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    Marketing is still an art, and the marketing manager, as head chef, must creatively marshal all his marketing activities to advance the short- and long-term interests of his firm. (Borden, 1984).

   James W. Culliton calls in his research bulletin (The Management of Marketing Cost, Harvard,1948) a business executive a “decider” an “artist”, a mixer of ingredients who sometimes follows a recipe by others, sometimes prepares his own recipe as he goes along, sometimes adapts a recipe to the ingredients immediately available, and sometimes experiments with or invents ingredients no one else tried before. (Boden, 1984).

  The above citations give a good reflection on this essay how important is a good marketing strategy for a long-lasting prosperous business. Simple but with strong message for the future marketers, good, implemented ideas and innovation can lead to success.

   This essay presents a comparison of the marketing methods of two big and prosperous hotel chains from two different economy-power countries, Marriott International established in USA in the year 1927 in Washington DC by J Willard Marriott with 1.2 million rooms in 122 countries, and Premier Inn, a British hotel chain, the largest restaurant and hotel group in the UK, a Whitbread owned Brand founded in 1987 as Travel inn, with over 800 hotels in UK and abroad. (Bhasin, 2019 and Gowrea, 2021).

   Top Marketers share a common goal: putting the consumer at the heart of the marketing. Today’s marketing is all about creating customer value and engagement in a fast changing, increasingly digital and social marketplace.
    Marketing starts with understanding consumer needs and wants, determining which target markets the origination can serve best, and developing a compelling value proposition by which the organisation can attract and grow value consumers. Then, more than just making a sale today’s marketers want to engage customers and build deep customer relationship that make their brands meaningful part of consumers’ conversations and lives.
   In this digital age, to go along with their tried-and-true traditional marketing methods, marketers have a dazzling set of new online, mobile and social media tools for engaging customers anytime, anyplace to jointly shape brand conversations, experiences and community. (Kotler,Armstrong, Lloyd, He, 2019)

  Citation above by Kotler, Armstrong, Lloyd and He, is characteristic for both brands Marriott International and Premier Inn. Each Hotel chain’s   abilities and resources led to expand their territories in different ways focusing on consumers’ needs and being innovative.

  Marriott International’s marketing activities include email, online advertising, and postal mailing. It encourages point-based memberships scheme based on money spent at hotels. Is pushing ahead with an aggressive growth plan opening hotels around the world. Hotel rooms are not only thing Marriott has to offer, Compete with HomeAway and Airbnb expending the business into home rentals in Homes, Villas offering guests premium and luxury home rentals in the US, Europe, the Caribbean and Latin America. (Hoover’s, 2021).

   Premier Inn’s marketing activity includes TV advertisement and Facebook, concentrated on proposition “Everything’s Premier but the price” and “Good Night Guarantee” rather than price-led messaging, quality of rooms and comfortable beds. (Centaur, 2012).

   A strong brand portfolio and operational network are Marriott International’s major strength, is a multinational diversified hospitality company (LGBT and Family friendly), that operates franchises and licences, a portfolio of hotels and properties. Its strong brand portfolio helps the company to maintain its loyal customer base and attract new customers. Marriott’s strategic agreement is to expand its presence in Saud Arabia, Doha, Qatar, Nordic countries, South America, Antigua, ski resorts in Europe. (EbscoHost, 2021).

   Premier Inn has a unique operational model, the key component of the model that drives Premier Inn’s competitive advantage, it’s UK’s strongest brand, largest UK network, direct digital distribution model, self-check-in and self-checkout, all hotels are operated by Premier Inn, low-cost customer acquisition, tailored F&B offering, standardised rooms. (Whitbread.co.uk, 2021)

   Many of the Premier Inn hotels are located near airports and great tourist attractions. Some of the hotels are near universities as well. This allows different customer segments to stay near the places where they need to be.
Premier Inn has established a very good brand image over the years. Kid-friendly and bike-friendly image coupled with free Wi-Fi 24/7 has been a great selling point for the hotel. Premier Inn has 28 hotels in Germany. The country offers further growth opportunities for the hotel as it is one of the most visited countries in Europe, and in fact in the world. After a successful entry in Germany, Premier Inn has finally got into the Republic of Ireland as well (Gowrea, 2021).

