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It is well known how important the marketing is. Whether it is an advert of Coca Cola, shopping mall, or a summer getaway. Now probably more than ever companies need to focus on delivering advertising of their goods and services in the most appropriate way to gain more customers. The “Covid era” has made a significant impact on everything we are allowed to and are willing to do. Most of the international hotel chains are focused on delivering the high quality of services to fulfil the high demand of their customers. This is to help businesses to grow and expand to the new locations. This essay is involving the discussion regarding marketing system of two international hotel chains: Marriott International and Premier Inn.

As stated by Farris et al., (2017), determine the current marketing position of companies is helpful to realise their business background in competitive market range. The essay will be a comparison of the differences in marketing between two popular but hugely different hotel chains. First of them is Marriott International – this name is well known for luxury and quality. The second - Premier Inn which is popular affordable group of hotels. Those two were chosen by the author to contrast how those two such distinct groups of hotels have made their place in the history of hospitality. 
Marriott International is offering the most powerful portfolio in the industry, of over 30 brands and over 8,000+ properties across 131 countries and territories which give people more ways to connect, experience the world.

Premier Inn has over 800 locations in UK (PI website, 2021). The motto of the chain is #resteasy which brings the idea of a good night sleep guaranteed in every Premier Inn hotel. Recently hotels have changed their marketing strategy from price-led to “Good night Guarantee”. Anyone who stays in Premier Inn and is disappointed with the quality will have their money back (LinkedIn 2021). Previously this budget hotel chain concentrated on the proposition “Everything’s Premier but the Price”. The new strategy was introduced in March 2021 with their first TV advertisement. Whitbread, the owner of Premier Inn hopes the shift in marketing will help create emotional connection with customers. 

Marriott has divided their services into three main parts which are: core, actual and augmented services. (Sofitin, 2021) The core products are the ones that generate most of their profit, so for Marriott it’s obviously the hotels. They want to make sure that all customers who use their core services have the best experience before, during and after their stay. That applies to all the hotels around the world. 
The other part of their marketing is pricing. There is nothing more important than to make sure that your services are offered at the right price. For Marriott it is always a higher price but also the quality of their services is exceptional.

The Covid pandemic had a high impact on hotel industry. People were working from home more often, therefore they did not have to travel or even could not due to lockdowns. Online business meetings have become also more popular. Now with easing the restrictions and people craving for getaway the digital marketing is becoming increasingly popular. With a spread of social networks, it is easier to find a customer and tailor their need and reach the potential recipient. Both hotel chains are investing lump sums of money into social media campaigns which is going to help them to promote their products to prospective consumers (Ali, 2013).

When it is to consider hotel chains in terms of ownership, the two most used non-equity modes of hotel industry are: franchising and management contracts (Contractor, Kundu, 1998). 
Premier Inn is owned by Whitbread PLC. It’s divided into sub brands: Hub by Premier Inn and ZIP by Premier Inn. Whitbread is sure that owning most of their hotels and restaurants has given them an advantage over the competitors. It also enables them to deliver a unified standard of services and exceptional quality products (Premier Inn, 2021). The same owner also owns some food and beverage brands i.e., Beefeater, Cookhouse Pub, Brewers Fayre. 
On the other hand, there are four categories of hotel brands that make up Marriott’s portfolio: Luxury – exceptional amenities and services; Premium – sophisticated and thoughtful; Select – smart and easy; Longer stays – mirror the comfort of the home. (Luo 2021) Marriott International offer franchise opportunities, so you can start your own hotel under Marriott brand. Anyone who wishes so, will have the backing of a worldwide company. Marriott offers training and tools including unique sales and marketing system.

Cunill (2006) in his book says that leaders must be very careful in choosing the most suitable form of growth. The company works either by specialising or diversifying. Specialising is focusing on one activity that best characterises its present field of business. Diversification is on the other hand dedicating its existing or untapped resources to a new activity or activities that are different from existing ones, thus modifying the field of business. 
The group that diversifies their hotels is Marriott Int. When you hear the name Marriott it presents you the image of luxurious stay, no matter you are spending just a few nights in a hotel or having a holiday of your life. You can be sure that you will not be disappointed. But unlike Premier Inn, Marriott group don’t have their unified layout and design. Varied brands of Marriott International, which since February 2019 is called Bonvoy, have different consumer target. Some hotels are specialising in young customers, in others you will spend a nice business trip. Everyone can find something special in a variety of destinations, and always the same predictable comfort. On the other hand, Premier Inn hotels all look slightly the same. They offer the same standard of service across Europe, and same affordability. 
Marriott has 30 assorted brands in their stable. They are all unique, but they also stick to the main trend of the company. Tina Edmundson, chief global brand officer for Marriott says they always listen to customers vibes to determine what features are bringing them to the hotels. (Skift, 2021). Listening to customers created a new brand – Bonvoy. It gathers all the diversities of Marriott International under one big brand which is recognisable across the globe. It is like an exclusive membership, where you can get points for staying in any of their hotels, eating in the restaurants, and then swap them for free nights and other attractions. 
On the contrary Premier Inn is a hotel chain which specialises in what they are doing. Delivering a quality for reasonable price helped them to gain the significant position in hotel industry across the UK. The owners make sure that all hotels have a bar and restaurant on site, which serves both breakfast and dinner. 

Both Marriott and Premier Inn are focusing their actions to be more eco-friendly. Marriott commits on their website to be a brand that keeps global responsibility for social, environmental and economic issues. That is why they have created a plan SERVE 360 where they commit to fulfil their goals until 2025 (Serve360). The goals are volunteering in programs supporting nature, helping youth and diverse populations, reduce environmental footprint and invest in human rights. Premier Inn whereas, is committing to be Net-zero by 2040 by installing solar panels on their building and using the renewable sources of energy (Premier Inn, 2021)

After experiencing the Covid-19 outbreak it occurred more than ever in our modern history that society become more parochial. The new Marriott marketing plan assumes that to go back to reality we need to travel. “A year of isolation and separation reopened societal wounds that left people across the world feeling more distant than ever.” (News.Marriott.com, 2021) The new big campaign started during NBA Finals and the Olympics. The new call “Where Can We Take You” embraces not only the physical destinations but also personal and spiritual travel. 
Premier Inn whereas is concentrated on bringing the peace of mind to the customers introducing their CleanProtect programme. The coronavirus crisis has brought this chain to sharp focus, which is why they have launched a new rigorous, daily cleaning regime across all the UK & Ireland hotels (Premier Inn 2021).
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