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This essay has been written to compare the marketing strategies of two hotel brands. One being the famous Marriott Hotel which is an international hotel that was founded by J. Willard Marriott in 1957 (Marriott, 2022) and the other being the Premier Inn which is also quite well reputable, was founded by Whitbread and is one of the UK’s leading hotel brands with its first hotel to open in 1987 (pointfranchise, 2022). Both famous hotels have been selected to be compared because they are very well known to public consumers and also because they are two very contrasting hotels. For instance, the Marriott is a more expensive and luxurious hotel and resort known worldwide offering more than 30 hotel brands (Marriott, 2022). However, Premier Inn is a budget friendly alternative for a short or long stay depending on what consumers are after. Every premier Inn you may go to will look the same and everything is consistent. Premier Inn offers its consumers short breaks and small getaways (Premier Inn, 2022). However, with the Marriott Hotel this is very different, they will not have the same consistency throughout as they offer different types of luxury rooms within their hotels and resorts. They also offer many facilities such as holding wedding receptions, private home rentals and much more. Therefore, it all depends on what the consumer is after. 

“One of the real strengths of Premier Inn is its multi-channel marketing efforts. Booking via the phone, website or app is a consistent experience. The app in particular enables a customer to find their nearest Premier Inn – 50% of same day bookings are completed on the app, targeting multi-channel customers is a wise move, as research suggests that they spend 80% more than single-channel consumers” (Linkedin, 2022). One of the chief roles in the marketing mix of Premier Inn would be promotion. “The hotel invests a lot of money on advertising in platforms such as outdoor, radio, print and digital and social media. It aims to invest £20m into marketing in 2022 with a particular focus on broadening its digital reach” (Jefferson, 2021). This would be one of the marketing choices that Premier Inn has made. Though, the marketing choices that the Marriott has made is through the use of segmentation, which is breaking down the market into groups of customers with the same wants or needs. “For Marriott, the core product in its marketing mix is within the sort of hospitality services. Their product strategy covers everything that goes into running the hotels” (The digital school, 2022). “Marketing is a process of creating and sustaining productive relationships with desirable customers. The goal is to produce such relationships more effectively than competitors do” (Rutherford, Denney G. 2006). “Traditionally marketing always starts with segmentation” – dividing the market into groups based on the geographic, psychographic, behavioural and demographic profiles” (Kartajaya, Kotler and Setiawan 2017). To gratify the diverse market requirements, Marriott has integrated a multi-stage market segmentation approach which is mainly targeted for business consumers and for the upper market who opt for luxury. This approach would explain why Marriott has recognised different tiers of their hotel and why they specially cater to different customer needs. “Marketing mix is commonly used to describe the set of techniques a company uses to get its message to the target market”, (IIDE, 2022). This is done by using the 4 P’s in marketing, which are product, price, promotion and place (McCarthy, 1960). “Marriott’s product strategy is centred around luxury travellers” Marriott’s pricing strategy differs with different customers, locations and hotels. “Marriott Internationals marketing strategy has revolved from offline to online. It has shifted its focus to market itself more digitally than using the traditional marketing approach” (IIDE, 2022). 

“Marriott International is one of the largest hotel chains in the world. The organisation provides a significant number of services to diverse market segments. However, the primary population targeted by Marriott includes mid-scale, upscale, and luxury markets” (Unites states securities and exchange commission 2017). “The company initiates franchising to expand its business properties in diverse countries, which increases their prospects to sustain a leading position in the market” (Marriott International Inc, 2018 annual report 2018). By having an increased number of technologies available and by using internet as a communication tool Marriott holds a good sustainability growth and a competitive position in the industry. In comparison Premier Inn’s brand position is grounded on one simple thing. “It promises its guests a good nights’ sleep. Anyone not experiencing this will get their money back. No other hotel does this so their brand position becomes a competitive advantage in a highly competitive market. Although Premier Inn is classed as a ‘budget’ hotel they aren’t advertised as such, instead they focus on the night guarantee. Premier Inn is mainly appealed at the family market segment. Premier Inn’s strength across all the elements of brand positioning is key to its success. Their constant evolution of the brand suggests excellent market sensing capabilities and that it will continue to grow from strength to strength and provide excellent value to customers” (linkedin, 2022). 

One of the main marketing strategies that the Marriott Hotel has right now would be its digital marketing which is through their website and through social media. “Marriott partnered with Snapchat influencers to make Snapisodes that mimic TV travel documentaries” (Socialtables, 2022). This is a great strategy as it will reach people all over the world because social media is such a huge and powerful platform in this era and a very modern way to get in touch with people. In that case, from Snapchat it will go to Facebook, YouTube, Instagram and many other channels. Many hotels may use Hootsuite for this as it will manage all the social media platforms together. “Marriott also created an app for its loyal customers, by doing this it enables their reward members to check in via the app so they can go straight to their chosen rooms”, (Socialtables, 2022), which is much more convenient, time efficient and less hassle for its clients. Premier Inn’s main marketing strategy at this present time would be TV commercials and also social media. They have their own Instagram profile, Facebook profile etc which are very active and show a lot of videos of people using their hotels. Therefore, by doing this it is coming across to many consumers who may want to use Premier Inn. 

The considerations that the Marriott has made regarding sustainability would be that they have decided to get rid of their single use plastic bottles and move to the larger recyclable containers that are in the bathrooms which would make a big difference in reducing the amount of plastic that goes into landfills (Yahoo Finance, 2020). “Marriott established an environmental policy and made the commitment to go green. They are reducing energy and water use by 20% per hotel room, they have invested in environmental initiatives, such as water conservation and rain forest protection. They also engage their guests by asking them to reuse towels their towels a second time, unplug their cell phones, laptops etc when not in use. Marriott is also committed to following all federal, regional, state, and local environmental laws and regulations and committed to contributing a more sustainable future” (Go green travel green, 2022). Premier Inn on the other hand is “making an industry leading sustainability commitment which will see carbon emissions intensity cut in half by 2025 and as much as 88% by 2050. This is all part of a wider Whitbread initiative which has set an approved science-based carbon target. They aim to move towards zero gas in all new build hotels and green gas towards all current hotels. Also, to maintain their commitment to use renewable energy in the UK and in international operations where possible” (Premier Inn, 2022). 

“Despite damages inflicted on the hospitality sector by the Covid-19 pandemic, Marriott International reported that 2021 proved to be a strong year for the company’s overall development in terms of rooms growth and signings” (Travelpulse, 2022). “Marriott provides a safe environment that aligns with expert protocols which consist of in-house and outside experts in food and water safety, hygiene and infection prevention, and hotel operations” (Marriott, 2022). Premier Inn however, “has a clean protect scheme which is designed to help them and their guests stay safe and it strengthens their existing rigorous regime by introducing additional hygiene and safety measures from check-in to check-out” (Premier Inn, 2022). Both hotels main messages to their consumers is that they are still taking extra precautions especially with cleanliness and health and safety even after the pandemic. 

In conclusion Marriott and Premier Inn are regarded as top most hotels in the hospitality industry and after assessing the fact that both hotels use good marketing mix strategies, good communications mix by using RACE (Chaffey, 2022) and have also been able to use the 4P’s to the maximum effort, in order for both hotels to withstand in a very highly competitive world the two companies should keep reviewing its policies, management strategies, product promotion and management. 
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