   Marriott Hotel make the commitment to go green, the company established environmental goals by reducing energy and water use, creating for developer’s green construction standards, educate guests to support the environment, invest in environmental initiatives such as water conservation and rain forest protection. Switching to LED lighting, Reducing waste. Marriott is committed in following state and local environmental laws and regulations. (Go Green Travelgreen-Websearch).

   Go green wise Premier Inn is making an industry-leading sustainability commitment which will see carbon emissions intensity cut in half by 2025 and by as much as 88% by 2050. This is all part of a wider Whitbread initiative which has set a science-based carbon target, they move to zero gas in all new built Premier Inn, they will use the green gas in all Premier Inns, try to use renewable energy within UK, invest in efficient appliances to reduce gas consumption, company fleet moving to electric or hybrid cars, will install solar panels and will use renewable energy in Premier Inns. (PremierInn.com-web search, 2018).

    Green hotels emphasize safety, health, and environmental friendliness and advocate for green operations, green consumption, environmental protection, and the reasonable consumption of resources in operations. In short, environmental protection and moderate resource consumption are underscored. The Hotel Industry has the highest water and energy consumption. The concept of green hotel comes from German green label organisation with purpose of academic discussion (Wu, 2021).

  For more than 90 Years, Marriott has lived by a core value established by JW Marriott, to take care of guests and associates. Marriott put customers and associate’s safety into priority, changed its cancellation policy and adapted to evolving epidemy during pandemic. (Marriott News, 2020).
Covid pandemic had huge impact on Marriott International, created a “Travel with confidence” policy, following the WHO guidelines. To welcome back its customers Marriott created a safe environment to its guests all over world that aligns with expert protocols for working to defeat Covid-19. This consists in in-house and outside experts in food and water safety, hygiene and infection prevention and hotel operations. The hotel implemented a higher standard of cleanliness especially the public areas and surface areas. Has added to its cleaning protocol, that guest rooms and public areas to be cleaned thoroughly with hospital-grade disinfectants. To prevent the spread of Covid, Marriott is using signage in the lobbies and public areas reminding customers to maintain the social distancing protocol.
Marriott is using a self-inspection protocol in the food and beverage operations, using food safety standards as guidelines, and training associates to include hygiene and disinfection practice (Clean.marriott.com, 2021).

   Premier Inn had been impacted by Covid-19 pandemic, took quick measures in response to covid spread to protect guests, employees and the business itself.  Kept 38 hotels open for NHS and key-time workers, offered customers full refunds for bookings and changed cancellation policy to be more flexible during pandemic. Premier Inn fleet been used to deliver food in supermarkets to help feed the nation. (Whitbread.co.uk)
  Implemented a new enhanced hygiene promise, to make sure rooms are cleaned thoroughly Premier Inn changed its check-in time to later, minimised the contact in reception with protective screens, one-way routes, check in kiosks and high touch areas cleaned frequently additional checks on cleaning been carried out. Team members been provided protective equipment (PremierInn.com).

   As a conclusion there are certain assumptions within contemporary marketing about the consumers behaviour, how they make decisions and how they understand marketing communications. Marketers identify groups that are clustered together in neat market segments ranging from the macro level in which targeted are genders and cultures, and the micro level where targeted are small groups of consumers that shares similar backgrounds, income, education.  This approach assumes that these groups of consumers share a view of the world set of values and level of knowledge that leads to a shared understanding and relationship to the product being promoted and the process of marketing. Segmentation remains the dominant means of grouping consumers together and identifying target markets (Hirst,2012).

  The world continues to globalise, and international travel grow, and bog global hotel brands become more prevalent internationally, this makes small domestic brands to disappear. (Cai and Hobson,2004)

    The tourism industry is one of the world’s most dynamic industries in terms of growth also Hotels are the most important accommodation suppliers. There are many ways in which a firm can differentiate from others, in the hospitality industry, the customer is acquiring a service with a great impact on his entire experience as a tourist, and quality of service will affect the reputation of the firm (Aznar 2016).
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