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Marriott International, Inc. owns and manages hotels, corporate housing estates, and timeshare resorts under a variety of brand names. J. Willard Marriott started Marriott in 1927. Marriott Corporation was divided into two businesses in 1993. By the number of rooms offered, Marriott International is considered the largest hotel chain. Premier Inn is a hotel company with over 78,500 rooms and 800 properties in prime locations, which makes it the UK's largest hotel brand. It competes with Travelodge and Ibis hotels by operating hotels in a range of places, including city centres, suburbs, and airports. The Travel Inn chain first opened its doors in 1987, later the name changed into Premier Inn. They provide high-quality lodging at a reasonable cost (Chappell, 2019).
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Effective marketing starts with a well-informed marketing plan. An effective marketing strategy will guide you in defining specific, achievable and provable marketing goals for your company. When an organization owns, franchises several hotels then it is considered as a ‘chain hotel’. Each of the hotel operate under same strategy and operating system (Moschis, 2020). Marriott International Inc. used to serve their customers entirely from one brand, but they realized that differentiation strategy will be an effective marketing choice to reach diverse group of customers. To follow the differentiation strategy they created different hotel brands, each brands offering different type services. They have several target groups for their brands. Like, Marriott Courtyard designed to cater to on-the-go travellers. For luxury travellers, Ritz-Carlton Hotels are more concentrated. Marriott Conference Centres caters to businesses that hold meetings. Marriott ExecuStay is aimed towards those who require month-long lodgings. The JW Marriott, a premium brand developed by Marriott International, is aimed at guests looking for a peaceful and luxurious ambiance throughout their stay (Ribaudo & Domeniconi, 2016). Premier Inn's used to focus only on setting up their status. Before 2012 Olympics they developed their hotel near Olympics stadium in Stratford so that people coming to enjoy the game can get a budget hotel. They also have a variety of target groups for their brands. For example, HUB by Premier Inn is aimed specifically towards millennial due to its reduced pricing. ZIP by Premier Inn provides compact rooms and caters to clients who like to stay in a comfortable setting at a low rate. Beefeater and Bar+Block is for steak lovers, and Whitebread Inn is for those who seek a wide range of drinks (Papademetriou, 2017).
Marriott International’s is considered as the most reputable companies in the current market, with 30 brands that are diverse in terms of ease and convenience (Samli, 2020). Premier Inn's specialized operational model gives them a distinct competitive advantage. With the motto of “We’re Everywhere” it has become UK’s largest hotel brand (Chappell, 2019). 
Marriott's primary product in its marketing strategy is a type of hospitality service. Their product approach encompasses all aspects of hotel management. They emphasize on keeping the consistency in terms of providing great customer experience (V.A., I.N. and V.A., 2019). It also focuses heavily on the introduction of new brands based on diverse themes that attract to both potential and existing clients. Marriott International's pricing varies depending on its demographics. Marriott’s primary goal is to provide a first-rate service that meets customer expectation for their spending. Choosing the best location has been significant to Marriott's profitability from the beginning. They established most of their hotels in a country's metro areas. Marriott International's promotional approach has shifted from physical to online in recent years (Papademetriou, 2017). Marriott has a distinct product strategy cantered on premium travellers. It has a very well-designed website that showcases all of its brands in detail, tempting people to reserve the accommodation immediately. It has also worked on a ‘User Generated Content’ strategy and has collaborated with a variety of influencers. They have a program called Bonvoy that gives a variety of rewards to their customers in order to retain their loyalty (Yazdi, 2019). Premier Inn believes in a single principle, which guarantees a pleasant night's sleep to its guests. Anyone who does not experience this will get their money refunded. Because no other hotel does this, their brand position becomes a competitive advantage in a crowded market. They provide several options to the customers as per their convenience for beds and pillow (Cravens, 2016). They maintain the consistency in the interior for each room. Premier Inn don’t promote themselves as a low cost or cheap hotel though they actually are. They promote their guarantee of providing good nights.  Premier Inn keeps their pricing transparent for the customer. Premier Inn's multi-channel promotional strategies are one of its great strengths. Targeting multi-channel clients is a sensible decision, as data shows that they spend up to 80% more than single-channel customers (Ghandour, Bilal, Mudassar, 2015).
[bookmark: _GoBack]Marriott’s International has a platform named Serve 360 which is basically sustainability and social impact platform. This platform guides the company which commitment or deal will be sustainable and surely make a positive impact (Melissen and Sauer, 2017). Since 2016, company is working on human trafficking awareness and successfully trained 725,000 associates. Marriott’s goal is to reduce waste products by 45% and for that they avoid using single-use toiletry bottles in guestrooms to prevent those tiny single-use bottles from ending up in landfills annually. Technically they are trying to save nature. Their revised goal of 2025 is to invest $35 Million in partnerships and programs that support hospitality skills and opportunity among youth, diverse populations, women, and people with disabilities, veterans, and refugees. Currently working on 15% water reduction and from 2016 they reduced about 0.15%. Able to reduce 8.58% carbon intensity and working on reducing it to 30% (Litteljohn, 2019). Evaluating a reporting protocol to track renewable energy and wants it to turn 30% renewable energy. 36% properties got recognition of sustainability standards and their goal is to 100% sustainability standard (Carcano, 2020). On the other hand, Premier Inn is working on cutting food wastes by 2030. They have a sustainability program named “Force for Good”, where they donated more than half a million foods to charity in 2020. Being a partner of FoodShare and the Real Junk Food, they donated around 140 tonnes of food to those who are in need of it (Chappell, 2019). Both of the companies play a big role in helping needy people.
During the pandemic Premier Inn served around 335000 meals to those affected families. This time they got a response of 90% and 3 times increased the number of charities applying to receive food. They are grateful that they could serve during that time and it got more publicity as well. According to the government restrictions, they are maintaining proper hygiene and giving safety precautions to their guests as well (Nicola et al., 2020). Latest update till 30th September, hotels in England, Scotland, Wales, Northern Ireland, and Jersey are all open for guests. They have donated 335,000 meals in support of Stop Food Waste Day, 2021 (Moschis, 2021). On the other hand, Marriott’s faced challenges, they had to lay off so many employees and then tried to reduce their costs in many sectors such as marketing cost, hiring cost, layoff cost and owners are responsible for maintaining adequate levels of working capital but still helping front liners. However, they overcame that phase and focused on getting more responses and maintaining precautions (Nicola et al., 2020).
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Marriott International is an equal opportunity employer which is committed to hiring a diverse workforce and maintaining sustainability. It doesn’t discriminate against people who have veteran status or disability. If they find any offensive content they remove it immediately. During that pandemic they helped how much they could; now they are in quite a stable position. Premier Inn played a great role in Covid-19; they didn’t stop serving food to others. Their utmost challenge is to give the best service to their guests, if they fail in giving that they do refund them. That’s the uniqueness of Premier Inn. To conclude, both of the multinational hotel chains are doing well respectively. 
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