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INTRODUCTION

Nowadays marketing is much essential for any business. Marketing is the process of
communicating the details of a product or service to the targeted customers. Marketing helps a business to raise product and brand awareness. Marketing includes selling, advertising, delivering products or service to the customers (Parvatiyar, and Sisodia, 2019). In this essay two hotel brands i.e. Premier Inn and Sheraton hotels and resorts are choose for the comparison. Both the brands are multinational and serves in the same segment of hospitality service. Sheraton hotels and Resorts is a park of Marriott international. The company was founded in 1937 and it is headquartered in Bethesda, Maryland. The company serves international locations in North America, Africa, Asia, south and central America, Middle east and Europe. The company owns around 446 hotels with 1.55,000 rooms. Premier Inn is a British hotel brand. The company was founded in 1987 and it is headquartered in Dunstable, England. The company owns around 800 hotels with 72,000 rooms in global locations like UK, UAE, Ireland, Germany, Jersey and Qatar. This Essay aims to compare the two hotel brands marking strategies also this will analyse the brands segmentation, targeting and positioning also the marketing communications used by the brands.

MAIN BODY
Marketing strategies of a business refers to the long term business plan to achieve the
company goals and objectives. This helps the companies to create the competitive advantage against the competitors. A marketing strategy includes the company positioning, products or services types, and the promotion and advertising type that business chooses. A marketing strategy of a company guides the marketing and product related activities. The comparison of marketing strategies is as follows; Segmentation of business means dividing the customer in the groups on the basis of needs and similarities. The market can be segmented on the basis of geography, demography or on the behaviour of the consumers. The Premier has segmented its customers on the basis of geography and behaviour of the consumers (Turner. Shah, and Jain, 2018). The company is providing services to the businesses, and families which are looking for budget stay. On the other hand the Sheraton hotel has segmented itself as a hotel for business travellers and Leisure. Premier Inn has the business goal to provide best quality service to its customers with its services. On the other hand the Sheraton hotels has the goal of creating holistic, intuitive, and productive experience to the customers. The Premier inn is targeting the market of travellers and backpackers on the other hand the Sheraton hotels is targeting the market of business travellers, vacationers and honeymooners through their marketing strategies (Zaveri, and Amin, 2019).
Both the brands are targeting the travellers in their strategy. The companies are operating 
different regions the Sheraton hotel is focused in locations of America, Asia, and Europe where as the Premier inn is more focused on Europe region and middle east areas. Sheraton hotel competitors includes the Hyatt, Hilton, Marriott, Holiday inn on the other hand the Premier in is facing stiff competition from Travel lodge, Accor, Days inn etc. Sheraton hotels Premier Inn offers wide variety of services as product for the consumers according to their type. For instance the hotel offers family rooms, single, double, deluxe rooms etc. the brand also offers bars and restaurant services inside the hotels so they do not have to go anywhere outside. Where as Sheraton hotels offers comfort stay to the customers. It is one of the leading hotel chains in the world it offers luxury rooms to the consumers and focuses to provide relief to the consumers as their homes. The Premier Inn uses different pricing strategies for different room types and consumers for instanci-the brand uses flex, semi flex, standard, non flex prices. The brand provides the comfort stay to the consumers at the affordable prices. On the other hand the Sheraton hotels follows the pricing strategies of its parent company Marriott international. The brand offers the best in class services in lowest prices. The brand also uses the reward points which customers can redeem at later stay at any hotel chain room as part of Marriott international. The Place and Distribution channel of Premier Inn covers the international area. It serves in the areas of Europe, UK, United Arab Emirates, Qatar, Germany etc. the brand owns near 800 hotels across the countries and have more than 72000 rooms. The customers can access the booking on company websites and other partners. Also it offers the service to book the rooms on call. On the other hand the Sheraton hotels owns near 446 hotels with near 1,55.000 hotels around the globe (Kitkasacharcon, and Boonchuai, 2018), The company also serves in the different locations around the world. It includes the areas of North America, Africa, Asia, south and central America, Middle east and Europe. The Premier Inn uses different promotion strategies to reach out more consumers. The company invested heavily in advertising the brand. The brand uses different communication channels like Billboards, T.V.. Print media, Digital media, social media, etc. the brand is more active on social media platforms like Instagram, Facebook and twitter. Whereas the Sheraton hotels promotional strategies includes the
communication channels like digital media, partnered websites, email marketing, travel agencies, magazines, newspapers etc. The Premier Inn people includes the staff of more than 35000 in the combined hotels and restaurant. The company also offers internship to the young people in the company. The Sheraton hotels have the estimated staff of more than 145000 employees across the globe, who ensures the satisfaction of the guests. The brand also offers training to the staff to maintain the service quality. The process refers to the service offered by the company. The process of booking rooms in both the hotels is easy. The customers can book from the websites of the company (Gulia, and Marwah, 2022). The customer can search the rooms for specific location can then they can click on book now option. The Physical evidence of Premier Inn can be found in the room quality, the brand logo, Large chairs, king size Hypnos beds etc. on the other hands the Sheraton hotels provides the hotel rooms with the memorising view, spas,vacation residences, plus rooms for business people etc. Both the brands have different positioning in the market place. The Premier Inn is positioned itself as UK's best budget hotel on the other hand the Sheraton hotels and resorts have positioned itself as best in class customer service and comfort providing hotel brand. The USP of Sheraton is intensive focus on customer
satisfaction and guest networking, where as the Premier Inn focuses on USP of comfort and
quality to the customers. Both the companies are focusing on green messaging to attract more consumers. The Premier Inn is focusing on the sustainability in the long term it has planned to cut down its carbon emissions by 50 percent in the future. Also the company is reducing its plastic uses in the hotel. On the other hand the The Sheraton hotel group is focusing on increasing the renewable energy uses in the hotel chain. The group adapting the solar energy use in the hotels. And attracting the customer by its initiatives such as "Make a Green choice"
Both the brands have suffered by the pandemic heavily. It has resulted in a huge
decrease in the number of visitors. The Premier inn have promoted itself as a safer choice after
the COVID 19. It promoted on Television "Rest Easy" campaign to assure the travellers that the brand is safe to stay after the lockdown (Ampountolas, Shaw, and James, 2019). Where as the Sheraton hotel group promoted its hygiene and social distancing on its website. The brand also raised awareness among people for the Covid 19 guidelines.
It is recommended to the Premier inn brand to expand the market into another areas and
raise brand awareness among other peoples also to attract the foreign travellers. As it can benefit the company into more growth and sales volume (Moghimi Kia, and Najafi, 2019). The brand can participate into events also it can target people with tour packages via email marketing. 
it is recommended to the brand to use reward points system to attract consumers and make them loyal to the brand. Whereas it is recommended to the Sheraton hotel and resorts that the company can use more marketing channels and it can promote the brand using more social media platforms. Also the brand can use more innovative marketing campaigns to reach out more consumers.

CONCLUSION
From the above essay it can be concluded that both the brands are providing similar services into the hospitality sector. The both brands are targeting the people on the basis of demography and their behaviours. Also the companies are targeting the people with their low prices and quality services. The brands are using some similar and some different
communication channels to reach out more number of consumers. Also it has been concluded that the brands are focusing on green messaging with its campaign to attract consumers. And the company is also focusing to promote itself as a safer choice after the Covid 19 pandemic. And the companies are using more social media and online platforms in the marketing strategies to promote the brand.
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