling to get a good sleep due to various reason. 
On the other hand, Marriott International has taken the same approach in putting more effort into digital advertising than in the traditional one. Even its president, Arne Sorensen commented - “what social media is allowing us to do is not draw attention to ourselves, but to see our guests in their own spotlight” (Marriott International, 2021). Its marketing strategy has evolved over time in relation to the behavior of its customers. However, its executives stated that its new approach is to tailor its hotels and marketing efforts – toward Millennials, which is the generational cohort that represents the future of the hotel industry’s customer base (Stevens, 2017). Consequently, as Millennials are super sensitive about sustainability and green energy (Price, 2018), Marriott will have to structure its future marketing strategies in line with this.
Both of these companies have spent a lot in building and keeping their online presence. Most of their marketing campaigns are tailored around triggering the emotional response of their customers – in order to strengthen the attachment of their customers to the brand (Barnett, 2015).
The impact of sustainability and the effect of the pandemic

The last couple of years have shaped the future direction of both Marriott International and Premier Inn. Both of these companies have put goals in place in order to reduce their plastic usage, food waste or the waste of electricity (Marriott International, 2021). For example, Marriott International have decided to remove the tiny shampoo bottles in order to save on its plastic use. This move has helped them lower their plastic consumption on amenities with 30% (Hobson et al, 2019). As Stevens (2017) mentioned, Marriott International is shaping its future around building sustainable hotels, therefore their future marketing strategy will be shaped in line with this target.
On the other hand, Premier Inn has taken the same approach in keeping its customers aware about their sustainability measures through yearly reports (Whitbread, 2021). For example, it is sourcing all its cotton for bedding from responsible sources – its pledge is that in this way it is playing their part in making positive changes while keeping in line with its marketing slogan – “Rest easy” (Whitbread, 2021).
Even the effect of the pandemic has had an important effect on the awareness of hygiene in both of these hotel chains. Premier Inn has launched the “Clean protect” initiative which is a promise to its guests that it is taking extra steps in making sure all its rooms are hygiene ready. It has launched a social media advertisement to show its customers how the “Clean protect” measures are implemented by its housekeeping team (Whitbread,2021).
Marriott International has taken the same approach in regards to its hygiene awareness – after the devastated effects of the pandemic, it has launched a global cleanliness council to promote even higher standards of cleanliness in the age of COVID-19 (Marriott International, 2021). During the pandemic, Marriott International has taken further steps to increase its brand awareness and strengthen the relation with its customers – it has moved its furloughed staff to help process unemployment claims for United States. Therefore, Marriott wanted to show the importance of its values within the community and how it has tried to help both the country and its employees during an unprecedented event (Kane, 2020).
Both the impact of sustainability and the effect of the pandemic will shape the future marketing strategies of these companies – if they will manage to align their brands around these major social aspects, they will strengthen their brands even further. Millennials, which will be the major generational cohort in the next decade will have their important say and will choose brands who are caring about their corporate social responsibility measures (Price,2018) – therefore Marriott International and Premier Inn will have to shape its business around these.
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